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Annotatsiya: Raqamli transformatsiya davrida korxonalar mijozlarga uzluksiz tajriba taqdim
etish uchun an'anaviy marketing strategiyalarini qayta ko'rib chiqmoqda. Ushbu maqola ko'p
kanalli va omnichannel marketing o'rtasidagi qiyosiy tahlilni taqdim etadi, ularning ta'riflari,
bajarilishi, foydalanuvchi tajribasiga ta'siri va chakana savdo, elektron tijorat va bank ishi
bo'yicha qo'llanilishini o'rganadi. Sanoat misollari va joriy marketing adabiyotlarini tahlil qilib,
tadqiqot omnichannel strategiyalari qanday qilib birlashgan, mijozlarga yo'naltirilgan sayohatni
ta'minlashi, aloqa nuqtalari bo'ylab ishtirok etish va sodiqlikni yaxshilashini ta'kidlaydi.
Topilmalar raqobatbardosh raqamli muhitda rivojlanayotgan iste'molchilarning talablarini
qondirish uchun strategik integratsiya muhimligini ta'kidlaydi.

Kalit so'zlar: Omnichannel marketing, ko'p kanalli marketing, mijozlar tajribasi,
integratsiyalashgan strategiya, chakana marketing, elektron tijorat strategiyasi, bank sektori,
kanallararo izchillik, mijozlar sayohati, raqamli transformatsiya.

Аннотация: В эпоху цифровой трансформации компании пересматривают традиционные
маркетинговые стратегии, чтобы обеспечить бесперебойный клиентский опыт. В этой
статье представлен сравнительный анализ многоканального и омниканального маркетинга,
изучаются их определения, реализация, влияние на пользовательский опыт и применение
в розничной торговле, электронной коммерции и банковском деле. Анализируя
отраслевые тематические исследования и текущую маркетинговую литературу,
исследование подчеркивает, как омниканальные стратегии обеспечивают более
унифицированный, ориентированный на клиента путь, улучшая вовлеченность и
лояльность в точках соприкосновения. Результаты подчеркивают важность
стратегической интеграции для удовлетворения меняющихся ожиданий потребителей в
конкурентной цифровой среде.

Ключевые слова: омниканальный маркетинг, многоканальный маркетинг, клиентский
опыт, интегрированная стратегия, розничный маркетинг, стратегия электронной
коммерции, банковский сектор, кросс-канальная согласованность, путь клиента, цифровая
трансформация.

Annotation: In the era of digital transformation, businesses are reevaluating traditional
marketing strategies to provide seamless customer experiences. This paper presents a
comparative analysis between multichannel and omnichannel marketing, examining their
definitions, execution, impact on user experience, and application across retail, e-commerce, and
banking. By analyzing industry case studies and current marketing literature, the study highlights
how omnichannel strategies deliver a more unified, customer-centric journey, improving
engagement and loyalty across touchpoints. The findings underscore the importance of strategic
integration to meet evolving consumer expectations in a competitive digital environment.

Keywords: Omnichannel Marketing, Multichannel Marketing, Customer Experience, Integrated
Strategy, Retail Marketing, E-Commerce Strategy, Banking Sector, Cross-Channel Consistency,
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The evolution of consumer behavior, accelerated by digital innovation, has redefined the
interaction between brands and customers. Traditional multichannel marketing, which involves
engaging customers through multiple disconnected channels, is now being challenged by
omnichannel marketing—a seamless and integrated approach. This article explores the critical
distinctions, evaluates their execution models, and assesses their implications on user experience
and industry-specific implementation.
Multichannel Marketing

Multichannel marketing refers to the use of multiple, separate platforms—such as
websites, mobile apps, email, physical stores, and social media—to communicate and sell to
customers. Each channel operates independently, often with its own strategy, data silos, and user
interface.

Example: A retail brand may have a website and a physical store, but customer
interactions on each platform are not synchronized.
Omnichannel Marketing

Omnichannel marketing goes beyond simply using multiple channels. It integrates them
to deliver a cohesive, personalized experience across all touchpoints. Data and user interactions
are synchronized, allowing customers to transition seamlessly between platforms.

