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Abstract To optimise content usage in an omni-channel marketing world, organisations
must prioritise brand consistency and create a customer-centric approach through the
introduction of an outside-in view from the buyer’s perspective. A balance is required

to achieve the ultimate goal of delivering content and messaging across all channels,
devices and territories that provides for a truly integrated experience — and do so without
impacting corporate risk of copyright infringement. This paper drills into a real-world
example to examine how omni-channel marketing affected the content strategy at
Banana Republic/Gap, Inc. The paper also provides next-step advice on centralising
content and content rights, process governance, automation and leveraging data insights.
Examples and best practices will be shared on taxonomies, role-based permissions, key
organisational roles, rights management and rights-based workflow and automation.
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WHAT IS OMNI-CHANNEL consistent and integrated brand experience
MARKETING? for them, especially at the point of sale. With
Omni-channel marketing is approaching the dizzying volume of different distribution
companies with an eye toward how and what  channels and devices, marketers have many
consumers experience and what their daily ways to reach the consumer and they are

behaviours are. The goal is to create a unique,  doing just that. Channels may range from
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