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Customer retention

Keeping customers loyal

Joined-up service, loyalty and offers all help to keep shoppers coming back, writes Chloe Rigby

THE COSTS OF customer acquisition via search,
marketing and advertising, add up and the fact
that it’s more expensive to add new customers than
retain existing ones is well documented. Prudent
retailers therefore aim to measure the lifetime value
of customers, making customer retention critical to
the business. In a competitive market, where clicking
away to a rival’s website only takes a moment, inspiring
loyalty is more difficult, yet more necessary, than ever.

Nonetheless, that’s exactly what some leading IRUK
Tops500 retailers achieve. Amazon shoppers are so
loyal that many shopping searches begin on its website
rather than a search engine and a recent Bloomreach
study concluded that more than half (55%) of US
online shoppers start their buying journey on Amazon.
The online giant’s recipe for loyalty lies in factors that
include innovation, vast range and highly convenient
logistics. One important part of that formula is the
subscription-based Prime membership club. Club
members feel tied in to buying with a retailer, especially
because they are able to access free and highly-
convenient delivery. It’s a formula that’s worked well
for grocers and fashion retailers where shoppers make
frequent visits. Ocado, Tesco, Asos and, most recently,
Boohoo.com all have paid-for membership clubs.

Other retailers are giving shoppers access to free
multichannel loyalty programmes where members can

collect and spend points in-store, via their smartphones
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or on the website. M&S’s Sparks members club,
launched in 2015 following extensive customer
research, uses gamification to reward shoppers as they
buy or engage online or in the store, unlocking different
levels of priority access to sales and events as they go.
Loyalty is only one part of successful customer
retention. Customer service must also be helpful and
responsive. InternetRetailing UK Top500 research
analysed how easy it was for customers to engage with
the country’s leading retailers. It looked at retailers’ use of

” In a competitive market, where

clicking away to a rival’s website only
takes a moment, inspiring loyalty is
more necessary than ever 1 /

ten communication channels, from phone, email and blog
to several social media platforms. On average, retailers
offered six of the ten. Only 2% of the Top500 used all

ten. The research went further, finding these retailers
answered Facebook queries in an average of 53 hours.
The fastest response time was 35 minutes, although 55%
did not answer at all. Emails were answered in an average
of 27 hours, with the fastest response received in 51
minutes. Many retailers augment their service effectively




Customer retention

Ten issues to consider

PERSONAL: Shoppers want to know that the retailer

recognises them, no matter how they get in touch. CRM
systems with a single view of the customer must now extend
across the business.

OMNICHANNEL: Taking information held on the website
into offline parts of the business, such as the contact
centre and the stores, helps to boost service levels.

SELF-SERVICE: When shoppers can work out the
3 answers for themselves, they don’t call the contact
centre. Self-learning software powers FAQs that update
automatically as questions are asked and answered.

SOCIAL SERVICE: British consumers have taken to

social media in droves and are finding it’s a great way
to complain. Good responsiveness can help to answer their
questions, provide answers for others, and show that the
retailer cares.

ROUND-THE-CLOCK: Just as social media is open

around the clock, so too must customer service be
available over the weekend and after hours. Multichannel
shoppers don’t only have problems buying when the high
street store is open.

by enabling shoppers to answer their own questions
through automatically-updated FAQ sections. Adding live
chat to a website can also prove helpful for more complex
issues. Improvements to related services, such as parcel
tracking, can also be effective in reducing the number of
incoming calls and messages to a contact centre.

Future developments

Looking to the future, there is work to be done to put
mobile at the heart of customer service. Most shoppers
now own smartphones, which are becoming not only

a way to make a call, but also to pay, to collect loyalty
points, to receive order updates via text, to track a
parcel and to register a complaint or praise, whether
over social media or another channel.

But there are new avenues in which the capabilities
of the mobile phone will likely be harnessed to offer
customer service. A phone’s GPS capabilities can be
used to provide a customer’s location and from there,
offer relevant service. Already, some retailers are using
this capability to offer the nearest stock and direct
to the nearest store, while future functions might
include customer service messages triggered by store-
based beacons. John Lewis JLAB participant Localz
has developed beacons that recognise the shopper’s
presence in a store through their smartphone and can
send click-and-collect alerts as well as potentially other
service-related messages.

G VALUE CUSTOMERS: The traders with the most loyal
customers are those who ask how they’d like to be
served. Customer research will help identify failings as well
as highlight the strong points.

7 READ THE RUNES: Interrogate the data to find out how
customers behave and what they might like to buy in
future in order to make offers that will be relevant.

