
Your journey to 
omnichannel 
communication,  
made simple



For cross-channel 
communication to be effective 
– improving user experience 
and driving better customer 
relationships– brands must 
ensure their execution is 
seamless and consistent. And 
that’s where they can come 
unstuck.

Challenges
The main reason for an integrated, omnichannel 
communication strategy is to create a truly ‘frictionless’ 
customer experience, which meets their expectations. In 
fact, the latest research suggests customers now care 
more about the experience than the product or price.
But delivering the right message, at the right time, to the right person  
is complicated by a series of challenges including:

There are now more ways to reach customers than ever 
and brands are busy trying to make the most of them.

Some, like social media, direct mail and email, will 
be familiar to you. Others, like social media platform 
TikTok and messaging channel WhatsApp, may not  
be. Then there’s virtual reality and augmented reality. 
Not forgetting new forms of communication, including 
RCS and Voice.

 Data dispersion

Many companies need to transform the way 
they collect and manage data. Disparate 
systems produce data in different formats 
and of varying quality. Which means it sits 
untapped in incompatible pots, unable 
to be used fully to making omnichannel 
communication more effective.

 Poor understanding  
 of the customer

Without a clear, trusted picture of what your 
customers look like, the segments they fall 
into and the profiles of those segments, 
you’ll struggle to talk to them in the right way. 
Building good customer portraits will assist 
your targeting, channel selection and the 
creative messaging you deploy.

 Mixed messaging

The message doesn’t need to be the same 
every time, but there needs to be a degree 
of brand consistency on each channel. 
Otherwise the customer experience suffers 
and messaging can become mixed and 
confused.

 Lack of co-ordination

Worse still, without an ‘air traffic control’ 
system across all channels, customers could 
be bombarded with messages on different 
activities. Or have periods where they aren’t 
contacted at all. This could lead to them 
unsubscribing, churning or moving to a 
competitor. 

 Not having a view  
 of all channels. 

Having an overview gives you the ability to 
react to a customer not responding in any one 
channel. By triggering an automatic shift to 
another. This cascade approach can be lost 
without visibility.

Without alignment between teams and 
coordinated delivery – and visibility – of 
all communication activity, the customer 
experience will suffer. And ultimately, your 
business will suffer, by not getting value 
from your efforts.
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The Paragon approach

The journey to 
seamless omnichannel 
communication takes 
time. But with the help of a 
customer communications 
partner like Paragon, each 
step can be taken with the 
assurance that the end 
destination will be worth it.

Paragon’s industry-leading experts will look  
at every point of your customer’s journey. 

To begin with, we’ll understand the challenges your 
business faces by getting to know you better:

We’ll audit, cleanse and enrich 
your data and provide the insight 
that lets you make decisions with 
confidence. We’ll also deliver 
personalised customer outputs 
across multiple channels, physical 
and digital, to generate better 
engagement.

In the following sections, we’ll outline how we 
transform and fine-tune our clients’ customer 
communications, and what you can expect to 

achieve by embarking on the same journey.

 Data discovery

What data is available to you? Is it of sufficient 
quality? How can it be used? What strategies 
are required to fill ‘gaps’?

 Data analysis and customer  
 journey mapping

Analysing your data and understanding  
your customers journey. 

 Technology and  
 eco-system review

Understanding your data and technology 
landscape. And how they’re being used (or 
not) to spot patterns and plan and create 
engaging customer journeys.

 Creative review

Analysing and critiquing your creative output.

 Creative content

Content development across channels.

 Understanding your 
 priorities

Recognising your objectives and aspirations  
with your customers. 
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Using new technology to solve old problems

Choosing your channels

Brands are experiencing the same problems today as 
they were a decade ago. In 2011, Econsultancy reported 
that while 98% of marketers were using at least three 
channels to get their messages across, only 35% were 
storing the information gathered in a single database.

The success of any omnichannel communication 
strategy depends on how well you know your channels

And an Adobe survey of 1,000 IT decision 
makers from 2019, found that data and 
departmental silos remain some of the 
biggest challenges for businesses trying to 
create a single customer view.

Thanks to advancements in technology, 
brands can now achieve more with less effort, 
and achieve what many thought impossible 
- a single view of truth. It’s just a case of 
harnessing and applying it in the right way. 

For most brands with budget constraints, 
it’s about choosing your channels wisely, 
recognising where customers want to hear 
from you and how. 

Not only must you understand the benefits 
and limitations of each channel (for example, 
more involved issues may require a phone call 
rather than an automated message), you also 
need to be aware of the interplay between 
them.

Once you know which channels complement 
each other, AI technology can seamlessly 
guide customers towards the required 
outcome - a sale, donation or behaviour 
change - switching channels automatically 
based on what it’s learnt.

Paragon uses industry-leading 
artificial intelligence technology 
adapted to meet industry needs.  

Here’s how:

Which 
is where 
Paragon 

comes in.

And applies it to enhance your 
omnichannel communication.

Case study: Asurion

The modular structure of the system allowed 
Asurion to add new clients and associated 
communications effectively. A rules engine 
within the data processing system ensured 
the right branded communication reached the 
customer through the most effective channel. 

