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Recession Resilience 
With the recession successfully laying claim to 

many victims, how can you avoid the A&E that is 

the economic downturn? 

Experian has estimated that we could see high 

street stores closing at a rate of 100 per day this 

year and with small and medium companies likely 

to be at the highest risk of failure, it seems that 

change is necessary in order to see retailers 

through to better times. 

The obvious solution would appear to be price   

cutting and promotions, but whilst this may      

provide a temporary respite it is not the best  

strategy. Instead, we believe that the key to      

survival is the provision of exceptional service. 

Prices can only be reduced to a certain point, but 

customer service is not constrained by the same 

limits and can also provide a greater return. Good 

service preserves customer loyalty and keeps     

customers coming through the doors. 

Business Week revealed that many of the top    

performers in their annual ranking of Ψ/ǳǎǘƻƳŜǊ 

{ŜǊǾƛŎŜ /ƘŀƳǇǎΩ had avoided reducing their       

customer service budgets, choosing to concentrate 

on treating existing customers properly in an     

attempt to see the recession through. 

With eminent companies such as Amazon still    

focusing on customer service during the         

downturn, it demonstrates the importance of the 

message we preach. 

You should focus on providing customers with a 

first-rate experience. We suggest that service 

ǎƘƻǳƭŘ ōŜ ǇŜǊǎƻƴŀƭƛǎŜŘΣ ŀǘǘŜƴǘƛǾŜ ǘƻ ŎǳǎǘƻƳŜǊΩǎ 

needs and memorable. 

Crucially, the level of service provided should     

remain constant as disparate experiences can deter 

customers. Our mystery shopping services can help 

you to achieve such an objective and provide an 

insight into the customer experience which is so 

vital to endurance of the recession. 

With Mr Mayfield of John Lewis crediting their con-

tinuing profits throughout the recession to their 

prominent service ethic, it seems that customer 

ǎŜǊǾƛŎŜ ŘƻŜǎƴΩǘ Ƨǳǎǘ ŜƴŀōƭŜ ǎǳǊǾƛǾŀƭ ōǳǘ Ŏŀƴ ŀŎǘǳŀƭƭȅ 

boost profits. 

It can be easy to forget about the importance of 

service in these times. However, it should not be 

pushed to the back of the shelf. Far from becoming 

less important during the recession, service has 

actually become the bolster for small businesses. 

So there you 

have it, the 

best way for 

you to ride 

out this 

wave of    

recession is 

on a service 

board. 
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Mobiles Ring True people instantaneously, anywhere in the world and at 

any time. So how can you take advantage of this     

commonplace technology? Just pick up your phone 

and do the same thing you always do, text! 

Retailers can use texts to advise customers of the 

shipping status of their order, offer them  exclusive 

discounts or remind them about nearing 

events, such as sales. Restaurants can send 

customers their booking details or targeted 

promotions. Service providers can offer ap-

pointment reminders and request confirma-

tions. 

With the recent introduction of iPhones, the 

brave among you can even develop iPhone 

applications enabling customers to browse 

your website whilst on the move. 

With apposite use of mobile marketing technology 

you become more than a detached business, you   

become a friend. So follow our advice and tap into 

this untouched resource, the possibilities are        

endless. 

To make a business more successful, you simply need 

to keep up with social trends. 

In our last issue we explored the prevalence of        

multi-channel shopping and in particular use of the 

internet as tools for business growth. 

We discussed the options that were 

already out there, exploring how to  

utilise them proficiently. However, we 

now go one step  further and suggest a 

novel and innovative channel for you 

to profit from. 

The estimated number of global      

mobile phone users in 2008 is four 

billion  according to the International                             

Telecommunications Union. Despite these phenomenal 

statistics, the mobile remains a predominantly           

untapped resource by retailers. We believe that these 

conspicuous numbers should not be ignored. 

Mobiles provide a  means of reaching  vast  numbers of 

The Heat is On! 

I can think of few negatives associated with a          

welcome spell of good weather in the country of    

perpetual rain. However, heatwaves bring with them 

more hidden  dangers than just a red face. 

