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Multi-channel marketing
always involves online and  

channels.



MYTH: Multi-channel marketing always means online &  
channels.
Status:

FACTS: Generally, multi-channel marketing encompasses 
several channels on the digital side, and only sometimes 
traditional offline channels as well. This means:

● A combination of online platforms — websites, email, social 
media — is key. They are interrelated based on how people 
access them, and having them support a common campaign 
is a huge advantage.

● Offline channels like direct mail, print advertising, and events 
require more significant budgets but could be effective based 
on target audience and the goals for 
the campaign as a whole.



MYTH: Multi-channel marketing always means online &  
channels.
Status:
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Multi-channel campaigns a
too expensive.



MYTH: Multi-channel campaigns are too expensiv
Status:BUSTED

FACTS: While leveraging multiple channels may require 
specific allocated resources that will likely add up to more 
than if you’d utilized only one channel, this incremental 
cost can be justified and offset: 

● Increased overall reach, engagement, and response, including 
more audiences on their preferred channel. 

● Creative impact, introducing and reinforcing the offer several 
times and ways. 

● Protect spend and costs in Paid Media, Web and Email with 
real-time monitoring allowing for adjusted spend as you go 
based on performance.

● Save on creative production costs with a consistent in-market 
evergreen Paid Media strategy.



MYTH: Multi-channel campaigns are too expensiv
Status:BUSTED

Having a cross-channel Media Plan with baked-in return on ad spend and cost per 
acquisition thresholds and safeguards can ensure you’re targeting the right audiences 
with a higher likelihood of converting to keep you on track of hitting your projections.
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October $3,000 $2,000 $1,200 $6,200 300% 200% 100% $9,000 $4,000 $1,200 $14,200

November $10,000 $5,000 $4,000 $19,000 300% 200% 100% $30,000 $10,000 $4,000 $44,000

December $10,000 $5,000 $4,000 $19,000 300% 200% 100% $30,000 $10,000 $4,000 $44,000

January $3,000 $2,000 $1,200 $6,200 300% 200% 100% $9,000 $4,000 $1,200 $14,200



Multi-channel marketing is 
too difficult across multip  
departments and agencie



MYTH: Multi-channel marketing is too difficult to pull 
Status:BUSTED

FACTS: Multi-channel marketing strategies can actually work to 
foster collaboration, alignment, and greater cohesion between 
teams. That said, it does requires some specific things for 
success:

● Top-line campaign goals and a commitment to measure success in 
total, with respect for the specific channel strengths (to help 
alleviate attribution fights)

● Strategic alignment from the start around the goals, strategies, and 
themes 

● Clear scheduling and planning — remember how each 
person/department/agency’s contribution impacts progress overall



MYTH: Multi-channel marketing is too difficult to pull 
Status:BUSTED

Year-End Planning:
● Client leadership
● Alignment on campaign goals
● Collaboration and brainstorming
● Timeline coordination 

Paid Media 
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Production Team 
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Communications 
& Marketing

Email Copywriter



Multi-channel marketing is 
intrusive and repetitive with  

same message —annoying!



MYTH: Multi-channel marketing is intrusive and repe
Status:BUSTED

FACTS: When executed strategically, consistently with a shared offer, 
and with personalized messaging, multi-channel marketing adds 
value to the donor experience. The key to success is to:

● Tailor the message and content to each channel and audience segment.
● Reach target audiences in their preferred channels with relevant content, 

framed to the strengths of that specific channel
○ Mail: longer format, traditional tactics
○ Email: multiple touchpoints with modified content
○ Paid: retargeting ads to support DM and Email efforts 

● Consider audiences engaged in multiple channels for a 
cohesive donor experience



Direct mail outer envelope
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Multi-channel marketing
means it’s a must to jump o   

latest trends!



MYTH: Jumping on the latest trends is a must
Status:  Busted

FACTS: New trendy tactics will be unproven for your 
organization and campaign, and should be approached 
with caution. However, DO jump on trends — AI, QR codes, 
TikTok, to name a few — if you: 

● Intentionally test your way into incorporating it.
● Can give it a purpose and nuance that works specifically for 

your campaign, audience, or organization.
● Have the resourcing, budget, content to support the 

infrastructure of the trend.



MYTH: Jumping on the latest trends is a must
Status:BUSTED

Shutterstock

Example: AI-generated images vs traditional images

Rainbow 
food art

A dog chasing 
its tail

Dall-E 2



MYTH: Jumping on the latest trends is a must
Status:BUSTED

Caveats: 
● Images/text would 

need to be fact 
checked for accuracy 
of the representation 
and to refine the 
prompt(s). 

● Remember bias in 
existing datasets.

Dall-E 2 Prompt: 
“A representation
of Sioux culture with 
jewelry, baskets and 
blankets”

Dall-E 2 Prompt: 
“A representation
of Navajo culture with 
jewelry, baskets and 
blankets”

When AI-generated images could work: If you need a more 
representative image and a photograph doesn’t exist. 
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Multi-channel marketing
delivers instant results.



MYTH: Multi-channel marketing delivers instant resu
Status:BUSTED

FACTS: Like any marketing strategy, multi-channel 
marketing requires time and consistency to yield 
significant results.

● Building brand awareness, cultivating customer relationships, 
and driving conversions through multiple channels require a 
long-term approach. 

● Simply using more channels doesn’t guarantee success.
● The focus should be on identifying the most relevant 

channels for the target audience, ensuring consistency, and 
integrating them effectively.

● An effective donor experience should guide decisions.
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