Highlights in Business, Economics and Management CMAM 2024
Volume 37 (2024)

Research on the Integration of Online and Offline Channels in
Marketing

Chixin Huang **, Yanrui Wu ?
1 Shanghai Mingsui Creative School, Shanghai, China
2 Changjun Bilingual school, Changsha, China
* Corresponding author: 1807050221 @stu.hrbust.edu.cn

Abstract. This paper delves into the multifaceted advantages, evolving challenges, and far-reaching
strategic implications of integrating online and offline marketing approaches within today's dynamic
business environment. The fusion of digital and traditional marketing strategies not only boosts brand
visibility, customer engagement, and campaign efficacy but also navigates the complex terrain of
contemporary consumer interactions. The key advantages of this integrated approach extend
beyond mere visibility to encompass a cohesive brand narrative across diverse touchpoints. By
seamlessly melding digital and traditional channels, businesses can enrich customer engagement
through immersive omni-channel experiences. Moreover, they can harness the power of cross-
promotion and data-driven strategies to amplify campaign outcomes. However, amidst these
benefits, significant challenges loom. The resource-intensive nature of integrated marketing
initiatives demands careful allocation of budgets and skilled personnel. Additionally, technical
complexities in cross-channel tracking pose hurdles in accurately measuring campaign performance
and attributing conversions. Furthermore, the potential for customer confusion underscores the
importance of streamlined messaging and consistent brand positioning. Yet, within these challenges
lie promising opportunities. Businesses can leverage the combined strengths of digital and traditional
platforms to sculpt seamless customer journeys and glean profound insights into evolving consumer
behaviors. The horizon of integrated marketing beckons further innovation, with technologies poised
to redefine personalized engagement and deepen customer relationships. Looking ahead, the future
of integrated marketing hinges on embracing technology-driven advancements and refining
personalized service offerings. By embracing these forward-looking strategies, businesses can
cultivate enduring customer relationships and pave the way for sustained growth in an ever-evolving
marketplace.
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1. Introduction

With the continuous development of market economy, the development mode of diversified
marketing co-exists provides diversified channels for the market development layout of enterprises.
In the electronic information age, with the development of Internet technology, network marketing
has become more and more diversified and technical, and has become an important operation mode
for many enterprises in the marketing layout. According to the data of the Ministry of Commerce in
2019, China’s online retail sales exceeded 870 billion Yuan [1]. The change of consumers'
consumption habits makes enterprises change their marketing strategies and conform to the trend. It
is urgent for traditional clothing retailers to integrate online and offline by adjusting their marketing
strategies. With the change of the times, many smart enterprises have strengthened their business
development network, established brand sales portals of complete product series, and many niche
brands have open their stores on internet platform. Small-batch retail also entered micro-stores and
other low-cost platforms. Both traditional direct marketing and network marketing have their own
marketing advantages, and the effective integration of network marketing and traditional direct
marketing has become an important field of marketing research. The purpose of this paper is to study
the current development situation, advantages, challenges and prospects of online and offline
integrated marketing. The significance is to analyze the problems in optimizing online and offline
integrated marketing strategies from the current situation and find out the optimization methods
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available in the future. Review studies and case studies are used in this paper. This paper first
discusses the theoretical basis of online and offline integrated marketing, then discusses the
advantages and challenges of online and offline marketing, and then analyzes its strategy, analyzes
cases, and finally analyzes the development prospects and optimization methods of online and offline
integrated marketing.

2. The Theoretical Bais of Integrated Marketing for Online and Offline
Channels

2.1. Integrated Marketing Communication Theory

Integrated marketing refers organically integrate different marketing forms, tools and methods,
playing a synergistic effect, and promoting the added value of enterprise products and services.

In the 1990s, Northwestern University marketing professor Don Schultz and his wife Heidi Schultz
came up with the definition of integrated marketing communications. In the book "integrated
marketing Communication", the emphasis on consumer feedback is the crux of the success of
integrated marketing communication. It is believed that integrated marketing communication should
"enable customers and potential consumers to contact the unified information, generate purchasing
behavior, and maintain consumer loyalty [2]. Integrated marketing communication has the following
4 thoughts: 1) integrated marketing communication is always consumer-oriented. 2)gaining a deep
and comprehensive understanding of consumers is based on databases. 3) the core work of IMC is to
cultivate a true consumer value view that maintains a close relationship with those most valuable
consumers over the long term. 4) it is necessary to use the integration and means of various media for
communication.