BDO Stoy Howard has revealed in their ΨIƛƎƘ {ǘǊŜŜǘ 

{ŀƭŜǎ ¢ǊŀŎƪŜǊΩ that like-for-like growth fell by 7.8% in 

the last week of June as the temperatures soared. 

Homewear and fashion retailers fared the worst, with 

growth falling by 8.3% and 9.3% respectively. 

These figures are being blamed upon the intense heat 

that we experienced during the same week. Consumers 

chose to take advantage of the favourable weather 

rather than hit the shops. 

However, heatwaves do not bring bad news for all.   

Supermarkets and those in the leisure industry can         

benefit from increased custom as a consequence of 

good weather and as we all well know, providers of 

beer too revel in such good fortune. 

It is still debated whether or not the net effect of  

heatwaves benefits the economy as a whole. Some 

remain convinced that it results in a positive effect. 

However, the Centre for Economics and Business     

Research is more pessimistic, estimating that a      

heatwave can cost up to £280m a day.  

Nevertheless, whatever the deliberators decide, we      

believe that you can turn the weather to your          

advantage with a bit of anticipation, planning and   

innovation. It is fair to say that there is no product 

which is free from correlation with the climate.       

Concentrate your efforts on promoting the product 

most pertinent to the current conditions. Use your 

ingenuity to attract customers when the                 

temperatures soar, something as simple as an ice cold 

cup of water would certainly get me through the 

door. 

It seems that suncream is not the only necessary tool 

in a heatwave, but forethought and initiative are    

essential too. 



 

Customer Insight Update 

Dishonourable Mention 

Outsourced call centres could also be to blame 

for the poor performances. I know I am not alone 

in having experienced the sheer frustration of a    

regurgitated call centre script as opposed to a 

considered and personalised response. This      

highlights the importance of valuing your           

customers by taking time to listen to their         

individual needs and responding appropriately. 

Already angry customers and outsourced call      

centres are not something that smaller retailers 

typically deal with. However, do not be fooled 

into thinking that they are exempted from poor 

performances in relation to customer service. 

My particular gripe is coffee shops. Clearing my 

own table before being able to enjoy my coffee 

and cake is becoming a more than regular        

occurrence. The remainder of my visit is already 

tainted and I leave feeling riled and not relaxed. 

However, my experience remains clandestine and 

the company impune. They do not learn from 

their mistakes. 

Improvement is necessary for success, but        

improvement can only come from knowledge. So 

it is just as important to highlight the inadequate 

performances alongside the good. More publicity 

should be conferred upon bad customer service if 

we are to see progress which benefits us all, as 

retailers and consumers. 

So now it is your turn to stand up and be 

counted, but make sure it is for the right         

reasons. 

First Place 
Customer  
Cruelty 
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Commendations for exceptional customer service are 

widely publicised, but what about the criticism? We 

have all had atrocious experiences as consumers and it 

is undoubtedly true that none of us are strangers to 

ǘƘŜ ǿƻǊŘ ΨŎƻƳǇƭŀƛƴǘΩΦ 5ŜǎǇƛǘŜ ǘƘƛǎΣ ǿŜ ŀǊŜ ƻƴƭȅ ƳŀŘŜ 

aware of the companies providing a good customer             

experience and not those providing a bad one. 

In our opinion, it is just as important to expose poorly 

performing companies as it is to credit them because 

mistakes need to be learnt from. 

MSN Money appears to be one of the few prepared to 

take that bold step of publicizing poor performances in 

their annual Ψ/ǳǎǘƻƳŜǊ {ŜǊǾƛŎŜ Iŀƭƭ ƻŦ {ƘŀƳŜΩ. Among 

the top 10 worst companies were AOL, Capital One 

and HSBC. 

With financial and telecommunication commerce 

dominating the table of poor performers, their         

response is often that they predominantly deal with 

already upset customers as a consequence of the       

nature of services they provide, in contrast to fashion 

retailers. However, we do not feel that this is a          

convincing defence, even disgruntled customers can 

still have a positive experience. 

We believe that it is the way a customer is dealt with 

and not their indignation which is crucial. You must 

treat your customers with benevolence and respect. If 

you endeavour to understand their problem and       

demonstrate a willingness to do all you can to help 

them then customers will come away with a good      

experience, even if their problem has not been        

completely resolved. 


