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Department stores offering online
services see happier customers

Omni-channel customers tend to spend more and register higher levels of satisfaction and loyalty. BY NARENDRA AGGARWAL

N an Interesting new development
showing the benefits of providing on
line shopping services on top of the
in-store experience, Jocal department
stores offering digital platforms to cus-

tomers have recorded higher customer satis

faction, loyalty, and average spend.

This has been revealed in the 2017 first
quarter Customer Satisfaction Index of Singa-
pore (CSISG) results for the retail and
Info-communications sectors just released
by the Institute of Service Excellence (ISE) at
the Singapore Management University

‘The institute says that segmenting local
department store customers Into two grou
~ those who shopped at the stores only and
res'digital plat

experienced the stores’ digital platforms like
websites and mobile apps.

In addition, when compared to the e-com-
merce sub-sector's customers, this group of

partment store customers who had used di-
‘gital platforms had similar levels of customer
satisfaction and higher levels of customer loy
alty. “This would suggest that traditional
brick and mortar stores could be better
served and complemented by developing a
robust omni channel presence if they have
not already done <o It can potentially give
them a competitive edge over the e-com
merce retailers,” says Chen Yongchang, head
of research and consulting at the Institute of
Service Excellence.

The institute surveyed 6,070 locals and
830 toursts through face-to-face Interviews
between January and April this year on their
satisfaction levels with entities in the retail
and info-communication sectors.

The institute says that the retail sector

scored 72.1 points on a scale of 0 to 100 for
the first quarter CSISG 2017, a performance
similar 1o the same period last year. Of the
four sub-sectors measured within the retail
sector, fashion apparel, supermarkets, and

retall sector i the first few months of this
year remained the same when compared with
the corresponding period a year ago, cus:
tomer satisfaction with the important
info-communications sector in Singapore has
par

725 points (an Increase.
of0.63 point year on year), 72.4 points (an in-
crease of 0.90 point year on year), and 71.4
points (plus 0.35 point year on year) respect
ively. On the other hand, the department
stores sub-sector scored 71.2 points, a

10 the same period a year 3go.

Info-comms shows significant improvement

THE CSISG 2017 first quarter survey results
put the info-communications sector’s score
at 69.6 points, an increase of 1.10 points
from year ago, a statistically significant im:
provement from the year before.

ts constituent sub-sectors include wire:
less@SG at 70.3 points (plus 0.73 point year
on year), mabile telecom at 70.2 points (plus
1.08 points year on year), broadband at 68.2
points (plus 1.14 points year on year), and
PayTVat 67.4 points (plus 0.75 point year on
year). The institute says that the sub-sectors
‘maintained the customer satisfaction levels
from the previous year. In particular, moblle
telecom and broadband customers were ob-
rved 10 e sy el levels of
customer loyalty the longer they stay sub-
Serbed to s particaar teko, the Instute

‘mar} of 0,95 point over the
previous year.

“The notable improvement in customer
satisfaction with department stores stemmed
largely from maore satisfied locals. This in
crease could be related 1o the revamps of vari
ous stores and product offerings, as well s in-
creased promotional activities targeted at
boosting sy sbe
e the supermarkets sub-sector did not
sy significant chinus In ts CSISG
scores compared with  year ago, customers
Who had fequenty used the sei checkout
counters expressed greater satisfaction
Jevels compared o thas who frequented the
cashier countes
e Chen says. "Olleﬂng retail customers
onlt

Efforts at sharpening the
peogetitlon of epesimen ores re
paying offin the area of customer

satisfaction, says Ms Lachmandas.

Metro's head of business analytics Erwin

hance the customer experience, thereby posit

Neeta Lachmandas, executive director of
the Institute of Service Excellenc “The
retail sector has faced a period of slowdown
n recent years due toa host of issues includ

‘manpower challenges, changing con
sumption pattems and competition from a
growing number of ecommerce retailers
Findings from the CSISG 2017 Q1 study sug-
gest that efforts at sharpening the value pro-
position of department stores in particular
are paying off tn the area of customer satisfac-
tion. The subsector saw a risé in customer
satisfaction by 0.95-point over the same
period last year.”

y
alty”

Cross-industry benchmarking also re
vealed lower satisfaction and loyalty for de-
partment-store customers who shopped only
at the physical stores when compared to the
e-commerce sub-$ector’s customers.

