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Why now?
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What for?
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Market and Competition
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Specific Touch Points
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Channel Experience
01 Channel Experience
02 Channel Landscape ~ Relationship between Channel & Occasion
03 Channel Importance (stated importance)

04 TURF (Total Unduplicated Reach and Frequency Analysis)

Channel Impact
05 Communication Equity
06 Impact of channels on ‘Communication Equity’ (derived importance)

07 Channel Map ~ Impact of Channels on Communication Equity

Channel Performance
08 Channel Performance ~ ‘ConX' Score
09 Channel Summary
10 Overall Evaluation of Company Communication

11 Other_ Channels to enhance
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TURF shows you two things

Channel Performance ~ ‘ConX’ score
"Memorability vs. Impression’ & B2 2 Tt Channel quality %7+

“ConX’ Score (Channal Performance)




How to Approach Omnichannel Solution

Option 1

Qualitative Exploration

Omnichannel Solution
~ Full version
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+ Simple version
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