2.2. Theoretical Foundations of online and offline marketing

With the progress of the network, the marketing communication mode is continuously enriched.
Integrated marketing communication takes consumers as the core starting point. Enterprises need to
build a complete consumer database to develop a robust relationship with consumers, thereby
generating brand loyalty. When employing various communication means, enterprises must display
a consistent brand image. Currently, what is more popular is to view online and offline as a marketing
communication channel. Online marketing is a kind of marketing approach via the Internet, while
offline marketing refers to the utilization of non-media advertising means to achieve “one-to-one
interaction™ style communication marketing means for small groups targeted. at the target market.
Classified by the carrier method, those utilizing television, newspapers, radio, the Internet, cinemas,
and outdoor media in marketing are online marketing, and the remainder are offline marketing
services [2]. Whether it is online or offline marketing, they cannot exist separately. Only by realizing
the combination of marketing strategies can enterprises have better sales prospects and higher
customer cohesion.

2.3. 4Ps Marketing Theory

The 4Ps marketing theory is a classic marketing theory. It was first proposed by American scholar
Jerome McCarthy in the 1960s and is summed up as a combination of four basic strategies. That is,
Product, Price, Place and Promotion, namely 4Ps [2].

1) Product: The product part includes the design, features and quality of the product. Businesses
should provide products or services that meet customer needs and have value.

2) Price: The price section focuses on pricing strategies and levels. Enterprises should consider the
cost of products, market demand, competition and profit and other factors to set a reasonable price.

3) Place: The place part considers the distribution channel and sales location of the product.
Enterprises do not directly face consumers but focus on the cultivation of dealers and the
establishment of sales network.

456



Highlights in Business, Economics and Management CMAM 2024
Volume 37 (2024)

4) Promotion: Promotion includes advertising, promotional activities, public relations and
personal sales. Enterprises focus on these marketing activities to improve brand awareness and sales.

4P marketing theory has been widely used in practice, which not only provides systematic
guidance for enterprises, but also lays a foundation for marketing research. Through the desirable use
of these four elements, enterprises can better meet consumer needs and enhance product
competitiveness.

3. Online AND Offline Integrated Marketing

3.1. Advantages of Online and Offline Integrated Marketing

3.1.1. Increased Brand Visibility

Brands must integrate online and offline strategies to maximize visibility effectively. Consistent
branding across all channels, personalized messaging for target audiences, and valuable content
distribution are foundational. Social media integration amplifies reach, while events and partnerships
create memorable experiences. Email marketing drives traffic to both online and offline touchpoints,
while local Seaerch Engine Optimiztion (SEO) boosts visibility in local markets. Tracking and
analyzing results refine strategies for continuous improvement, ensuring brands stand out in a
crowded landscape.

3.1.2. Enhanced Customer Engagement

Integrated marketing blends online and offline strategies to engage customers effectively. Key
components include consistent branding, personalized communication, interactive content, omni-
channel support, social media integration, event marketing, gamification, feedback collection, and
email marketing. By seamlessly combining these approaches, businesses can create cohesive
experiences, foster deeper connections, and drive long-term customer loyalty.

3.1.3. Omni-channel Experience

Omni-channel experience in online and offline integrated marketing means providing a seamless
and consistent customer journey across all channels — digital and physical — ensuring that customers
receive the same level of service and messaging regardless of how they interact with the brand.

3.1.4. Optimized Return on Investment (ROI)

Optimizing ROI through integrated online and offline marketing involves maintaining consistent
branding, cross-promoting events, leveraging data analytics, ensuring seamless customer journeys,
engaging on social media, utilizing geotargeting, investing in content marketing, and encouraging
online reviews [3]. By implementing these strategies, businesses can enhance their online presence
and effectively engage customers across various channels, ultimately driving growth and success[4].

3.2. Disadvantages of Online and Offline Integrated Marketing

3.2.1.Complexity

The complexity of online and offline integrated marketing can vary depending on factors such as
the size of the business, target audience, industry, and available resources. Generally, integrating
online and offline marketing efforts involves synchronizing messaging, branding, and strategies
across various channels such as social media, email, websites, print media, events, and more. This
requires careful planning, coordination, and analysis to ensure consistency and effectiveness in
reaching the target audience both online and offline. Managing the interplay between digital and
traditional marketing channels effectively can be challenging but can also yield significant benefits
in terms of brand visibility, customer engagement, and ultimately, business growth.

