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Talkingabout
a revolution

Multichannelshopkeeperslooking to growsalesarerediscoveringtheart of conversation.
ChloeRigbyfindsouthowretailerscanengagewiththeircustomers

,

bothonandoffline.

TIMEWAS
,

andnotverylongago ,

whenwesat at

homeandlistenedasradioandTVadstolduswhat to buy
andwhere to go to get it .Today thechancesarethat
instead of passivelyabsorbingadvertisingmessages ,

active
onlineresearch formsthebasis of ourbuyingdecisions.

ForbynextsummertheInternetwillovertake televisionas
themostconsumed form of media

, according to a recent
Microsoftreport , EuropeLogsOn .Thereportpredicts a

socialmediarevolutionwherethebalance of power
movesfromthemassmedia to themedia to a

"

usergeneratedsocialmedialandscape , whereconsumers
dictatewhattheywant to seehear

or readabout. "

In otherwords
,
thefuture is abouttheindividual .And it

willbetheretailerswhofindways of treatingtheir
customersas Individuals whowillbethemostsuccessful in

thisbravenewworld . It'
s at onceanenormouschallenge

andopportunitybutforthosewhosucceed in engaging
theircustomersbothonandoffline

,
theaudience is global

andtherewardenormous.
Thatmeanstalking to consumersabouttheirinterests

andpassions ,
andworking to earntheirattention . It' s

aboutpuffing thepersonalbackintocustomerservice
,

whether a customer is in yourshop , browsingyour
catalogue ,

or visitingyourwebsite - andthebottomline is

financial . For
, saysNigelStephenson , marketingmanager

at multichannelretailconsultancy K3
,
customerswhobuy

through a number of channelsspendmoremoney ,

anythingfromeight to 14timesasmuchassomeonewho
buysthroughoneindividualchannel.

GETTINGTOKNOWYOURCUSTOMERONLINE
Forallthewhizzandflashthattechnologycanadd to the
e-commerceexperience , having a virtualshop is notso
veryfarremovedfromhaving a realshop . At itsbest

, says
MalcolmDuckett

,
VP of marketingandoperations at

SpeedTrap , buyingonlineshouldbe
a lotlikegoing to a

cornershop , wheretheshopkeeperknowsyourname
,

knowswhatyoubought lasttimeandwhatyoumightlike
to trythistime.

So If
a website

is to belike a realshopkeeper,

Itsfirstjob
is to recognizeandidentify individualcustomers - whether
therearehundreds

,
thousands or evenmillions

of them .
In

theonlineworldthistask is automated . SpeedTrap' s

software
,

forexample , capturesreal-timedataon
individualcustomersandprospects .Byassigningthem a

number
, theycanberecognisedfromthefirsttimethey

comeontothewebsiteand a recordkept of whatthey
look at online .

At firsttheywillbejustbe a number
,

butas

theyregisterandmakepurchases or signup to email
updates ,

theretailercanput a name to theonline ' face' .

Andastheindividualrecordsaccumulate
,
the

technologycanstart
to predictthecustomer'

s behaviour
,

allowing them
to putproducts or specialoffers in front

of

MSHKGroup Ministry of Sound

FromtheMinistry of Soundclubvenueand

recordingstudios
in London

,

theMSHKGroup
hasdeveloped a globaldigitalentertainment and

Idancemusicbrandreachingout
to 1.5million

uniqueusers a month.
Thecompany' s website . mimstryofsoundcom

,

is
at theheart of marketingandecommerceactivityfor

theMSHKbrands
, fromMinistry of Sound

to Hard2Beat . ButMSHK
alsoconnectswithcustomersthroughmediafromclubnightsand
tours

to studiosessions
,
e-commerceCDsales

,

to intemetradioand
TVbroadcasts thataresyndicatedworldwideand ' Phone applications.

It'
s two-waycommunication - theradioaudiencecontributeswith

emailsandtextswhileCD-buyers answersurveys . Socialnetworking
is a keydriver - theMinistry of Sound

'

s Facebook pagegets
thousands of newsign-ups a

week
,

whileuse
of MySpaceandBobo

is

tailored to eachbrand.
Sixweeksafteritse-commerce providercollapsed ,

the
mimstryofsoundcoolwebsitewasrelaunchedbyaninhouseteam

of

fourasane-commerce
,

brandpromotionandmarketingtool .
A

backenddatawarehousing andeCRMsystem , developed in house
,

tracksandprofilescustomer preferences andcross-sells relevant
music

,

events
,
merchandise andlicensedproducts fromacross its

brandportfolio . Wearestarting to build a picture of whobuysus
,

where theybuyandwhat
elsetheybuy,

"

sayshead of

Internet RudyTambala .