The next-best-action rules ensured the 
delivery of follow-up communications, 
containing the right content, through the right 
channel based on customer interaction (email 
click, resulting in a cross-sell promotion) or 
inaction (email bounce, resulting in a channel 
switch).

Paragon created an automated 
multi-channel communications 
platform for Asurion, a leading 
provider of device insurance. 
Giving it the means to 
efficiently manage all outbound 
communication content across 
direct mail, email and SMS. 

@@
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Evaluating your complete view
The best and most successful omnichannel campaigns 
are created by brands with a complete picture of what 
their customer looks like.

It’s often what you think you know about them versus 
what the data says. Departmental silos may be to blame 
for incomplete or inaccurate pictures. When sales and 
marketing aren’t joined up and collaborating openly, data 
becomes fragmented.

Achieving that air traffic control-like view of all 
communication activity by bringing together 
all the customer data is proving tough going 
for many brands.

Technology’s power to bring all customer 
data together in a single view of the truth is 
arguably the biggest asset to a business. Not 
only can it lead you to a better understanding 
of your customers’ unique behaviours, it will 
highlight the channels they prefer to engage 
on.

Paragon worked with a UK building society 
who wanted to digitally transform their 
communications and their members’ 
engagement and experience. We held a series 
of discovery sessions to establish a roadmap 
to more positive customer experiences, which 
included the delivery of a single data platform 
using trusted data from all their customer 
touchpoints. 

By establishing these positive experiences 
and a single view of truth, the client increased 
revenues and won customer experience 
awards. All of this came from the level of 
understanding customer data. 

This is where attribution comes into play. 
Attribution, defined as “the practice of 
evaluating the communication touchpoints 
a consumer encounters on their path to 
purchase”, is the key to optimised spend and 
improved sales figures.

Having access to continuous, consistent, 
comprehensive and comparable (4Cs) data 
allows you attribute spend with growing 
granularity, providing insights which help you 
understand the messaging and channels 
preferred by individual customers. This leads 
to more effective targeting and use of media 
channels throughout the customer journey.

While a growing amount of data has made the 
communications landscape more complex, 
understanding it is theoretically easier than 
before. But only if you have full visibility of the 
data from every channel to understand the 
impact created by all your activity.

Without full attribution, you don’t know which 
communication activities have the greatest 
impact and which are simply eating into your 
budgets.
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Nailing the creative
Creativity is a process. The first attempt is rarely 
the best it can be. Like most things, it needs testing 
and perfecting.
Employing a combination of our creative 
experience and AI eye-tracking technology, 
we’ve helped clients improve their layouts and 
messaging priorities. By using an algorithm 
that mimics the human eye, the AI provides 
an impartial view of what is likely to draw 
attention in those crucial first 3-5 seconds. 
This can be interpreted and acted upon to 
improve message receptiveness and guide 
customers to the key information and ‘take 
outs’.

Old school creative testing involved brands 
trying two or three different creative formulas 
before committing to one. But it was really a 
matter of crossing your fingers and hoping.

Campaigns can also be adjusted at any 
point, based on facts rather than conjecture, 
allowing brands to control content usage 

and ensure consistency across channels. It’s 
goodbye to A/B testing, With AI you can test 
as many times as you like until you find the 
right creative formula. The technology then 
automatically switches to what’s performing 
best, with virtually zero lead time.  

Taking email as an example, AI can set up 
these multiple tests and self-learn which are 
the best performers before automatically 
switching to the most effective.  Not only will 
it channel this version to your audience, it’ll 
also establish the best time to do so, based 
on previous engagement history. 

Technology isn’t just helping automated 
testing within a channel, it helps across 
channels by  switching the hierarchy 
of channels based on communication 
performance.

Thanks to today’s technology, 
campaigns can be created across 
multiple channels, using assets 
from a single library. Containing only 
approved, refreshed and optimised 
content accessed and audited by 
your businesses stakeholders, 
utilising artificial intelligence (AI) to 
automatically tag content for ease of 
searching.

Case study: St Mungo’s

Paragon ran a multi-channel 
digital campaign for St 
Mungo’s, a homeless charity 
helping people rebuild their 
lives. Set tough targets for 
donation levels, we used 
insight gained from previous 
activity to deliver two creative 
messages to test across 
multiple social channels.

Our insight showed the British were more 
likely to give to pets than people So we 
subverted the message, giving the impression 
we were talking about dogs, before revealing 
we were actually talking about their owners.

We also shot down the stereotype of 
homelessness being caused by alcohol or 

drug abuse to show where it really starts. With 
a bereavement, redundancy or divorce. 

Once the creative was defined for the 
best impact, we continually optimised the 
campaign in flight, measuring response and 
reallocating budget against different channels 
to make sure we maximised reach and 
conversion.

Not only did this yield an impressive ROI, we also gained 
valuable insight for future campaigns, particularly around 
the most impactful creative, channels and messaging.
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Personalising the delivery
The conversation about personalisation in the 
communications world has been going on for some time 
now and there’s little chance of it ending any time soon.

