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Multichannel Marketing: The Direction of Successful Business

In the Digital Era
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Abstract

The changing of communication technology from the Analog Era to the Digital Era has
affected consumer patterns of purchasing behavior: consumers tend to use new technology as a
tool to buy goods and services. Multichannel marketing is one strategy that can lead to success.
The key factors of multichannel marketing include creating relevant offers to personalization and
channel integration, A multichannel marketing strategy can be used as an effective to reach target
groups, given |. Integration of multichannel components with product consistency and cross-
channel promotion 2. Proper information System Design 3.An easy and convenient process of
purchasing and picking-up items purchased, and 4. Affiliate marketing. Key success factors
include clear understanding of consumer behavior, the creation of multichannel design compatible
with digital media or new media, effective information system design and appropriate marketing

partners.

Keywords: Multichannel Marketing
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