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COMMUNICATIONS TAKES
RETAIL CENTRE STAGE

hether youre talking about

connectivity and data transfer,

or just all forms of essential
interactions between retalers and their
suppliers, business partners and customers,
cornmunication technnology increasngly takes
centre stage.

The communications of any retaller
supported by its technology based
infrastructure
CONGCITIC Tirnes, 1o atracting and retaining
custormers. In fact, best-n-class companies far
custormer feechack are |8 times more |kely 1o
increase customer satisfaction, and 44.5 times
more likely 1o increase customer retertion,
according to a customer experience report
based on the analysis of |50 enterprises, by
Customer Experience Management (CEM)
programme provider; Empathica and co-
sponsored with researcher, Aberdeen Group.
The report, The Return On Investrrent

an Customer Feedback: Why t Pays to Listen
to theVioice of the Customer” categorised

is perhaps most key in uncertain

organisations based on their use of customer
feedback in relation to four main performance
criteria: customer problem resolution, customer
satisfaction, customer retention and customer
acvecacy Companies were then divided irta
best-in-class” “industry average” and “laggard”
categories based on the analysis,

Best-in-class organisations were found 1o
be reaping benefits from customer feedback
management programs, The leading companies
were more than twice as lkely as ther
counterparts o have an established process
that tracks customer feedhack across a
departments and channels

Crary Echwards, Empathica client services
executive vice president sad:" The harsh
reality of a gobal economic recession has put
COMpanies under mare pressure than ever 1o
mprove customer satisfaction and retertion,”

Aberdeen Group's Jeff Zabin added:

“Our findings shows the improverments that
companies have realised as a result of customer
feedback intiatives, By putting in place the

right technalegies, organisational resources,
business processes, and performance metrics,
organisations can leverage customer satisfaction
to grow and succeed dunng these difficul
times.”

At the same time, the technalogy
nfrastructure that ferms the backbone 1o
all imteractions, be 1t customer feedback,
an e-commerce website or sales data
from tils, comes under additional pressure
to sUppart essental business operations.
Research cormmissioned by MNetwerks First,
an independent provider of support services
for network infrastructures to the retall sector,

revealed that less than three quarters (7236)
considered industry accreditations — beth at
company and engineer level — either important
or'very important when performing due
diligence.

A further 3% also did net place much
impartance on quality and security standards
such as 150 27001 and 150 9001 or customer
references (28%).

MNearly half of respondenits (45%) placed
importance on the ability of a previder to offer
a'one stop shop' of services, However, the area
of due dligence which the retail sector deemed
least mportant was in relation to f the serice
praovider had access to manufacturer technical
assistance certres, with less than | in 3 (30%)
rating this as ‘impeortamt’ or very important’

Commernt ng o the ﬁndmgs, Peter Tramus,
MNetworks First managing director wamed:
“Without manufacturer dacked technica
assistance suppart, vou can't ke sure your
equiprment is fully registered and therefore
reeting legal requirernents It alse puts you at

risk of not getting the appropriate technical
updates as they become available or having the
necessary support when required. The retail
sectar really nesds 1o be thinking about haw
critical it considers its T netweorks and putting
far more emphasis on due diligence in this
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