Customers want personalisation, not just 
in the goods and services they receive but 
also on the journey to buying those things. 
Interactions consumers label as “very 
frustrating” include being sent an offer for a 
recently purchased item (34%), offers that 
aren’t relevant (33%) or when a brand fails 
to recognise them as an existing customer 
(31%).

According to a RedPoint Global survey 
conducted by The Harris Poll, nearly two-thirds 
(63%) of consumers expect personalisation 
as a standard of service. And believe they’re 
being recognised as an individual when sent 
special offers.

Take the best time to post on Facebook as 
an example. Hubspot might tell you that 
Thursdays and Fridays from 1pm to 3pm are 
the best time. Clearly, this can’t be applied to 
all audiences and each individual customer.

It’s about learning first-hand when a customer 
is most likely to engage through a channel, 
then providing personalised content at the 
point of the communication being viewed 
rather than at the point of deployment.

A good example is a retailer making sure they 
aren’t promoting items which have already 
been purchased or which are already out of 
stock.

Getting personalisation 
right can be the difference 
between gaining and losing 
a customer. But without the 
best technology, attempts at 
personalisation will be too 
broad and play on stereotypes.

Existing Customer 
Touch Points

Creative Content 
Management

Learning 
& Continual 

Optimisation

ETL, Data Governance 
& Preference Managment

Prospect 
Aquisition

Reporting & 
Evaluation

Data Layering 
(External)

Single 
Customer 
View

Mine for Insights next best action

Actionable
Analytics

Business Rules 
Engine

Marketing 
Automation 
Capability

Customer Journey
Planning

Relevant, Timely 
& Motivating 
Communications

@

@

to support your strategy, you need an enabling 
ecosystem of people and technology to:

Spot patterns and 
signals in the data,

Deliver trigger based 
individualised relevant  
timely and motivating 

communication

Plan and create 
engaging journeys 

Enabling eco-system
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In conclusion

Key contributors

What are the biggest 
challenges facing 
businesses trying to 
execute omnichannel 
communications?

With over 20 years of experience across 
all aspects of data and customer 
communications, Paul is able to communicate 
effectively with a range of stakeholders to 
understand and cater for all parties, bringing a 
balanced approach to the design and delivery 
of solutions and services for our clients.

He utilises social, industry and technical 
changes to adapt our solutions and innovate 
for our clients in a strategic manner.

Marc specialises in translating data, research 
and psychology into insight that fuels 
individualised timely, relevant motivating 
creative communications delivered through 
the right channels - a case of thinking data 
and talking human. Marc is an expert across 
problem solving, strategy development, 
planning and proposition development, 
creative direction and evaluation. He is also a 
GDPR subject matter expert.

A marketing professional with extensive 
experience, Marc has been a champion for 
Marketing Communications for 33 years.

 Marc was awarded a life-time Fellowship of 
the Institute of Direct Marketing, has sat on 
numerous industry bodies, chaired and judged 
countless marketing awards and is a sought 
after speaker.

Paul Jempson
Senior Solution Design Consultant  
Paragon Customer Communications

Marc Michaels F IDM
Strategy and Creative Director  
Paragon Customer Communications

Enjoyed this?

See our ‘A strategy for driving 
maximum value from your data from 
the start’ ebook.  
Available at paragon-cc.com

A disjointed approach leading to poor insights, 
inaccurate audience understanding and mixed 
messaging through uncoordinated channels.
Ultimately, it’s the customer experience – and 
therefore business revenues – that suffer.

Why is a more integrated  
approach so important?
Done right, it should result in a truly seamless 
customer experience. Research suggests that 
consumers/buyers now care more about the 
experience than the product or price. Its also 
allow you to see what return you’re getting 
from each channel. Attribution is crucial to 
optimize ROI.

How can technology help?
Data and technology go hand in hand. 
Utilised the right way, both can reveal what 
a brand is doing right and wrong in terms 
of communications and overall customer 
experience.

What parts of the process can 
technology improve?
Every part including channel selection, 
customer profiling, campaign and 
personalisation. With the ability to learn in real 
time, you’ll quickly see positive results.

Where does Paragon add value 
with its end-to-end services?
Paragon has an experienced team of 
individuals who’ve been creating data-driven, 
omnichannel communications for over 20 
years. We mine that insight from the data, 
through strategy and planning into the creative 
messaging, bringing the insight to life with 
communications that connect.

And we provide a full end-to-end service across 
all channels (digital and physical),  
but tailor our approach and the technology we 
use to your requirements, the  
needs of your customers and our in-house 
capabilities.
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‘Your journey to omnichannel  
communication, made simple’

We will work with you to simplify the complexity of today’s 
communications landscape and deliver a brilliant experience at 
every stage for your customers. Whether acquiring prospects, 
welcoming and on-boarding new customers or in-life activities, 
we can provide you with end-to-end and continuous support.

www.paragon-cc.com  |  hello@paragon-cc.co.uk

Twitter Linkedin Youtube

mailto:hello%40paragon-cc.co.uk?subject=
https://twitter.com/ParagonCC_UK
https://www.linkedin.com/company/paragon-customer-communications/?originalSubdomain=uk
https://www.youtube.com/channel/UCNMTKB66ErFlu9g0WX71VPA

