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How multichannel communications have evolved

Traditional / Offline

Digital / Online

Search

1994 - Yahoo

1997 – Google

2000 – Google Ads

Email

1989 AOL

1996 Hotmail

Web

1989 AOL

Ecommerce

1995 - EBay

1995 - Amazon

GSM Mobile

1992

TXT

1999 Smart Phone and Apps

2007 - Apple

Like Button

2009 - FB

Chat Bot

2009 Apple

Push

2009 Apple

2003 Skype

2011 Zoom
2014 Alexa

2011 Siri

AND…….
2009 
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Confused?

Focus on your customer journey!





At each stage, what are the touchpoint, content, call to actions, triggers, and preferred media



What about members / 
customer preference?



Does your organisation have a 
clear customer / membership 
engagement and experience 
map?



Measuring Engagement
Analytics





Measuring engagement with each touchpoint





Across campaign stages



Can you measure engagement 
across all channels and 
touchpoints (not just digital?)



Linking multiple touchpoints in different channels

Personalised URLs



Marketing Automation



Content 

Management

Systems

Web Site

SEO

Storefront

Member Portal

Policy / Fund 

Management

Policy Details

Policy Docs

Claims

Compliance

Others

Apps

ERP

Finance

Analytics

Reporting

AND AD HOC COMMS (MS Word, 

Email, Call, Face-2-Face)

Customer

Relationship

Management

Contacts

New business

Lifecycle 

Messaging

A big challenge is technology, integration and change!







Kaos!



Content and messaging should 
be joined up and consistent 
across all touchpoints and 
stages of the customer journey



Delivering Personalised
Membership Communications



It starts with

data!



Good data
=

Good personalisation
=

Increased relevancy
=

Higher engagement
=

Increases service uptake
=

Increased loyalty and retention



PERSONALISATION

Relevant Content
“Communicating with me in a personal and relevant way (the message, offers and 

rewards are relevant to me)”

Preferred channels
“Communicating with me through my preferred channel eg email vs SMS vs APP vs 

Mail vs Phone vs Face to Face message”

At the right time
“Communicating with me at the right time/right place and stage of membership”



Forbes



•WHAT ABOUT GDPR DOES IT STILL APPLY?

•BAD PERSONALISATION?



•The UK GDPR became effective from 01 January 2021

•The UK GDPR merges two pre-existing data protection regimes 
namely, the EU GDPR and the DPA 2018.

•The Information Commissioner (ICO) is the enforcement 
agency of UK GDPR.

•UK GDPR sets the same standards for consent as the EU GDPR.

•The six lawful basis for processing include: consent, the 
performance of a contract, a legitimate interest, a vital interest, 
a legal requirement, and a public interest.





MEMBER DATA AND SEGMENTATION

Contact & 
Geographic

• Name

• Salutation

• Address

• Phone

• Email

• Social contact

• Location

• Language

Demographic

• Profession/role 
in a company

• Age

• Gender

• Family status

• Income

• Level of 
education

• Culture

• Religion

Psychographic

• Personality

• Preferences

• Hobbies

• Social status

• Opinions

• Life goals

• Values and 
beliefs

• Lifestyle

Behavioural

• Outbound

• Inbound

• Services 
purchased

• Enquiries

• Feedback

• Complaints

• Likes

• Loyalty

TOUCHPOINTS



To deliver good 

personalisation you need 

good data! Is yours?



Personalisation





Levels of personalisation

Method Example

Simple Text Name, Address

Template / Page selection / Navigation

Paragraph / Image / Page blocks selection List of items / Interchangeable paragraphs

Complex text personalisation Tables, variables within pages / paragraphs

Image Selection

Personalised Graphics Charts, Graphs, Maps and Illustrations

Personalised Audio Automated call handling

Personalised Video

In person on the phone / teams / zoom

In person, in store



At each stage, what are the touchpoint, content, call to actions, triggers, and preferred media



Personalised Content

Logic

Data

Content

Data
Design 

Templates

Content

Library
Logic

Documents
Print & Digital 

Versions

Email Web SMS APP



Good marketing automation

brings it all together!



Example - MDU 

From print to 

Personalised Video On Demand 



• THE JOURNEY

Traditional pre-print and mono overprinting

Full Digital Print – Digital Document (PDF)

Digital Delivery (Email + Personalised Web Portal)

Video Next



• KEY CHALLENGES

20+ pack/policy types with varying leaflets and T&Cs

2 Legacy Membership / Policy Management Systems

New CRM System

PDF with text only, digital content added by Latcham

Policy management system rigid and lack personalisation facilities

Agility to change content

Meta data embedded into the PDF / file names





Personalised
Video on 
Demand



Example – Dogs Trust

Sponsor a dog! 













Example 

Personalised to 37 different

Forests to highlight local benefits

Annual renewals















Compliance and Risk

A real challenge with so many 
moving parts!



Applicable legislation

Consumer Duty 2023



Consumer Duty 2023 and Customer Engagement



Evidence!

Do you know what your 
members / customers were 
sent across all the touchpoint 
and at every stage?



Digital 
Archive

Customer 
Service
Notes

Customer 
Web Portal

Compliance

Customer 
Service

Case 
Manageme

nt

Policy

Documents

Messages
Emails
Letters
SMS



So your 4 page direct mail promotion piece generates a 28.37 
grams of C02, against 19 grams for the email. But, if 
someone takes additional action, such as printing out the 
email attachment of 4 pages, the “email footprint” can 
quickly jump to 44 grams.

Are digital communications carbon neutral?



Is it worth it?



McKinsey 2023 Marketing Survey

71% – want a consistent experience across all channels, 
but only 29% say they get it.

73% of customers shop across multiple channels.

Customers get frustrated because they need to repeat 
their issues to multiple representatives

Customers now regularly use ten or more channels to 
interact with suppliers (up from just five in 2016).





Thankyou

Questions Please?

mike.hughes@latcham.co.uk

latcham.co.uk
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