"

At

themoment
,

0.2percent of

ourownmarketbasebuys
directly fromus . Wenow
want to haveabout1.5per
cent of ourownmarket -

it' s

a
massiveincreaseand it

is

quiteeasilyachievable .

It

maynotseem likeimportant
numbersbut it makesan
importantdifference to the
businessbecausethe
marginsaresomuchbetter
forus.

"
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themthattheyknowfromtheirexperience of the
customerwillappeal.

"

If youcanunderstandwhatthecustomer is trying to

achieveandrespondwithsomethingsensible
, your

chances of making a salearevastlyhigher,

"

saysDuckett.

OFFERINGPERSONALSERVICE
Personalservicegoesbeyondmakingthesale .

It'
s about

building a relationship forthelong-term ,

andencouraging
repeatbusiness .Formultichannelretailers

,
thiscanhappen

through a variety of methods
,

fromdealingwithcomplaints
in

a callcentre to emailfollow-ups to makesurethe
customer experiencewas

a goodone .Thelatestresults
fromInternetRetailing' s InspirationIndexconfirmsthat
retailerswhocandealwitha

widerange of customer
issuesand impresseventhosecustomerswhohave a

complaintarewinning thembackforfuturetransactions.
MultichannelretailersAppleandJohnLewisbothwon
praiseforthewaytheircustomerservice teams " turned

problemsintoopportunitiesfordelight
" byoffering

customershelpthatwentbeyondtheconfines of
the

written rules.
Cannyretailersarenowtakingadvantage of the

opportunitiesthattheonlinechanneloffers to improve
customerservicewhilereducingcosts

. Forexample ,

multichannelstrategisteGainis workingwithArgos to

reducethecostof engineercalloutsbycreating a

troubleshootingresourceavailableboth to callcentre
agentsandcustomersonline .

eGain
,
whoseclientsalso

includeNet-a-PorterandtheArcadiagroup , sayssuch
strategiescansavemoneythatcanberedirected to offer
excellentservice to recognisedselectedgroups of

customers .Forexample ,

contactcentreagentsmonitoring
thewebsitemightseewherehigh-valuecustomersare
having troublemaking a purchaseandopen a dialogue
box

in thecustomer' s screen to giveadvice in a

one-toonechatsession .Anotheroption is cobrowsing ,

where a

contactcentreagentsharescontrol of thecomputer
screen to leadthecustomer throughthetransaction

,

thoughconfidentialinformation suchascreditcarddetails
wouldstayhiddenfromtheagent . Butequally ,

the
informationsourcesthatliebehindtheseinteractionscan
beused to provideautomatedadvicedeliveredthrough a

virtualassistant or avatar.

LISTENING ASWELLASTALKING
Innovative retailersarenowstarting to takethenextlogical
stepbyinitiatingdirectconversationswiththecustomer

thoughsocialmedia .LukeRegan ,

head of socialmedia at

digitalmarketingagencyLatitude
, points to T-shirt

companyThreadlesswhichtalks to itscustomers through
MySpaceandTwitter

,
andaskscustomers to voteforthe

designsthat it makes
,
thusensuring a pipeline of interest

andadvanceordersforitslatestoffering.
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:

Byrememberingeachcustomer' s behaviourfromday
one

, youcanbemorerelevantandimprovecustomer
engagementacrossallthechannels . Source : SpeedTrap
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Usingsocialmediamayseemdaunting ,

but
, saysRegan ,

it' s justanotherform of communication .Itsreallife
equivalentmightbe

a conversation in thepub ,

or a call to

customerservice . Butsocialmediatoolsallowretailersand
brands to harness thepower of thoseinteractions . Twitter

,

forexample ,
couldbe a salespromotion tool

, delivering
messages onthelatestdiscounts

,
whilebymonitoring

specialist forums
, companiescanfindoutwhattheissues

arewiththeirproducts - andcanthenrespond.
Regansays :

"I think it willbecomeroutinethat if youpost
a messageon a forum

or onTwitter
,

it becomean
expectationthatyourcompanywillhave a service to

answer that.
"

It willbecomemorecommonplace . If youdon' t

respond it willbecomeincreasinglyas if youdon' t care
aboutyourcustomers. "

MEASURINGTHEEFFECT
Soonceyou' veinvested in talking to yourcustomers

,

how
doyoumeasuretheeffectyouarehaving?Technology
meansthateverythingcanbecountedandanalysed
fromthefluctuations

of sitetraffic
to thenumber

of

commentson a corporateblogpost .Webtrends is one of a

numberof companiesthathasdevelopeduser-friendly
analysistools . At-a-glancedashboarddisplaysanalyse
websiteactivityagainstkeyperformance indicators

,
and

marketerscanusethesystem to seewhateffectindividual
campaignsarehaving.

