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In today’s consumer packaged goods (CPG) 

industry, a seamless customer experience 

is no longer a standout differentiator — it is 

instead a basic expectation. And, in the face 

of growing private-label production offerings 

and the dominance of online superstores 

such as Amazon, acquiring and retaining loyal 

consumers has never been more difficult.

A high level of saturation and intense 

competition has driven industry leaders to 

try to capture new differentiators as a way to 

secure market share. And while most have 

already looked toward digital transformation 

as a means of achieving this, very few have 

succeeded. Research from McKinsey & 

Company showed that while almost every 

CPG player has made digital and analytic 

investments, only 40% are achieving returns 

above costs. Scaling these changes has 

proven to be the largest obstacle, and without 

successfully making an enterprise-wide impact, 

the effort is virtually worthless.

The challenges of the past year have only served 

to accelerate this need for digital migration. 

More consumers than ever have come to 

expect a seamless user experience across all 

channels. Companies will need to ensure that 

their digital operations are better than those of 

their competition to succeed within this new, 

increasingly challenging environment. This 

requires enterprise-wide investment across four 

primary initiatives: 

Digital migration. Accelerating digital 

migration to meet shifting behaviors and 

channel preferences .

eCommerce. Improving business-to-business 

eCommerce to support enterprise-level order 

volumes while launching and nurturing direct-to-

consumer eCommerce.

Data and insights. Leveraging data to generate 

actionable insights. 

Content development. Streamlining content 

development and delivery while 

reducing inefficiencies 

To overcome modern obstacles and acquire 

loyal customers, CPGs will need to achieve 

an omnichannel strategy supported by the 

capability to activate, measure, execute and 

rapidly show a return on investment (ROI).

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/solving-the-digital-and-analytics-scale-up-challenge-in-consumer-goods
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/solving-the-digital-and-analytics-scale-up-challenge-in-consumer-goods


4

Consumer behavior and corresponding channel 

preferences have changed significantly, and 

while they still continue to shift, the rise in the use 

of digital services is here to stay. 

The past year has served as a catalyst for 

widespread digital adoption among shoppers. 

McKinsey & Company found that 75% of 

consumers who used digital channels for the 

first time in 2020 plan to continue to use them 

even after conditions return to “normal.” This shift 

in purchasing behavior is not just a short-term 

response to the current market — CPGs must 

prioritize digital channels more than ever before 

to future-proof operations. Digital laggards will 

be substantially disadvantaged, especially when 

facing new and emerging digital competitors. 

Appealing to the modern consumer means 

going beyond specialization on a singular 

digital touchpoint. Increasingly, customers are 

using multiple channels at once — before ever 

making a purchase, they’ll interact with an 

average of at least six touchpoints, according to 

Business2Community. Just existing on each of 

these platforms isn’t enough, however. What use 

is a digital touchpoint if data on your customer is 

kept in silos?

To provide customers with a fully 

activated, omnichannel experience, CPG leaders 

must refine the buyer journey across every 

channel, focusing investments on creating a 

seamless digital environment through cross-

functional collaboration.

Aligning organizational 
strategy and consumer preference

75%

75% of consumers who used digital 

channels for the first time in 2020 plan 

to continue to use them even after 

conditions return to “normal.”

https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-the-first-90-days
https://www.business2community.com/customer-experience/2020-is-the-year-of-digital-omnichannel-heres-what-you-need-to-know-02291358#:~:text=Today%2C%20consumers%20use%20an%20average,best%20customer%20experiences%20they%20could.&text=Digital%20omnichannel%20is%20the%20next%20word%20in%20customer%20experience.
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Adopting an 
Omnichannel Mentality 

A successful digital transformation takes more 

than simply acquiring new technologies. It 

requires organizational support from the top 

down as well as a reinvented operating model 

that fosters a seamless experience 

across channels.

Traditionally, consumer-goods companies 

aren’t structured in favor of flexible operations 

— experts warn that this is one of the most 

common pitfalls adopters of digital practices 

run into, according to McKinsey & Company. 

However, embracing these agile practices leads 

to improved delivery, increased speed and 

enhanced customer and employee experience, 

all of which are essential to the success of an 

omnichannel strategy. 

To begin to create an organizational culture that 

supports the necessary flexibility to succeed, 

CPGs should start by identifying current pain 

points within the buyer’s journey. Which 

components of the current processes are causing 

the most friction for customers? These can be 

used as a starting point to find specific changes 

that would make the biggest difference in 

delivering business results. From there, CPGs can 

develop a transition plan that encourages and 

allows the organization to test, learn and 

adjust quickly. 