Example: A customer browsing a product on a mobile app can receive personalized
recommendations on their desktop or in-store based on previous behavior.
Table 1. Strategic Execution and Operational Structure
Feature Multichannel Marketing Omnichannel Marketing
Channel Focus Multiple independent Integrated and unified
Customer Data Siloed by channel Centralized and synchronized
Strategy Channel-centric Customer-centric
Personalization Limited Real-time, dynamic
Consistency Varies per channel Consistent across touchpoints
Technology Stack Disparate tools Integrated platforms (CRM, CDP)
Multichannel Execution

Multichannel strategies are often easier and cheaper to implement initially. Brands may
prioritize platform-specific tactics, such as running Instagram ads or offering app-only discounts.
However, the disconnected nature can cause friction in the customer journey.
Omnichannel Execution

Omnichannel strategies require robust data integration and centralized systems (e.g.,
CDPs - Customer Data Platforms). Execution involves AI-driven personalization, automated
marketing workflows, cross-channel analytics, and synchronized inventory systems.
Multichannel Experience

While offering convenience by being present on multiple platforms, the lack of
integration can lead to:
 Repetitive marketing messages
 Disjointed customer service
 Confusion during cross-platform navigation
 Lower retention and satisfaction

Omnichannel Experience
Omnichannel marketing enhances the customer journey by:
 Creating a sense of continuity and personalization
 Ensuring customer service and support are informed across platforms
 Adapting to customer preferences and behaviors in real-time
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 Increasing loyalty through consistent brand messaging

Figure 1. Omnichannel vs Multichannel Marketing across key dimensions.

Retail:
Multichannel: Many retailers maintain separate systems for online and offline purchases, often
leading to inconsistent pricing, promotions, and stock availability.

Omnichannel: Brands like Nike and Zara offer features like “buy online, pick up in-store
(BOPIS),” geolocation-based push notifications, and real-time inventory tracking.

Case Study: Target adopted an omnichannel strategy in 2018, integrating mobile apps,
loyalty programs, and in-store systems. Result: a 34% growth in digital sales (Forbes, 2020).
E-Commerce:
Multichannel: Independent campaigns run on marketplaces (e.g., Amazon), social media, and
brand websites without centralized insights.
Omnichannel: Brands like Amazon and Shopify Plus use AI and automation to personalize
every touchpoint. Shopify integrates user data across online stores, emails, SMS, and apps.

Case Study: Sephora provides a synchronized shopping cart, Beauty Bag loyalty
program, and personalized product recommendations across web, app, and in-store tablets.
Banking:
Multichannel: Customers may use ATMs, mobile banking apps, and call centers—but these
operate in silos with inconsistent user experiences.
Omnichannel: Leading banks like BBVA and Bank of America deliver consistent services
across digital and physical channels, offering features like scheduling appointments online and
continuing the conversation in-branch.

Case Study: Bank of America’s “Erica” AI assistant allows users to manage their
accounts across app, desktop, and voice—delivering a truly omnichannel experience. Result:
over 20 million users in 2022.
Challenges and Considerations:
For Multichannel:
 Limited customer insights
 Redundant messaging
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 Channel competition (cannibalization)
For Omnichannel:
 High initial investment in technology and integration
 Requires cross-functional alignment (IT, marketing, sales)
 Data privacy and compliance risks
Future Trends
 AI and Predictive Analytics: Essential for dynamic personalization across channels
 Voice Commerce & IoT: Omnichannel strategies will integrate wearables, smart devices,

and voice assistants
 Hyper-Personalization: Real-time behavior-based adaptation of experiences
 Blockchain for Secure Unified Data: Emerging potential for decentralized customer

profiles
Conclusion
While multichannel marketing offers convenience, it falls short in delivering the personalized,
seamless experiences demanded by modern consumers. Omnichannel marketing, though more
complex, builds stronger emotional connections and brand loyalty by unifying the customer
journey across platforms. As industries like retail, e-commerce, and banking embrace digital
maturity, omnichannel strategies are not merely competitive advantages—they are essential for
survival in a consumer-driven era.
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