Webtrends'ColetteWade
,
director of marketingfor

EMEAandAustralasia
, saysmostconsumerswilluse a

variety of channelswhentheyaremaking a purchase
and it' s important formarketers

to knowhowthatsale
happened in order to understandthecustomer' s

behaviour . Retailersmightask a customer
,

astheymakean
onlinepurchase ,

whetherthey' vebeen to theirhighstreet
shoprecently ,

forexample .Bymeasuringwheresalestake
place ,

marketerscanthenlook
to influence theplace

wherethesaletakesplace . Thatmightbe
, saysWard

, by
emailing to offer a discount in store .Otheroptionsinclude
web-onlyoffers or discountvouchercodes.

LESSONSFORTHEHIGHSTREET
Butthekeychallengenow

,

is notsomuch to tracktherole
thestorehasplayed in theonlinesale

,

but to develop
betterways of includingotherchannels in instoresales . For
whileretailerscanhave a verydetailedpicture of who
theircustomersareonlineandthroughcallcentre
interactions

, theyhaverelatively littleideawhotheir
customersarewhen it comes to thehighstreetshop.

Thatpersonwalking in thedoorcouldbe a long-term
customer - or a first-timevisitor . Butgetting to knowthem is

asvitalinstoreasonline . Sohowdoyoudoit?
K3' s Stephenson points to someverypractical

point-ofsale methods
,
fromhaving a loyaltycard to beswiped or

asking if thecustomerreceivesthecatalogueandlooking
uptheirpostcodeanddetails

to addtherecord of the
instorepurchase to

themultichannelcustomer record .This
is a challenge ,

hesays ,
that is peculiar to thebricksand

mortarretailer
:
afterallcustomersexpect to giveuptheir

identityonline
,

In order to make a purchase ,
whilecall

centresimmediatelyidentifyindividualsbyaskingfortheir
postcode or accountnumber.

Theart of conversation : whattheexpertssay

Getting to knowyouronlinecustomer
in lots of wayspeoplethinkabouttheonline

spaceasbeingimpersonalailanonymous ,

but it ha thepossibility to
bemorepersonal ,

moresothan a supermarket ,

"

Joiningupthechannels
"

Thechallenge forretailers is verymuch
abouthowwejoinupthosedifferent

channelsandprovide a coherentsingle

experience of yourbrand .
If youmake

it

convenientfarthecustomer to buyin theway
thatsuitsthemwhentheywant to buyfrom

you ,

it
is

" emarkable to seehowmuch theaverage

spendwillgoup. "

NigelStephenson . imrketingmanalf7r.

'

ff yougointoanyone
of

theretailer'
s physicalsites

, regardless of

whoyouareyoucantalk to a physical representative of theretailer
andhaveanyquestionanswered . Youcarputthatinformationonthe
website at noextracost
IanRawlings ,

eGain' s NorthernEuropeansalesma / miler

Listeningaswellastalking
"

Youcanseesocialmediaasa threat or an

opportunity - andthedifferencebetweenthetwo
is understandingthere is nphidingplacereally

in
theconnectedworldweare in now .

If you
have thatidea

of excellentcustomerservice

andproductthenthere is nodownside to

socialmedia. "

LukcRogan ,

head
of socialmedia

,

Latitude

Lessonsforthehighstreet
'

Peoplearestillinvisibleuntiltheyconvert . Onlineyougiveupyour
anonymityforsomething ; you' re telling theretailerwhoyouareand
thatallowsthem to engageyou in a conversation . That is whenthe

relationshipreallybegins . It'
s
allaboutunderstandingwhoyouareand

whattheretailercandoforyou.'
ColetteWads

,

Webtrends, director of marketing ,

EMEAandAustralasia

CHALLENGES FORTHEFUTURE

Getting to knowyourcustomer is key to building a long-term
fruiffulrelationshipwiththem .Butwherewillthelimitsbe?

Whilethere' s greatpotential forthegrowth of social
media

,

it seemsthattheissue
of identity is onewe' ll have

to get to gripswith .Onegrowingarea is in onlineforums.
Buthere

,

mostusershavedevelopedseparate identities
fromthe ' real '

identitythathas
a creditcardnumberand

makespayments . Willthosetwoidentitiesconverge in

time?Willindividualsbewilling to forgotheironlineprivacy
in theirrelationshipwithretailers in order to getdiscounts or

loyaltypoints?
Theanswer is notyetclear - but if thechangesthat

we' vealreadyseenareanything to goby ,

therecouldbe
plenty of surprisesahead .

"
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