To capture value from these digital 

transformation efforts, companies must begin 

to invest in eCommerce initiatives that improve 

both business-to-business (B2B) and direct-to-

consumer (DTC) operations.

Enhancing B2B Operations

Customer experience (CX) is a critical 

differentiator and also a competitive advantage 

for any business that engages audiences online. 

And now, the “Amazon Effect” being driven by 

online superstores has influenced consumer 

expectations for public-facing transactions as 

well as those of B2B buyers. 

Retail Dive explains that brands such as 

Amazon and Apple are raising manufacturers’ 

and suppliers’ standards for service, product 

selection and technology. B2B brands are 

expanding beyond the exclusive use of traditional 

dealer and distribution networks to instead 

accept orders from customers directly. There 

are several benefits associated with this shift, 

including the ability to exert more control over 

how customers experience the brand, to own the 

consumer base and to capture a higher 

profit margin.

https://www.retaildive.com/spons/3-customer-experience-trends-changing-the-way-b2b-e-commerce-buyers-do-busi/566684/
https://www.retaildive.com/spons/3-customer-experience-trends-changing-the-way-b2b-e-commerce-buyers-do-busi/566684/
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Improving B2B eCommerce to support 

enterprise-level orders will be critical, as at least 

15% of these sales are expected to be generated 

from digital channels by 2021 according to 

MIT Sloan Management Review. To build an 

omnichannel experience that supports this 

volume, companies must leverage technology 

to improve:

Speed. What does your current 

online platform offer for self-service 

options? By providing information 

on products, inventory and delivery 

details online, customers can 

complete transactions 24/7 and 

not be forced to wait for standard 

business hours.

Ease. What can you do to simplify 

the user experience? Reduce the 

number of steps it takes buyers 

to locate and purchase products. 

Not only does this optimize your 

eCommerce platform, but it can 

also serve to remove pain points 

that lead to costly order errors.

Personalization. How will you 

add a human touch? Although 

B2B buyers are purchasing on the 

behalf of the business, proactive 

and personalized messaging is still 

critical to the digital CX. Creating 

an omnichannel experience means 

that purchasing online feels no 

different than working directly with 

a member of the sales team. 

By leveraging these drivers of CX and satisfaction, 

CPGs can begin to use technology as a means 

of differentiating themselves from their 

competition. And, while refining B2B eCommerce 

operations will be critical in achieving digital 

capabilities, it will be equally important to create 

and enhance DTC-facing channels as well. 

https://sloanreview.mit.edu/article/why-customer-experience-matters-for-b2b/
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Launching and Growing 
Direct-to-Consumer 
eCommerce Offerings

Due to the traditional sales model of CPGs, the 

advanced analytics and artificial intelligence (AI) 

offered through DTC transactions remain a largely 

untapped resource, as it’s difficult to collect data 

when selling through retailers. 

However, establishing direct relationships with 

end-users through eCommerce options can 

drive sales by generating deeper insights about 

consumer needs, maintaining greater control and 

refining the overall value proposition.

One study from Information Resources Inc. 

shows that consumers within DTC channels are 

looking for the same speed, convenience and 

personalization as those within B2B markets. 

Among the omnichannel services most likely to 

drive customers to buy CPGs online, free shipping 

was the most popular, cited by 57%. That driver 

was followed by speedy delivery (47%) and in-

store pickup options (40%). While over half of 

online CPG sales are generated through grocery 

purchases, other popular categories include pet 

supplies, vitamins and skin care, which all have a 

high likelihood for further growth in the 

years ahead. 

The need to find new channels and stable 

revenue streams has never been stronger, and for 

many organizations, subscription service models 

could be the answer. A 2019 report from Zuora 

revealed that subscription-based companies 

had grown 300% over a seven-year period 

alongside the rising popularity of standalone 

DTC companies and eCommerce demand. And, 

by 2023, 75% of organizations selling directly to 

consumers will offer subscription services.

Subscription models offer CPGs the opportunity 

to build one-to-one relationships, driving loyalty 

with ongoing engagement. However, to capture 

the potential for upselling through curation, 

personalized offers and product discovery, CPGs 

must begin to adjust their data collection and 

storage to better manage the multiple channels 

they’ve begun to leverage. 

In doing so, organizations will be positioned to 

learn valuable information about customers 

that can be further leveraged for an optimized 

omnichannel experience. 