3.2.2. Marketing Strategy

Integrating online and offline marketing requires a multifaceted approach that demands a skilled
workforce, technological investments, and a robust content strategy. From crafting compelling digital
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ads to designing eye-catching print materials, every aspect demands careful attention and resources.
Moreover, analyzing data from both online and offline channels is crucial for measuring campaign
effectiveness and optimizing strategies accordingly. Seamless coordination between teams and
continuous testing ensure that the marketing efforts align with the overarching brand message. While
resource-intensive, this integrated approach offers the opportunity to reach audiences through diverse
channels, fostering engagement and bolstering brand loyalty.

3.2.3. Technical Challenges

One of the primary technical challenges of online and offline integrated marketing is achieving
seamless cross-channel tracking and attribution. This involves integrating data from various sources,
including online platforms like websites, social media, and email campaigns, with offline sources
such as in-store purchases or phone inquiries. Ensuring accurate attribution across these channels is
complex due to differences in tracking methods and customer identifiers. Developing effective
strategies and implementing sophisticated tracking mechanisms are essential to accurately measure
the impact of marketing efforts and optimize campaigns across both online and offline channels.

3.2.4. Customer Confusion

Customer confusion in online and offline integrated marketing often stems from inconsistencies
in branding, offers, and customer experiences across different channels. When branding messages
diverge or offers vary between online and offline platforms, customers may struggle to understand
the brand's identity or expectations. Additionally, disjointed customer experiences and
communication gaps can further compound confusion. Achieving seamless integration requires a
cohesive omnichannel strategy that prioritizes consistency and alignment across all touch points,
helping to mitigate customer confusion and enhance brand loyalty.

3.3. Opportunities of Online and Offline Intergrate Marketing

Online and offline integrated marketing presents a unique opportunity to leverage the strengths of
both digital and traditional channels to reach and engage customers effectively. By combining the
widespread reach and targeting capabilities of online platforms with the tangible and personal nature
of offline interactions, businesses can create a cohesive brand experience that resonates with
customers at every touchpoint. This integration allows for seamless customer journeys, where
individuals can discover products online, engage with brands through social media or email, and make
purchases in-store or online. Research suggests that integrating online and offline channels can lead
to increased customer satisfaction, loyalty, and overall business performance (Verhoef et al., 2015)
[5]. Moreover, by tracking customer interactions across both online and offline channels, businesses
can gain valuable insights into consumer behavior and preferences, enabling them to optimize
marketing strategies and drive more impactful campaigns. Overall, embracing the opportunities
afforded by online and offline integrated marketing can help businesses stay competitive in today's
omnichannel landscape, fostering stronger connections with customers and driving sustainable
growth.

3.4. Threats of Online and Offline Intergrated Marketing

The threat condition of online and offline integrated marketing largely revolves around
maintaining consistency across various channels while mitigating risks associated with each medium.
Online channels, such as social media and websites, face threats like data breaches, cyberattacks, and
online reputation damage. Offline channels, including print media and physical stores, are susceptible
to issues like counterfeiting, theft, and operational disruptions [6].
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4. Strategies for Integrated Marketing of Online and Offline Channels

4.1. Brand Image Building and Brand Consistency

In an integrated online and offline marketing strategy, a consistent brand image and unified brand
recognition need to be built, and four aspects help businesses to do that.

1) Brand logo: The same brand logo is used which can visually increases the customer's impression
of the brand.

2) Communication content: To leave the same impression of the brand for online and offline
customers, the same brand slogan, promotional statement, and brand story are used both online and
offline.

3) Customer service: The brand focus on enabling customers to experience high-quality services
increasing the favorability towards the brand, providing consistent and efficient customer service.
Therefore, they set up unified service standards both online and offline.

4) Employee training: The consistent training is provided for employees who work online or
offline to ensure that they understand the brand concept and would actively spread the brand image
for customers.

Through these efforts, the mode of online and offline integrated marketing can create a unified
brand image, increase brand influence, and customer loyalty.

4.2. 020 (online to offline) Model

The core of the 020 model is combining offline activities with online channels to provide a more
convenient and efficient consumer experience. In online platforms, advertises can help to promote
the features of physical stores and offline activities, increasing offline interaction and sales
opportunities. In this case, consumers can obtain product information and select products, online.
Then they can go to the offline physical stores to get the goods that already selected and enjoy services.
For businesses, the 020 model not only retains the advantages of the traditional offline business
model, but also gives businesses more development opportunities with the power of the Internet. For
customers, they can avoid the complex shopping process of traditional offline stores and make more
sensible shopping choices through comprehensive information. Also, offline physical stores will
decrease customers distrust of online shopping, increasing the sense of shopping satisfaction [7].

