White Paper | Omni-Channel Retailing
How to deliver an experience that ‘wows’ your
customers and turns them into advocates.

Omni-channel retailing – how to convert customers into
advocates.
Reminder – the value of the customer.

What is omni-channel retailing?

This paper is aimed at anyone who has
responsibility for managing the customer
experience in a retail environment that wants to
succeed by satisfying or wowing customers and
whose sole aim is to turn customers into
advocates.

Omni-channel simply means that the retailer
can control and manage the communication
channels across marketing, sales and service,
assuming the correct level of commitment,
aligned processes and investment in enabling
technologies has been deployed.

Before discussing the challenges of delivering
to customer expectations in regards to
accessing the retailer via many different
channels – omni-channel contact, I’d like to
spend a moment reminding us of a few things.
The ideal customer is a loyal, repeat customer
who advocates your products and services at
every opportunity – in other words, represents
a high lifetime value to you and deserves great
service - not only because all customers do but
purely on commercial grounds.

Essentially, customers can enjoy more contact
channels than ever before. They can walk into
store, browse your online offer, contact you
through various means and discuss their
experiences within their social following.

There are countless studies that suggest that
living up to the customer’s expectations doesn’t
deliver loyalty and additional sales over time;
you have to generate a noticeably positive
experience from your products, buying
experience and after sales to help maintain the
customer base.
Given that it’s still cheaper to sell to existing
customers than to acquire new ones, doesn’t it
make sense to invest in your service operation
to meet and exceed customer expectations
thereby extending their relationship and upping
your share of their wallet?
Staggering though it is, it is widely reported
that, by far, the largest percentage of
customers churn is as a result of poor customer
service – nearly 70%...

Multi and omni-channel marketing, sales and
service have been around as buzz words and
potential USPs for some time. The technology
used to be stacked in the favour of the retailer
with robust customer data and management
tools, point of sales tools and loyalty
programmes however, whilst ‘big data’ has
some interesting opportunities, the
industrialisation of conversations between
friends – social media – has redressed the
balance in favour of today’s well connected
consumer.
I still believe you have an opportunity,
especially in retail, to define yourself as a world
class service provider. Remember, it’s all about
the experience not just the product. This
approach, whilst difficult to achieve, can add
significant value for all of you stakeholders:
 Building a loyal ‘fan base’ of the
customers who spend more.
 An empowered and motivated set of coworkers who are more loyal.
 Margins that will please management
and shareholders.
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The customer expects, few can deliver.
Let me tell you what we – the customers – are
experiencing…
Given some of the experiences that I’ve
‘enjoyed’ of late go to show that there are global
brands that are patently unable to deliver
seamless sales and service across their online
and high street offer.



Rockefeller Corporation.



eCommerce spending for new customers
is on average $24.50, compared to
$52.50 for repeat customers – McKinsey.



63% of executives are seeing higher
churn rates – CMO Council and Satmetrix.

Some ‘customer’ facts for you to digest.




Social media is here to stay – Facebook
has over 1.5 billion accounts, Twitter has
over 500m and it is reported that 46% of
users seek recommendations from other
users when looking for a new product or
service.
A 5% increase in customer retention can
increase profits by 25% to 125% – Bain &
Company.



On average, a company loses between
10% – 30% of its customers every year –

A failure to deliver a consistent experience
across your channels is not only reported as
one of the key reasons of customer churn, it
also drives employee dissatisfaction and a
lower margin for your enterprise.
So how do you create a successful omnichannel enterprise?
The challenge can be successfully managed by
following these points:


Define the channel offer – typically, this
includes the development of a pricing
strategy (online can be cheaper as long
as the customer can join the dots) and a
service strategy that allows customers to
experience a consistent response
regardless of their chosen contact
method.



Plot the customer journey across all
channels in line with your brand values
and customer expectations, then testing
it and then testing it again…

McKinsey.



The probability of selling to an existing
customer is 60 – 70%. The probability of
selling to a new prospect is 5-20% –
Marketing Metrics.



A 2% increase in customer retention has
the same effect as decreasing costs by
10% – Leading on the Edge of Chaos,

68% of customers leave because they
think that you do not care about them –

Emmet Murphy & Mark Murphy.



It costs 6 – 7 times more to acquire a
new customer than retain an existing one
– Bain & Company.



Integrate the channels – if I buy
something from a store, why can’t I
return it and get a refund via another
channel?



Customer profitability tends to increase
over the life of a retained customer –



Measure and change your current
operation to focus on the customer and
the journeys you have defined –

Leading on the Edge of Chaos, Emmet
Murphy & Mark Murphy.
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remember, this is across your enterprise
including store, delivery and service.


Review all of the customer facing
technology that you currently manage.
The experience of the customer online
must be reflected in their experience of
your store, your contact centre and any
other ‘touch-point’ you may offer.



Create change programmes and
initiatives around bridging the operational
gaps that you expose – from aligning the
staff culture, the supporting processes
and the enabling technology.

Author: Martin Taylor – Customer Service
Specialist

Salesforce is one such tool that can truly be
embedded at the heart of your operations to
ensure consistency of experience across
multiple channels. We’ve worked on a number
of Salesforce implementations and have
successfully delivered Salesforce Service Cloud
projects that have transformed the omnichannel experience for the end consumer.
We, at makepositive, believe that you can
create a customer culture, can align your
processes around the customer and can
certainly build an infrastructure supported by
leading edge technology – in fact the
technology is the easy part.
When was the last time you were ‘wowed’ by
customer service? How did you then feel about
that brand and how they valued you as a
customer?
Wouldn’t it be great to be able to deliver that to
your customers everyday?
If you’d like to see if we can help, we would
certainly welcome the opportunity to talk this
and other customer service challenges through
over coffee – let me know. I promise I will
deliver a consistent channel experience
regardless of how you contact me.
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To discover more about makepositive
and how we can help you achieve your
goals…
call: +44 (0)20 7960 4197
or visit: makepositive.com

