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Channelling Your Energy 
Keeping pace with technological developments, 

retailers are now reaching customers through a 

range of media with the aim of increasing sales.  

Retailers are making increasing use of catalogues, 

TV shopping channels and mobiles, but the most 

prominent form of multi-channelling is undoubt-

edly the use of websites. 

With 62% of adults now shopping from home,  

according to the wƻȅŀƭ aŀƛƭΩǎ IƻƳŜ {ƘƻǇǇƛƴƎ 

Tracker Study published last August, websites can 

prove a powerful tool for retailers. However, if not 

used correctly multi-channelling can actually result 

in a loss of custom. 

The 2008 Tealeaf Survey revealed that 41% of  

people would abandon a transaction or even 

switch to a competitor if they experienced      

problems transacting online, proving that           

customer experience is the key to multi-channel 

success. You must ensure that the level of          

customer service is consistent across channels. 

It is imperative that channels are seen as           

compatible rather than competing. When the 

online business has been insufficiently explained 

to store staff they view it almost as a rival.         

Appropriate training and monitoring of staff      

enables them instead to promote the website,   

improving its effectiveness. 

Our advice is that websites should try to            

personalise their service as much as possible and 

up-sell based on past customer purchases.        

Consumers currently use the internet to avoid  

impulse buying, particularly in the current         

economic climate, but with an intuitive and       

personalised online service it is possible to restore 

that temptation. 

We believe that websites must not be treated as 

inferior. They must be given the same care and  

attention as that devoted to stores if they are to be 

ŀ ǳǎŜŦǳƭ ǘƻƻƭΦ ²Ŝ Ƴǳǎǘ ŀǇǇƭȅ ǿƘŀǘ ǿŜΩǾŜ ƭŜŀǊƴŜŘ 

about customer service from stores to the internet 

and offer a parallel customer experience. 

We contend that mystery shopping of                    

multi-channels is the best way of ensuring such an       

objective is achieved. Our service provides          

invaluable customer insight which can be used to 

improve the effectiveness of all channels. 

So it is true that 

m u l t i -c hanne l       

s h o p p i n g         

offers retailers 

l u c r a t i v e          

oppor tun i t ies , 

but users be 

warned, unless 

treated with   

respect it can bite 

back. 
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How Much Does a Smile Cost? 

A smile may cost nothing, but we are able to put a 

price on it. The best customer service is always     

accompanied by a smile and it is good customer 

service which keeps customers coming back time 

and time again. 

In our last issue we explored the merits of          

Hospitality Assured, a scheme which helps          

hospitality businesses create a good service culture. 

Now the National Skills Academy has launched its 

Ψ{ƳƛƭŜǎ ƻŦ .ǊƛǘŀƛƴΩ ŎŀƳǇŀƛƎƴ ŀƛƳŜŘ ŀǘ ƛƳǇǊƻǾƛƴƎ 

customer service in the hospitality trade. 

wŜŎƻƎƴƛǎƛƴƎ ǘƘŀǘ άŜȄŎŜƭƭŜƴǘ ǎŜǊǾƛŎŜ ǎǘŀǊǘǎ ǿƛǘƘ ŀ 

ƎǊŜŀǘ ǿŜƭŎƻƳƛƴƎ ǎƳƛƭŜέ ǘƘŜ b{! ƛǎ ǊǳƴƴƛƴƎ ŀ     

competition to find the top 20 smiles in hospitality. 

These smiles will be collated into a montage       

representing the best of British customer service 

ŀƴŘ ƻƴŜ ǇŜǊǎƻƴ ǿƛƭƭ ōŜ ǎŜƭŜŎǘŜŘ ŀǎ .ǊƛǘŀƛƴΩǎ {ƳƛƭŜ 

Ambassador 2010. 

This back to basics approach highlights the          

importance of friendliness and approachability in 

providing a pleasant customer experience. Good 

customer service in the hospitality industry is a 

must if businesses are to prosper and the simplicity 

of a smile can provide the building blocks for 

achieving this. 

I, for one, am all for more smiling. After all, a smile 

costs nothing and rumour has it, it results in fewer 

wrinkles than frowning. 

Having harnessed the power of catalogues and 

websites, perhaps the next step for retailers is to 

make use of social networking sites. With more 

ǘƘŀƴ нлл Ƴƛƭƭƛƻƴ ŀŎǘƛǾŜ ǳǎŜǊǎ ƻƴ ΨCŀŎŜōƻƻƪΩ ŀƴŘ 

ƻǾŜǊ о Ƴƛƭƭƛƻƴ ƻƴ Ψ¢ǿƛǘǘŜǊΩ ǊŜǘŀƛƭŜǊǎ Ŏŀƴ Ǝŀƛƴ ŀŎŎŜǎǎ 

to entirely new consumer markets. 

Social networking sites can provide a valuable  

ƳŀǊƪŜǘƛƴƎ ǘƻƻƭΣ ŜƴŀōƭƛƴƎ ǇŜƻǇƭŜ ǘƻ ōŜŎƻƳŜ ŀ ΨŦŀƴΩ 

of the brand or allowing retailers to advertise    

promotions.  

