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Fighting Profit Erosion

Omnichannel advertising campaigns are supposed to make agencies and media companies superior revenue. So why 
don’t they? 

It’s not that they don’t make money. They do. But here’s the thing: They are supposed to make a lot of revenue, at least 
relative to single-channel campaigns. 

However, for way too many agencies, media companies, and other organizations that rely on digital media transactions, 
that’s not their everyday reality. Instead, they break their backs and often their banks for subpar results, all while using 
what is – on paper at least – a superior method, complete with the data to back it up. 

What’s going wrong, then? How do we fix it? And how do we turn omnichannel advertising into a consistent, high-
performing profit center?

THE HYPE IS REAL
When omnichannel marketing works, it really works. 
Everything you’ve read is true – which might make it 
sting a little more if your campaigns aren’t turning the 
ROI you were expecting. (More on that in a bit; the good 
news is it’s not you.) 

Omnichannel campaigns meet customers wherever they 
are, and they follow them wherever they go. This is an 
especially smart way to capitalize on the way people 
use their digital devices, with many “switching screens” 
several times as they learn about a brand, product, or 
service. For example, a prospect might open an email on 
their mobile device, click through, quickly check out the 
landing page they were sent to on mobile, and then when 
they’re back home, view the page on their desktop. 

By using all available channels to engage an audience, 
omnichannel campaigns surround prospects and 

customers with a brand experience that is consistent 
wherever they see or hear it: across every screen and, 
in some cases, in print and audio. This “360-degree 
immersion” isn’t just an exercise in overwhelming 
prospects with sheer ubiquity. In fact, it’s not about 
overwhelming them at all. Instead, omnichannel 
marketing integrates brands into people’s everyday lives. 
What this means for advertisers is not only better brand 
recognition but also more opportunities for prospects to 
engage with them. 

Omnichannel campaigns surround 
customers with experiences that 
integrate brands into their daily lives, 
with greater engagement, retention, 
and revenue as a result.
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Although omnichannel uses multiple channels, it’s not 
the same thing as multichannel marketing. Omnichannel 
marketing uses all viable channels working together 
interconnectedly to create a seamless, singular customer 
experience. Multichannel uses two or more channels (e.g., 
email and display), with marketing channels working 
independently of one another to do the same thing. So, the 
difference isn’t just quantitative (the number of channels); 
it’s qualitative (a more consistent, engaging experience).

HERE’S HOW THAT DIFFERENCE 
PAYS OFF:
• Greater retention rates and more lucrative 

conversions: A 2019 study by ClickZ found 
omnichannel campaigns had retention rates 90% 
greater than single-channel campaigns and also 
found a 250% increase in purchase frequency, along 
with a 13% increase on average orders.

• Vitamins for the bottom line: The Aberdeen Group 
found that companies with strong omnichannel 
programs had a year-over-year revenue growth rate 
of 9.5%.

• Bigger spenders, often with loyalty: Omnisend found 
a 287% higher purchase rate with campaigns using 
three or more channels; Google found a significantly 
higher (30%) lifetime value in customers acquired 
through omnichannel campaigns. 

Customers don’t just respond to omnichannel strategy. 
They really respond to it. 

So, what’s the bad news again? 

THE STRUGGLE IS REAL, TOO
We can see that omnichannel marketing has the proof 
to back up the claims industry leaders, analysts, and 
practitioners make on its behalf. It represents a better 
way to build equity, generate demand, and inspire loyalty. 
But executing omnichannel campaigns in the real world 
can often be frustrating. It’s even more frustrating when 
they don’t produce the margins that attracted you to them 
in the first place.

We’re here to tell you: It’s not your fault. It’s not omnichannel 
marketing’s fault, either. In our opinion, the problems 
and obstacles that keep omnichannel campaigns from 
being what they should be — efficient, streamlined, and 
profitable – fall into two categories:

• Profit vampires: things that drain away revenue from 
omnichannel campaigns - sometimes in little sips you 
don’t notice until you’re woozy, sometimes in huge 
gulps that take all the wind out of your sails at once.

• Productivity black holes: tools and processes that 
add days to what should be hours-long jobs, eating 
up any potential glimmer of efficiency — and potential 
profit with it. 

Let’s look at a few of the most persistent profit vampires 
and productivity black holes, how they do the damage 
they do, and how we can deal with them to get the results 
we want from our omnichannel campaigns – and the 
results we’ve been promised we can get. 

9.5%
Year-over-year 
Revenue Growth Rate

287%
Higher Purchase Rate

90%
Retention Rates

Fighting Profit Erosion in Omnichannel Campaigns
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PROFIT VAMPIRE: INVENTORY COST 
AND SOURCING
Running omnichannel campaigns means running ad 
creative everywhere it could possibly count for your 
audience and your goals: preroll video, display ads, SEM, 
OTT, and so on. To secure the best possible impressions 
means buying inventory, buying a lot of it, and often 
buying it from a lot of different providers. To add more 
complexity and cost to the mix, you’ll also encounter 
different, and often volatile, price points from publisher 
to publisher. 

And this is after you’ve already done multiple negotiations. 
It’s true that negotiating with publishers for better 
pricing can help, but it’s an ongoing job and one that often 
depends on your scale, with agencies running higher-
volume campaigns usually receiving better rates than 
their smaller counterparts thanks to economy of scale, 
reputation, and other factors. 

PROFIT VAMPIRE: ARBITRAGE AND 
MEDIA FEES
In addition to dealing with the cost volatility and gauntlet-
running we just described for securing inventory, agencies 
also get peppered with often-exorbitant media fees and 
arbitrage on top of inventory costs. This practice is one 
of the clearest-cut profit vampires in the entire rogues’ 
gallery of monsters that are out to get your profit. 