4.3. Online and Offline Personalized Marketing

In online and offline integrated marketing, there is a problem that the marketing channel would be
conflict. Due to the impact of online marketing, traditional offline selling meets some problems of
squeezing marketing channels and resource depletion. To deal with such problems, enterprises use
unique pricing strategies for both online and offline channels. On the online marketing platform,
businesses use internet to comprehensively enhance the enterprise marketing strategy layout.
Enterprises emphasis on the effective balance of quantity and price, generally setting a lower price
for online marketing products to meet the actual needs of online marketing customers. In offline
selling, enterprises pay more attention service and to product quality. Generally, the quality of offline
products is better than that of online products, and the price of products is higher than that of online
products. Enterprises also set up some products only for offline stores to attract customers to consume
in offline stores. In the offline stores, physical products can build consumers’ emotional resonance,
so that consumers are still willing to shop offline when there is already the option of shopping online.
This existing differential layout of product quality and product price can develop the unique product
value of offline and online marketing channels. The respective advantages of online and offline
marketing have been played out, and the development needs of the two marketing lines have also
been guaranteed.

459



Highlights in Business, Economics and Management CMAM 2024
Volume 37 (2024)

5. Case Analysis

5.1. Three Squirrels

As the first company in China focusing on pure Internet food brands, Three Squirrels has
developed from a small brand to the the current largest food e-commerce company in China.

In terms of brand development, three squirrels use the Internet advantages, in B2C sales platform,
selling snack nuts, and quickly created a new food retail model focusing on natural and fresh food. In
terms of market development, In Taobao, a large Internet sales platform, Three Squirrels formulate
corporate development strategies according to the development and changes of the market and seize
market opportunities in brand positioning and user positioning in Taobao, a large Internet sales
platform. In the early marketing, Three Squirrels used low prices to attract popularity, so that
consumers are willing to accept the new brand. Later, Three Squirrels use the low price to attract new
customers, and the brand to attract old customers. Branding and emotional marketing help to earn
benefit. To meet the needs of market development, in 2019, Three Squirrels new retail entrepreneurial
platform "Squirrel shop" opened the offline marketing market. Alliance stores offer new tasting table
shelves, basket shelves and store manager recommended shelves, using "experience + interaction”
marketing model to attract consumers. Rest areas, postcards and post box props, as well as free stamps
and commemorative postmark are set offline, enhancing consumer interaction [8]. These strategies
allow the "Squirrel Alliance shop” to ensure marketing power in a comprehensive offline layout. In
recent years, Three Squirrels focused on online and offline integrated development. Three Squirrels
have accelerated the marketing layout through omnichannel marketing and realized the perfect
complementarity of online and offline formats.

5.2. TongYi Milk Tea

TongYi milk tea was listed in 2009 and become the leading brand in the domestic milk tea category
for the following four years, with a market share of more than 60%. However, since 2012, TongYi
milk tea has gradually faced the bottleneck of brand development.

Due to the increasingly fierce market competition, TongYi milk tea needed to get rid of category
homogenization price competition. Brand research shows that TongYi milk tea has a high reputation
in consumers, and the focus of brand communication was improving consumer preference.
Consumers' impression of the brand is mainly based on the "Assam milk tea”, the single product. To
promote the healthy development of the brand, the brand wants to establish a "TongYi milk tea"
integrated brand image. Therefore, in 2013, TongYi milk Tea innovatively applied new media
technology and integrated online and offline resources to bring consumers a wonderful experience.
TongYi milk tea carry out online and offline cooperation. The biggest highlight of the dissemination
of TongYi milk tea is that it has separated from the parallel transmission of online and offline, and
realized the effect of mutual supply and mutual borrowing. Online, TongYi milk Tea selected three
TV stations for strategic cooperation and used 40%-45% of the budget to cover other TV stations,
combining with outdoor advertising, and accurate network broadcasting. At the same time, creative
marketing strategies was carried out to create topics and enhance consumers' interaction. In addition,
TongYi milk tea increase the investment in weibo and SNS, and link the official website, official
wechat, APP and SNS social networking websites to let the communication between milk tea and
consumers become closer. Offline, TongYi milk tea interact with consumers through
multidimensional interactive experiential promotion such as QR codes, live broadcasts and mobile
phones [9]. Through these marketing activities, TongYi milk tea brand propositions deeply rooted in
people's hearts. In the online and offline integrated marketing of TongYi milk tea, attractive and
playful communication methods through emerging media such as Weibo is created. On the online
platform, TongYi milk tea conducts extensive communication with customers and receives direct
feedback from them. The true and accurate effect proves the success of the online and offline
integrated marketing practice of TongYi milk tea, which is the best sales method that Tongyi milk
tea has been pursuing.
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6. Future Directions of Online and Offline Integrated Marketing