57%

Free Shipping

47%

Speedy Delivery

40%

In-Store Pickup

Omnichannel services most likely to drive customers to buy CPGs online.

https://www.digitalcommerce360.com/2019/02/08/online-cpg-sales-in-the-us-grew-35-4-in-2018-and-represented-11-of-the-total-market/
https://www.businesswire.com/news/home/20190321005245/en/Subscription-Economy-Grows-300-Years
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Most CPGs possess more data than leaders will 

ever need — on average, humans produce over 

2.5 quintillion bytes every single day, according 

to research from DOMO. However, translating this 

mass amount of quantitative information into 

valuable and actionable insights is the 

true challenge.

To successfully create omnichannel experiences 

that reflect the needs and interests of customers, 

CPGs must integrate all of the data available to 

them, including information from first-, second- 

and third-party sources.

Generating First-Party Data

As CPGs begin to move toward DTC models, 

they’ll begin to produce first-party data that can 

be leveraged as a competitive advantage. 

Not only is this form of information highly 

accessible and cost-effective as it is an internal 

resource, but it also offers a firsthand view into 

the customer journey. This data can be used to 

understand emerging trends through predictive 

analytics. This will allow teams to identify and 

activate drivers of customer satisfaction as well 

as treat pain points that can lead 

to dissatisfaction. 

Leveraging data and analytics

An omnichannel strategy is only as effective as 
the underlying data driving it. 

https://www.domo.com/solution/data-never-sleeps-6
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Scaling Digital Analytics

Every business decision, from marketing to the 

supply chain, should be grounded in data and an 

understanding of consumer behaviors.

For CPGs to succeed in using data to acquire a 

competitive advantage, McKinsey & Company 

has identified drivers which fall into three main 

categories: strategy, foundational capabilities and 

organizational integration.

After aligning on organizational strategy and 

building a foundation of data, technologies 

and people, embedding analytics into business 

decisions is the final piece. Experts explain that 

first, CPGs must make analytics user-friendly and 

customized for each department. This requires 

a combination of the right technical tools, 

recommendation engines, and mobile apps. 

Second, and even more challenging, companies 

must embed analytics-based decision-making 

into their corporate culture, creating an 

environment in which analytics are considered 

an essential piece of the puzzle. 

When this happens, there is a tighter integration 

between marketing and sales based on the 

collective touchpoint data being used. This 

will help CPGs improve account profile, boost 

conversion and measure true attribution. 

After a data center of excellence is established, 

departments can begin to accurately measure 

and adjust activities being used to drive the 

omnichannel experience.

However, to fully capture a strong ROI, first-party 

data isn’t enough, as it’s limited to only your 

customers’ direct interactions with you. This 

means it fails to reflect consumer behavior across 

non-owned touchpoints or competitor affinity. 

Deploying Second-Party Data

The first-party information collected by other 

organizations can help to drive the breadth and 

depth of data that isn’t offered solely through 

your own analytics. 

However, to be meaningful, it must be 

generated by a business with an audience 

comparable to the user’s. The narrow scope, 

potential concerns about competition and 

privacy limitations means it still isn’t enough to 

drive the business outcomes desired from the 

use of AI and analytics.

Purchasing Third-Party Data 

This form of information is often collected from 

a variety of websites and platforms and is then 

aggregated together by a third-party data 

provider, such as a data management platform 

(DMP) vendor.

Because it comes from multiple sources, third-

party data is far more scalable and, when 

combined with owned first-party data, it can be 

used to generate relevant, accurate audience 

insights that can be used to fuel AI and 

machine learning.

To truly be valuable, CPG data cannot exist within 

information silos across departments, and must 

instead flow freely between each.

https://www.mckinsey.com/business-functions/mckinsey-analytics/our-insights/breaking-away-the-secrets-to-scaling-analytics
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Once data is being leveraged at scale, content 

development can be optimized for better 

personalization and reduced efficiencies. 

Omnichannel personalization is the practice 

of creating experiences that are informed by 

real-time data from all channels and extending 

them across every touchpoint, to build consistent 

relationships with the customer everywhere they 

interact with the brand.

While content personalization is not a new 

concept, the difficulty is meeting content 

demands and channel-by-channel challenges. 

According to McKinsey & Company, over 80% 

of companies are still in the early stages of 

implementation, as they struggle to evolve 

traditional approaches and effectively deploy 

technology to automatically and dynamically 

assemble content. 

Mobile apps

Digital displays

Interactive screens

Clienteling apps

Point-of-sale (POS)

Call centers

These tools allow CPGs to 
embed personalization & 
user-level data into:

Content optimization

Personalizing Content 
Across Channels

As an increasing amount of digital touchpoints 

are added to the customer journey, cross-

functional teams will now need to collaborate to 

engage consumers in new and more engaging 

ways. Deploying application programming 

interface (API) programming will help CPGs to 

achieve this.