In contrast, department store customers
who had experienced the stores' digital plat
forms had similar levels of customer satisfac
tion and higher levels of customer loyalty
when compared to e commerce customers.

Among department stores, DFS continued
to have the highest score at 73.6 points,
much higher than the sub-sector's average at
71.2 points. Metro was the only store whose
score moved up significantly to reach 71.7
points. “Customer satisfaction s vital to our
business,” Metro's head of human resources
& administration, Esther Ang, tells The Bus’
ness Times. “We are constantly looking at
‘every angle of our business to drive change
‘and Innovate for growth with product design,
quality and value and to constantly raise ser-
vice standards.”

Going online is a given, she adds. Custom-

up
1o a small proportion of the overall sales in
Singapore. But as they are growing, they can-
not be ignored.

At the heart of the DFS experience Is its
‘people, says Wiky Wong, managing director,
DFS Singapore & Indonesia. “They bring DFS
alive for our customers. To ensure our teams
have the tools and skills they need to deliver
a luxurious shopping experience, we invest
heavily in talent management programmes
as well as Jearning and development through
our own DFS University, o enhance aur opera
tians. We are extremely proud of our people
and that the latest CSISG has ranked DFS the
top department store in customer satisfac
tlon.” DFS has developed a keen understand
ing of its customers journey 1o ensure that it
des a luxurious shopping experience,
Ms Wong says. “Technology, especially, has
been an essential tool for us. Not only has it
allowed for increased customer engagement,
butas a travel retailer it enables us to interact
with our customers a them plan their
experience with DFS even before they have
left home.”

Customers today want a seamless offline
1o online experience, says Ms Wong. “We see
the digital space as an extension of the DFS
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and how 1o shop to 8o online or offline to
shwm the brick and mortar stores. At the mo-

per cent of Metro's online customers.
Those the Clck & Collee Service

and empathy were key drivers of loyalty. in
addition to the usual product-related attrib.
h nd

and more comfortable waiting areas at the
stores. he says.

‘portant that we strengthen our online pres-
ence, our in-store retail activities and cus-
tomer engagement must continue to excel
and exceed customer expectations.

The unpormncc of keeping

customers satisfied

BUSINESSES st contine keep on mak-

Asked what the nsttute aims to achicve

fast data speeds.

“While competitive product features will
continue to play a big part in keeping custom-
ers, tis notable that service-related consider-
ations such as 'Mikes the effort to under

this is meas-
ured as the quality customers think they
‘would receive from the telcos prior to their re-
cent experience wun them. Typkaly his 8
shaped by their

ing efforts &
his i Importan fo them and the overall
health of the Singapore economy, says
Neeta Lachmandas, executive director of

lmm sectors of lhe «omy each quarter,

Lachmandas says: “The CSISG provides

o ojecive. Independent benchunar tht
|

mnm to brand iepuuunn The (slsl:

The CSISG model posulatestht beter

ol iaitiad i important at
tributes to drive customer loyalty," says
Chen Yongchang. head of research and con-
sulting at the Institute of Service Excellence
Heattributes the increase in the customer
satisfaction score for the info-communica-
tions sector to higher perceived service quak
ity and higher predicted quality across the
sector, T terms of service quality, from our

says.
higher likelihood to re contract and greater
rance for price Increases.
Further analysis of these info communica-
tions sub-sectors revealed that service attrib-

observations,

 number of service improvement projects
such as re-designing of their stares and on-
line platforms to be more customer centri
For example, we see the implementation of

tomer satsfacton share a positve oo
shi

fvely correlated with customer loyalty md
ther

formance in customer satisfaction year on

year.
“Premised on the bellef that measure-
i d

they would be getting a better experience
with the brand before their recent expert

a business. Higher customer ion
levels also predict lower incidence of cus-

ences tend to pr
i e

mour dbsenvations, there wereanum- |
ber ofpromtionn acviles sod e
Vicesbeing Iunched Bamples nchde the |
taunch of plans that provide more mobile
data, and new data roaming services. The
marketing activities associated with these
launches may have raised the brand reputa-
tion of the telcos, which in tum helped to

utes relating to assurance,

, online appol s

re.” Mr Chen adds.

