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Channelling Your Energy

Keeping pace with technological developments; '
retailers are now reaching customers through
range of media with the aim of increasing sale
Retailers are making increasing use of catalog
TV shopping channels and mobiles, but the m
prominent form of multichannelling is undoubt
edly the use of websites.

With 62% of adults now shopping from hom
according to thew 2 & | € al Af Qa
Tracker Studypublished last August, websites ¢
prove a powerful tool for retailers. However, if nof;, ., temptation.

used correctly multchannelling can actually resul{y,o pelieve that websites must not be treated as

in a loss of custom. inferior. They must be given the same care and
The 2008 Tealeaf Survepevealed that 41% of yyention as that devoted to stores if they are to be
people would abandon a transaction or evep 4% & F dz G22f® 28 Ydz i

switch to a competltor 'f_ they exPerlencedabout customer service from stores to the internet
problems  transacting online, — proving  thal, 4 sfter a parallel customer experience.

customer experience is the key to mudthannel We contend that mystery shopping of
success. You must ensure that the level @i, channels is the best way of ensuring such an
objective is achieved. Our service provides

It is |mperat|ve that channelsl aré  Seen  J{valuable customer insight which can be used to
compatible rather than competing. When th‘?mprove the effectiveness of all channels.
online business has been insufficiently explainesd

. . ~So it is true that
to store staff they view it almost as a rival. .
multi-channel

customer service is consistent across channels.

Appropriate training and monitoring of staff . Page 2
. . Shopping ... ...............
enables them instead to promote the website, .
) . , offers  retailers Page 2
improving its effectiveness. N
_ ] . lucrative
Our advice is that websites should try to . Page 3
. . . . opportunities, B et
personalise their service as much as possible akr;d
ut users bef ™ Page 3
up-sell based on past customer purchases.
) .Warned’ UNlessEeseiRe i i cccccccccccccccssccncsns
Consumers currently use the internet to avoid . Page 4
oulse buvi icularly in th ttreated with BN ...
impulse buying, particularly in the curren . .
P ) y g P i y o respect it can bite Page 4
economic climate, but with an intuitive an ack,  EERRRRRccccccceeeeeeeeeeeeees

personalised online service it is possible to restore
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How I\/Iuch Does a Smile Cost?

wSO023yraAry3d (Kl 46SEOST
ANBFG oSt ozvxya AYAf Se
competition to find the top 20 smiles in hospitality.
These smiles will be collated into a montage
representing the best of British customer service
: FYR 2yS LISNER2Y @Attt 0S
A smile may cost nothing, but ware able to puta aAmpassador 2010.
price onit. The best customer service is alwaySrhis back to basics approach highlights the
accompanied by a smile and it is good custom@mportance of friendliness and approachability in
service which keeps customers coming back timﬁroviding a pleasant customer experience. Good
and time again. customer service in the hospitality industry is a
In our last issue we explored the merits Ofyyst if businesses are to prosper and the simplicity

Hospitality Assured, a scheme which helpgf 3 smile can provide the building blocks for
hospitality businesses create a good service culturgchjeving this.

Now the National Skills Acadentyas launched its | for one, am all for more smiling. After all, a smile

W{YAtSa 2F . NRAUIAYQ Olc¥stdihdinihy andrdmbud s ithithesufts YnlidMEr &

customer service in the hospitality trade. wrinkles than frowning.

The Smell of Tweet Success!

Having harnessed the power of catalogues an@y providing retailers
websites, perhaps the next step for retailers is towith the opportunity
make use of social networking site$Vith more to have two way
GKFY wnn YAtfA2y I Od A @dhversatioBsNEwith
2P0SNJ o YATTA2Y 2y WegAdiuSNDmMNB s
to entirely new consumer markets. relationships can be
Social networking sites can provide a valuabfestered, making
YIENy SGAy3 dz22t3 Sylot A brdumels RdidlaRied bid eﬁc&%@inﬁ Fhenh to ¥
of the brand or allowing retailers to advertiseomain with the brand.

promotions.

On top of this, though, the
sites can also be used a
part of a customer insight
strategy.

Guy Stephens, the Online Help Manager for
Carphone Warehouse, believes that Twitter allows
KAY (2 O2yFSNI ab  KdzYl y
AYF3S YR aSYLI GKAAS gAl
I NB SELISNASYOAYy3 LINRO6E SY
Using the sites as a method of inviting feedback'® Vvalue of such an intuitive and personal
provides retailers with an insight into customefPProach should not be underestimated. These

experience which can then be drawn on tghannels can prove to be a valuable resouiget
improve current service with a view to bothbe warned, use of such a site should be taken

retaining current custom and attracting newsS€riously and offer a parallel level of customer
business experience to stores if it is to be effective.
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Promoting Good Practic

Recently we suggested that an innovative and useful wa
for retailers to drive growth would be to mystery shop the
promotional and voucher schemes that they offewithout

this aid, promotions can fall flat on their feet wasting both
time and money.

In the current recession promotional schemes are becomiig

ubiquitous. Peter Martin ofPeach Factoryobserves that
GLINREY2GA2YE YI& 06S GNRAYYAY,
and restaurant operators, but they are helping to kee
OdzaGt2YSNA O2YAy3 (KNRdAAK
With more competitors jumping on the promotional band
wagon, you must do more to make your campaign stand o
Although price is a significant factor affecting consum
choice, it is by no means exclusive and customer experier,
should not be ignored in favour of price.

The most effective promotions are simple to find and us
FdGdzySR (2 OdzaG2YSNEQ RSY!
be aware of the schemes and able to publicize ther
Promotions should also be harmonious across channe
publicised both in store and online and available to uge
across all channels.

The mystery shopping of promotions enables you to gau
the effectiveness of campaigns. The lessons learnt will pf
vide you with an opportunity to improve customer experi
ence allowing you to stand out from the competition.
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In the recession competition is now higher than ever, but it
must be borne in mind that everything is still to play for. So
32 2dzi GKSNB FyR LXlLezr 6SQ
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Rescue Retall?

Websites are currently seen as a
supplement to stores, but their
must not be
underestimated.

ThePayPal UK Online Retail Report

recently undertaken by Experian

power

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 retalil
could prove to be the light at the
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are not looking to develop the
electgpnicsige of their business are
missing a trick.

We are entering a new epoch of
retail with online sales offering
K2LIS 2°
NEOSaaAazy SNI Ay N
the report. The boat that is online
WROh YR Byebarid sh?

miss it.
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