6.1. Future Development Trend of Online and Offline Channel Integration Technology-driven
Channel Innovation

Technology-driven channel innovation for online and offline integrated marketing involves
leveraging digital tools like augmented reality (AR), virtual reality (VR), location-based marketing,
QR codes, and NFC tags to enhance customer engagement across multiple channels. This approach
aims to create a seamless experience for customers, whether they're interacting online or in physical
stores. By integrating these technologies effectively and utilizing data analytics for personalization,
businesses can drive engagement, improve customer experiences, and boost sales both online and
offline. The key is to tailor these strategies to your target audience and overall marketing goals to
maximize effectiveness.

To explore a new model of online and offline integration, start by defining clear objectives such
as improving customer experience or optimizing operations. Research the current landscape to
understand industry trends and pain points. Identify integration points where online and offline
channels can intersect, like online ordering for in-store pickup or virtual consultations. Map out
customer journeys to identify friction points. Evaluate technologies that can support your model, then
develop a prototype or pilot program to test it. Gather feedback and iterate based on insights before
scaling up across your organization. Continuously refine your model based on market trends and
customer feedback to stay adaptive and effective.

6.2. Deepening of Personalized Service

To ensure the accurate construction and effective application of a consumer portrait, follow these
steps:

First, clearly define your research objectives to outline the specific aspects of consumer behavior,
preferences, and demographics you want to understand. Next, gather data from diverse sources
including market research reports (e.g., Nielsen, Mintel), government statistics (e.g., census data),
customer surveys, social media analytics, website analytics (e.g., Google Analytics), and customer
databases. Then, analyze demographic and psychographic data to segment your target audience based
on factors like age, gender, income, lifestyle, values, and interests. Use statistical tools to gain deeper
insights. After that, develop detailed consumer profiles or personas representing different segments
within your target audience. Include information like name, age, occupation, hobbies, interests, values,
media consumption habits, and buying behaviors. Validate your findings through qualitative and
quantitative market research techniques such as focus groups, interviews, or additional surveys to
ensure your consumer portrait accurately reflects real-world behaviors and preferences.

Support your consumer portrait with reputable sources such as industry reports, academic papers,
or case studies to enhance credibility. Apply the insights strategically to shape marketing strategies,
product development, and customer engagement initiatives. Tailor messaging, promotions, and
experiences based on identified preferences and behaviors. Finally, continuously update and refine
your consumer portrait with new data and insights to account for evolving consumer behaviors and
industry trends. Stay informed to maintain relevance and effectiveness in your marketing efforts.

To promote customized services effectively, start by understanding your audience through market
research. Develop personalized offerings based on customer preferences. Implement an integrated
marketing strategy that combines online tactics like targeted ads and social media with offline
experiences such as in-store events and personalized consultations. Encourage cross-channel
engagement by offering promotions that bridge online and offline interactions. Collect customer data
to refine your strategies and measure performance. Foster lasting relationships through consistent
value delivery and collaboration with partners. By integrating online and offline efforts strategically,
you can enhance customer satisfaction and drive business growth.
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7. Conclusion

In conclusion, the future directions of online and offline integrated marketing are poised for
significant development and evolution. The trend towards technology-driven channel innovation
underscores the importance of leveraging digital tools such as AR, VR, location-based marketing,
QR codes, and NFC tags to create seamless customer experiences across multiple channels. By
integrating these technologies effectively and employing data analytics for personalization,
businesses can enhance customer engagement and drive sales both online and offline.

Moreover, the deepening of personalized services through accurate consumer portrait construction
and application highlights the critical role of market research and data analysis in understanding
customer behaviors and preferences. By developing detailed consumer profiles and implementing
personalized offerings and marketing strategies, businesses can tailor their approaches to specific
audience segments, fostering lasting relationships and driving business growth.

Moving forward, successful integration of online and offline efforts will require ongoing
adaptation and refinement based on market trends and customer feedback. This adaptive approach
will enable businesses to stay competitive and meet evolving consumer expectations effectively.
Ultimately, the future of integrated marketing lies in harnessing technology and personalized insights
to deliver seamless, engaging experiences that resonate with customers across digital and physical
touchpoints.
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