“Having more satisfled customers m
srests reflienos bocatse thase cutommars
are more likely to be the last to leave and
first to come barl ot of economic
downturn. A mors :d customer base
would oty preiing sabilty i tems of

opportunities, the study serves as an import-
antfeedback mechanism that provides com:
‘panies with insights Into bow their custom-
ers are rating them and the auributes that
are driving customer satisfaction and loy-
alty.
“Given that resources are limited, com-
panies can harness the capabilities of the
data analytics to dentify the best way to op-
timise their to invest in areas

|
tve per- ‘
|
|
i

dicator o the healt of the Singapore ¢co

nomy,” she adds.

Going digital enhances customer satisfaction

By Narendra Aggarwal

that will actually help them move towards.
higher levels of customer satisfaction.”

GOING digital in a big and convincing way offers bust

o perations
1o increase the level of customer satisfaction with the
i

place, says a leading expert in the area

“Digital offers the opportunity 1o remove significant
friction from the customer Journey, offers a deeper level
of engagement and an overall better customer expert
ence.”says Laurence Smith, head of Asia Pacific at Smart
Up.io, a mobile first, micro-earning platform.

However, it relies on the organisation and its leadery’
understanding of digital well enough 1o re-think the cus-
tomer journey and really understand what the customer
wants, adds Mr Smith. He was a keynote speaker at SMU's
Institute of Service Excellence’s release of the CSISG 2017
first-quarter results.

“In other words, what's the ‘job to be done’ when the
customer comes to you? Think about It from their per
spective and optimise your offerings and processes fo
meet their expectations. To do this well. organisations
need at Jeast a basic understanding of design thinking
and customer journeys,” Mr Smith says.

He was previously with DBS Bank as managing dir-
ector, human resources, group head of leaming & talent
development. At the bank he led both the initiative to
help it define its purpose and the decision to “make Bank
joyful®

Mr Smith says going digital is all about creating.
tion.

a new culture in the organisat

“digital mindset’ across . qute eraly 2

threats.” says Mr Smith. 7f you can develop a digital mind-
set' within your

heap exper-

quicker to adopt new technology and older workers
slower, but | think it is actually a design question of what

iments, you can innovate faster than your competitors.”
Enriching the business world through innovation and

that. He adds: “Either way, technology is not going away,
50 we need to think deeply about how technology aug
skl anc helps them do  better job 1

tion will benefit customers and help increase their satis
faction level, say's the expert.

“Imagine the power of an entire organisation that is
thinking about inovating around the customer journey.
and is empowered and enabled to do so, versus a single
department being responsible for nnovation, or cus
tomer satisfaction.” says Mr Smith,

“While this s easy to say, itis not easy t0 do. It equires
setting a compelling vision for the organisation and then
ringing it 0 lfe. You must also \mmlunmu)ly change

how to introduce itina ing way.”
i Smith says going gl 1 all about creaing a new

et and oake  work fo raising customer satisfacsion
“Peo hink about ‘digital”either from the per-
spectivel digtal markeing,or echnology. Whikan up
ersmnding ofthe imgliatons nd sppbcatins of tack
important, ‘digital transformation' is actually all
o A, vabo and eI e Y5
in 2014, DBS pioneered the concept of hackathons
combining s intemal salfwih exermal sarups o re

yees to live o s vilon S bl
ol oth culture and capabilites, 1 be possible and sus
inable.”
e Smith says going digital can be a creative way to
Eake vridat e s fovk for staff who may have

used to doing wumu in old ways, o that ulnmalelv the

broad understanding of dtgul and its implica
‘work, society and your organisation,” he adds.

tion.

ing Joyful ¢ initi
tive. Now,

ation and creating a digital mindset. Mr Smith says that
technology cannot be ignored or un-invented. It should

ors will happily overtake, powered by digital tools.

prepare their organisation for disruption by developing a

ing many things that peopl . itls.
often the most boring and least value added activities

pore i a hotspot for innovation and

that logy

around many aspects of customer experience, but the

hallenge this represents, is that customer expectations
are continually rising. Not to be left behind, you and your
organisation need 1o strive to learn faster and become
more agile In understanding the opportunities and

e, better knowledge and Information on the 5pot to an-
s thels quesdons,amd e skl fo iate better cus-
tomer experiences

rhere s often an assumption that millennials are

to pre

Db e uuh 500 of its high pu!mml leaders with

o CEOPlyush Guptathen focused ancreating
person startup’ and DES used a micro-leaming

nhmml\ called SmartUp.o to cascade this ‘digital mind-

it
onc with s diita mindset and the abiiy to imnovate
from a customer perspective, says Mr Smith,
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