The Smell of Tweet Success! 

Using the sites as a method of inviting feedback 

provides retailers with an insight into customer 

experience which can then be drawn on to         

improve current service with a view to both       

retaining current custom and attracting new     

business. 

By providing retailers 

with the opportunity 

to have two way                         

conversations with       

c u s t o m e r s                      

relationships can be     

fostered, making          
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On top of this, though, the 

sites can also be used as 

part of a customer insight       

strategy.  

consumers feel valued and encouraging them to 

remain with the brand. 

Guy Stephens, the Online Help Manager for      

Carphone Warehouse, believes that Twitter allows 

ƘƛƳ ǘƻ ŎƻƴŦŜǊ άŀ ƘǳƳŀƴ ǎƛŘŜέ ƻƴ ǘƘŜ ŎƻǊǇƻǊŀǘŜ 

ƛƳŀƎŜ ŀƴŘ άŜƳǇŀǘƘƛǎŜ ǿƛǘƘ ǘƘƻǎŜ ŎǳǎǘƻƳŜǊǎ ǿƘƻ 

ŀǊŜ ŜȄǇŜǊƛŜƴŎƛƴƎ ǇǊƻōƭŜƳǎέΦ 

The value of such an intuitive and personal       

approach should not be underestimated. These 

channels can prove to be a valuable resource. But 

be warned, use of such a site should be taken   

seriously and offer a parallel level of customer 

experience to stores if it is to be effective. 
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Websites are currently seen as a 

supplement to stores, but their 

p o w e r  m u s t  n o t  b e                      

underestimated. 

The PayPal UK Online Retail Report 

recently undertaken by Experian 

estimated that online sales are set 

to double in the next few years. It 

is predicted that online retail will 

account for £21.3 billion of sales by 

2012. 

In stark contrast, high street sales 

are forecast to fall by £8.3 billion 

over the same period. 

With many retailers struggling 

through the recession, online retail 

could prove to be the light at the 

end of the tunnel. Retailers who 

are not looking to develop the 

electronic side of their business are 

missing a trick. 

We are entering a new epoch of 

retail with online sales offering 

άǘƘŜ ŦƛǊǎǘ ƘƻǇŜ ƻŦ ŀ ƎŜƴǳƛƴŜ Ǉƻǎǘ-

ǊŜŎŜǎǎƛƻƴ ŜǊŀ ƛƴ ǊŜǘŀƛƭέ ŀŎŎƻǊŘƛƴƎ ǘƻ 

the report. The boat that is online 

ǊŜǘŀƛƭ ƛǎ ŀōƻǳǘ ǘƻ ǎŜǘ ǎŀƛƭΣ ǎƻ ŘƻƴΩǘ 

miss it. 

Could E-tail 
Rescue Retail? 

Promoting Good Practice 

Recently we suggested that an innovative and useful way 

for retailers to drive growth would be to mystery shop the 

promotional and voucher schemes that they offer. Without 

this aid, promotions can fall flat on their feet wasting both 

time and money. 

In the current recession promotional schemes are becoming 

ubiquitous. Peter Martin of Peach Factory observes that 

άǇǊƻƳƻǘƛƻƴǎ Ƴŀȅ ōŜ ǘǊƛƳƳƛƴƎ ƳŀǊƎƛƴǎ ŦƻǊ ǘƘŜ ƭŜŀŘƛƴƎ Ǉǳō 

and restaurant operators, but they are helping to keep      

ŎǳǎǘƻƳŜǊǎ ŎƻƳƛƴƎ ǘƘǊƻǳƎƘ ǘƘŜ ŘƻƻǊǎέΦ 

With more competitors jumping on the promotional band 

wagon, you must do more to make your campaign stand out. 

Although price is a significant factor affecting consumer 

choice, it is by no means exclusive and customer experience 

should not be ignored in favour of price. 

The most effective promotions are simple to find and use, 

ŀǘǘǳƴŜŘ ǘƻ ŎǳǎǘƻƳŜǊǎΩ ŘŜƳŀƴŘǎ ŀƴŘ ŜƴƧƻȅŀōƭŜΦ {ǘŀŦŦ ƴŜŜŘ ǘƻ 

be aware of the schemes and able to publicize them.         

Promotions should also be harmonious across channels,   

publicised both in store and online and available to use 

across all channels. 

The mystery shopping of promotions enables you to gauge 

the effectiveness of campaigns. The lessons learnt will pro-

vide you with an opportunity to improve customer experi-

ence allowing you to stand out from the competition. 

In the recession competition is now higher than ever, but it 

must be borne in mind that everything is still to play for. So 

Ǝƻ ƻǳǘ ǘƘŜǊŜ ŀƴŘ ǇƭŀȅΣ ǿŜΩƭƭ ǇǊƻǾƛŘŜ ǘƘŜ ōŀǘΦ 
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