Hubspot defines an API endpoint as the 

digital destination where APIs send requests for 

information from a web application or server 

and where they receive a response and access 

the resources needed to carry out their function. 

Once CPGs collect the data necessary 

to accurately segment audiences by 

demographics and behaviors, they can 

begin to generate personas to use to build a 

content roadmap.

https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-differentiation-in-retail#:~:text=Our%20research%20indicates%20that%20only,or%20have%20begun%20pilot%20initiatives.
https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-differentiation-in-retail#:~:text=Our%20research%20indicates%20that%20only,or%20have%20begun%20pilot%20initiatives.
https://blog.hubspot.com/blog/tabid/6307/bid/8341/a-marketer-s-guide-to-apis.aspx


1 1

By centralizing first-, second- and third-party 

data in one place, each department can access 

a user’s real-time activity, lifetime behavior, 

affinity profile and more. This means product 

managers and developers can run campaigns on 

any device across the customer journey, deploy 

deep-learning product recommendations and 

confidently roll out new user features – targeted 

for each individual consumer. 

By leveraging an API-led approach, CPGs 

can develop more meaningful and valuable 

relationships with their customers and improve 

customer engagement — moving beyond 

personal transactions to integrated 

omnichannel engagement.

Reducing Inefficiencies

Across all of the people and processes involved, 

inefficiencies within content marketing 

strategies cost U.S. companies nearly $1 billion 

annually, according to Top Rank Marketing. 

While creating a personalized content strategy 

is key to a successful omnichannel experience, 

such a heavy expense will cannibalize any 

potential ROI. 

Robert Rose, chief strategy officer at the Content 

Marketing Institute, told Top Rank that in most 

businesses, the content created by marketing 

is typically a byproduct of what sales or other 

parts of the organization need at the moment, 

diminishing its impact. 

“Unfortunately, most marketing 

organizations have become 

nothing other than on-demand 

content vending machines for 

other parts of the business,” 

Rose explained. “This argues for 

a stronger and more structured 

content marketing function to 

exist, in order to create more 

efficient and effective results.”

Treating content as a strategic asset within 

omnichannel experiences rather than a means 

to a sales-related outcome is key. Optimizing 

content production not only means reducing the 

amount of content created in favor of quality over 

quantity but also requires the optimization of 

technology.

One solution companies should look toward 

are digital asset management (DAM) platforms. 

These tools provide a secure repository 

that facilitates the creation, management, 

organization, production, distribution and 

monetization of media files. This enhances 

brand control as each department is accessing a 

singular source of content, and it removes some 

of the leading sources of bottlenecks and other 

inefficiencies, including redundant assets and 

the approval process.

https://www.toprankblog.com/2015/08/content-marketing-inefficiency/
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To successfully drive consumer engagement 

and access new market opportunities, consumer 

product goods providers will need to fully 

implement an omnichannel strategy within 

their organization.

As consumers begin to permanently make the 

switch to digital channels, CPGs must account 

for shifting preferences and begin to develop 

eCommerce strategies that support a seamless 

experience across touchpoints. In doing so, 

organizations will be able to use an array of data 

sources to hone their strategies and activate the 

strategic levels necessary to engage consumers 

at scale.

For CPGs, the barriers to achieving an 

omnichannel strategy are significant. The 

necessary organizational changes as well as the 

traditional model of the industry pose a high 

degree of difficulties, especially when facing 

emerging digital competitors. At R2integrated, 

we can help.

Our integrated approach drives a single view of 

the customer, enabling CPG organizations to 

achieve customer acquisition, category growth 

and drive consumer loyalty. Leveraging lifecycle 

insights, direct user research and analytics, R2i 

helps develop moment-based interactions that 

articulate our clients’ brands through compelling 

creativity and messaging that resonates with 

buyers’ needs and core values.

When DTC organizations understand and 

leverage customers’ values, beliefs and emotions, 

an omnichannel experience that drives long-

lasting consumer loyalty is created. 

Optimizing Business Decisions 

for Omnichannel Engagement

Using data, marketers can more strategically 

study the customer journey and create 

personalized content for each touchpoint. Then, 

by storing, sharing and organizing assets in a 

centralized location, other departments can 

execute a company-wide omnichannel strategy 

that delivers high value and drives 

business outcomes.



www.r2integrated.com

https://www.linkedin.com/company/r2integrated/
https://twitter.com/r2integrated
https://www.youtube.com/channel/UCyKM0HNamTHXXR8aipyX8Hg
https://www.facebook.com/R2integrated
https://www.instagram.com/r2integrated/
https://www.instagram.com/millerfabricationsolutions/
https://www.instagram.com/r2integrated/