Arbitrage and media fees erode the true value of each 
impression for agencies and advertisers by artificially 
raising the cost of each impression. The cash that goes to 
arbitrage is waste in the digital media ecosystem. It adds 
nothing but takes away massive amounts of cash that 
could be used elsewhere, ultimately affecting the bottom 
line and the overall health of agencies’ digital programs. 
Arbitrage, “seat fees,” and other outdated, middleman-
serving practices make omnichannel campaigns far more 
expensive than they should be upfront and seriously 
diminish profit margins downstream. The result is 
omnichannel campaigns that are expensive to build 
and fulfill without the commensurate payoff in revenue 
when they’re over – and for a lot of agencies, that means 
running a lot fewer omnichannel campaigns. 
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PRODUCTIVITY BLACK HOLE: MULTIPLE 
MARKETING PLATFORMS
Martech stacks for a lot of omnichannel campaigns 
are a big, expensive mess. Multiple marketing tactics 
and channels very often require multiple management 
platforms. And even if every platform is an excellent 
piece of technology, there are bound to be differences in 
capabilities, sophistication, and ease of use among them. 
This inevitably results in convoluted workflows and a lot 
of wasted time and effort. More platforms mean more 
complexity and more problems, not to mention more cost 
for licensing fees and upgrades. More platforms never 
mean more results. 

One area where too many platforms can really make things 
more difficult than necessary is analytics. In determining 
performance in omnichannel campaigns, it’s critical to be 
able to make real, apples-to-apples comparisons among 
each marketing tactic. Multiple management platforms 
for programmatic digital – each with its own analytics 
dashboard – measure key performance indicators 
differently, sometimes dramatically so. That causes 
metric inconsistency, which can lead to bad decisions 
based on faulty analytics. 

PRODUCTIVITY BLACK HOLE: A LACK OF 
OMNICHANNEL SOLUTIONS
The final problem we’ll look at goes hand in hand with 
the above productivity black hole; in fact, it’s hard to tell 
where one ends and the other begins. All the issues we’ve 
looked at feed into each other, but multiple marketing 
platforms for omnichannel campaigns and a lack of 
martech built exclusively to manage omnichannel are 
simultaneously each other’s cause and effect. 

Without a solution that can specifically orchestrate 
omnichannel campaigns, agencies are forced to – as we 
just saw above – piece together multiple platforms and 
features into a “solution” that really isn’t a solution at 
all. It’s a waste of tech and a waste of time that drives 
up ad operation costs and overhead while grinding down 
productivity and morale.

How can we prevent profit erosion and 
inefficiency in omnichannel campaigns 
with technology that was never meant 
to handle omnichannel campaigns in 
the first place?
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THERE’S A BETTER WAY 
The profit vampires and productivity black holes that 
hang around omnichannel campaigns might seem 
unbeatable, especially for smaller local agencies and 
media companies that don’t have economy of scale on 
their side for price negotiations on inventory, expansive 
martech stacks, and a fully staffed ad ops team. Compulse 
was launched to knock down every barrier to scalable, 
efficient, and profitable omnichannel campaigns with the 
Compulse 360 all-in-one martech platform and expert 
marketing managed services. 

Our economy of scale becomes yours: Premium inventory 
at scale, from one provider and at the best possible 
price. Let our buying power translate to more power for 
your agency.

• No arbitrage – ever: Arbitrage adds no value. We are 
on a mission to put it in the history books. 

• All-in-one OMNICHANNEL platform: Compulse 360 
combines a proposal builder, DSP for fulfillment, and 
unified analytics into one future-proof SaaS platform 
with regular updates and 100+ integrations with 
other leading martech solutions.

• Gain expertise. Skip the overhead: Our managed 
service gives your agency a reliable way to scale as 
your business needs change, adding more capacity 
and expertise to your team as you need it while 
keeping costs controllable and predictable. 

Omnichannel campaigns should be easy, streamlined, and 
profitable. Take a look at our Compulse 360 platform. Your 
campaigns aren’t broken. Your tools are. Get in touch for 
a free demo to find out what a difference it makes when 
your campaigns are powered by an all-in-one martech 
platform built to make omnichannel campaigns work 
harder for local media companies and agencies. We look 
forward to hearing from you and can’t wait to help.

Better omnichannel campaigns start 
with better tools and processes: 
namely, martech built for the specific 
challenges of omnichannel and 
processes that eliminate bloat from 
media transactions.

Page 6© 2021, Compulse

https://compulse.com/platform/?utm_source=li&utm_medium=paper&utm_campaign=wp
https://compulse.com/platform/?utm_source=li&utm_medium=paper&utm_campaign=wp
https://compulse.com/contact/?utm_source=li&utm_medium=paper&utm_campaign=wp
https://compulse.com/contact/?utm_source=li&utm_medium=paper&utm_campaign=wp


Fighting Profit Erosion

ABOUT COMPULSE
Compulse is a marketing technology company built for local media companies and agencies. Our single-solution platform 
combines sales enablement, order management, fulfillment, and analytics into one consolidated solution designed to 
make digital advertising easier and more profitable.

The platform leverages hundreds of API integrations with leading martech solutions to streamline ad ops from proposal 
to fulfillment. Our customers use our powerful and easy-to-use tools to attract, engage, and delight customers. With 
U.S. offices in Baltimore, Denver, Seattle, Bellevue, Chicago, New York City, and San Francisco, and international offices 
in Delhi, St Petersburg, and Bogota, our team is passionate about putting our customers first.

GET IN TOUCH
Compulse, LLC 
184 Lakefront Drive 
Hunt Valley, MD  21030, US.

compulse.com
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