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OMNICHANNEL MARKETING- IS IT AN EFFECTIVE APPROACH DURING COVID-19? 
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1Associate Professor and 2&3Assistant Professor 

Amity Global Business School 
Hyderabad, Telangana State, India 

 
As COVID-19 drives communicators online, there has been a perceptible re-prioritization of digital, consumer-centric 

solutions.  With several brick-and-mortar businesses deliberate to reopen, or even shutting back down in the wake of resurging COVID-
19 numbers, organizations have been forced to increase their focus on communicating with their customers digitally, with an 
omnichannel approach. More than ever before, the organizations are looking for ways to create flawless experiences and maintain 
relationships with their existing customers in meaningful ways that will last beyond the pandemic. 

 
Omni channel is the idea of using all possible channels to create one, unified experience for your customers. This includes both 

conventional and digital channels, point-of-sale, in-store, and online experiences. Omnichannel marketing creates a flawless note that 
adjusts to the customer based on their behavior through the sales shaft, providing the ultimate personalized customer experience. 
Omnichannel marketing is not using digital and/or conventional marketing channels to send a pertinent message to brands’ customers 
despite of the customer engaging with the brand, nor the channels used to engage. 

 
In a relatively ineffective attempt to fulfill consumers’ expectations for personalized, multichannel communication, many 

brands routinely batch and blast redundant emails, spamming consumers with irrelevant communication, dispatching information and 
offers across every plausible channel, relevant or not, and often at inappropriate times. Such promotion practices can depart customers 
and prospects so irritated, offended, or fatigued that they ignore, reject to respond, or unsubscribe from the services, delete apps, and 
conceivably even voice their discontentment on social media. 
 

This underscores the want for marketers to target the right individuals with personally suitable, contextually appropriate 
messaging across that person’s chosen channel at a time where it can have the greatest impact. It calls for a fully integrated omnichannel 
approach. A data-driven, real-time omnichannel marketing strategy in its broadest sense offers the solution for delivering personally 
persuasive experiences for each individual at every touch point. Here are a couple examples to illustrate how this works: customer 
getting an email or SMS message about promotion while in - store shopping. 

 A customer getting an SMS about a promotion with a mailer in their mailbox with the physical coupons 
 A customer being retargeted on Facebook with the abandoned product. 

 
The latest survey captures the condition of omnichannel marketing in India and walks readers through the implementation of an 

integrated approach to customer engagement. It explores initiatives, challenges, and priorities for Indian marketers and conclude with 
their expectations of business outcomes and investment plans. 

 More than 9 out of 10 marketers have either implemented or are inclined to implement an integrated approach to omnichannel 
customer engagement. To observe substantial outcomes, there has to be a constant commitment towards distracting the marketing 
status quo at their organisations.  

 
While the duration of implementation of integrated approach is lean, it has contributed exponentially to the marketing goals. 

Adopting an integrated approach to omni-channel customer engagement will not only improve their customer acquisition and customer 
retention performance, it will also help them boost the return on their marketing investment.  
 

The survey reveals that currently, one in five marketers is planning to increase their investments in omnichannel marketing in 
the coming years. Some personal interactions with brands would indicate even three in five are getting ready to make the investment. 
Making use of the opportunity, Indian marketers are fast unification diverse online and offline communication channels on their way to 
accomplishing omnichannel goals. 
Exhibit 1 
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Source: https://www.financialexpress.com/industry/lockdowns-have-changed-consumer-buying-behaviour-omni-channel-strategy-
key-to-biz-growth-report/2115770/ 
 

Coronavirus-induced lockdowns (Exhibit 1) across the country have distorted consumers’ buying behaviour and agitated local 
distribution model, and distribution alliances and an omni-channel strategy will be key to business growth, according to a joint report 
by Deloitte Touche Tohmatsu India and FICCI. 
 

The prolonged lockdowns have also dramatically transformed consumer buying behaviour while making them more health and 
socially conscious,” Deloitte India Partner Rajat Wahi said. He added that this has created new opportunities for businesses to develop 
hyper local delivery models, use conversational AI (Artificial Intelligence) and build omnichannel retail to acquire and serve customers. 
Omnichannel marketing is an approach that provides customers with a completely seamless and integrated shopping experience from 
the first touch point to the last. That means that each channel works together to create a unified message, voice, and a brand for the 
company. 
 

The customer of today is omnichannel. They rebound between channels when interacting with an ecommerce brand, and today, 
marketers are just beginning to react to that behavior. Customers have to build up faith with an ecommerce brand before they sense 
contented enough to purchase. 
 
Questions? 

1. Illustrate the omnichannel challenges during covid-19. 
2. Are Indian brands prepared for the challenges? 
3. What are the possible measures for brand sustainability during covid-19? 
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