CHANNEL LOYALTY: Loyalty schemes are at their best
8 when they give customers something they truly value.
Free delivery is a great example but early access to sales
may also be prized.

9 MEASURE RESULTS: Set KPIs that measure what
improves return visits, in order to see what works in
customer service.

I CHEAPEST ISN'T ALWAYS BEST: Smart

o procurement rules ensure suppliers are chosen for
the value they add to the business, rather than the perceived
value of their price.

Smartphone product photos are being used in
search — Very has used image-recognition technology
in its iPhone app to enable shoppers to find clothing
that looks like an outfit they have snapped. In future,
it’s likely that retailers will find more ways to put the
smartphone at the centre of customer service offerings.

At the same time, retailers will likely be refining
the service they offer to shoppers by recognising
customers at every turn. B&Q has put its website into
the contact centre and the store in order to make
customer service consistent, while Boots’ Store Assist
app enables staff to tell shoppers about the wider
range. Expect to see more in-store and contact centre
solutions designed to put digitally-held information
at the service of staff.

Just as customers can recognise the retail brand
through its website and at diverse touchpoints, it will also
be important for the retail brand to recognise and respond
to the customer, however they choose to get in touch.

In summary

It’s so much cheaper to sell to someone who already
buys from you than to recruit afresh that it pays

to invest in customer retention. Focus on loyalty,
customer service and self-service to ensure that
one-time buyers visit again and again.
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BRONTO

7th Floor

5 New Street Square
London EC4A 3BF
Telephone: +44 (0) 203 640 2040
Email: europe@bronto.com
www.bronto.co.uk

_MXBronto

Commerce Marketing Aufomation

Bronto Software, a NetSuite (NYSE: N) company, provides a cloud-based
commerce marketing automation platform to mid-market and enterprise
organisations worldwide. Bronto is the number one ranked email marketing
provider to the Internet Retailer Top 1000, with a client roster of leading
brands that includes Vivienne Westwood, notonthehighstreet.com, Bjérn
Borg, Oak Furniture Land and Joseph Joseph. The Bronto Marketing Platform
is deeply integrated with commerce platforms such as NetSuite, Magento,
Demandware and MarketLive. The company is headquartered in Durham, NC,
with additional offices in London, Sydney, New York and Los Angeles.

I |
Supplies to: Partners:
NotOnTheHighStreet.com Folk

Euro Car Parts
Oak Furniture Land

Screen Pages
One Creations

Joseph Joseph Flint

Poundland Salmon

Billabong 2J Commerce

Samsonite PushON

Everlast Star Digital

cLoub.q cloudiQm

Falkirk Street

London N1 6HQ

Telephone: +44 (0) 845 498 9426
Email: uk@cloud-iq.com
www.cloud-ig.com

ecommerce conversion platform

cloud.lQ is an automated conversion rate optimisation platform, used by
ecommerce brands to grow online revenue by an average 12%. Powered by
real-time data and analytics, our customer conversion technology is proven to
optimise the entire purchase journey, to convert and recover more sales.

As PayPal’s official conversion partner, you can increase revenue even further
by re-marketing to PayPal customers that abandon their purchase.

Partners:

Digital Labs
McCann Connected
Navigate Digital
Rakuten

Regital

Tealium

Tryzens

Webgains

Supplies to:

Boots
Bose
Fragrance Direct

Lyle & Scott
Pets at Home
Puma
Space.NK
Samsung
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CERTONA

8b Ledbury Mews North
London W11 2AF

Telephone: +44 (0) 845 121 5155
Email: info@certona.co.uk
www.certona.com

@CERTONA

Personalise Anytime Anywhere

Delivering personalised customer experiences for the world’s top brands,
Certona is the omnichannel personalisation leader. Trusted by more than 500
top ecommerce websites in more than 70 countries, Certona’s personalisation
platform increases engagement and conversions. The company’s Personalised
Experience Management platform, powered by the Certona Predictive Cloud,
increases engagement and conversions by leveraging one-to-one behavioural
profiling, Big Data insights, and real-time predictive analytics to present
individualised content, promotional offers and product recommendations
across all customer touchpoints.

Supplies to: Partners:

Uniglo
Farfetch
JM Bruneau

Tryzens
Tealium
Hybris

GameStop IBM

Puma Bronto
Tumi POQ
Country Attire Salesforce

B&Q Commerce Cloud

HOLM

HOLM
One Forbury Square
The Forbury Feel at home with what you wear

Reading RG1 3EB
Telephone: +44 (0) 1189 070 414
Email: personal@myholm.com
www.myHOLM.com

Software for fashion retailers wanting to give their customers on the shop floor a
unique buying experience. The technology enables Shop Assistants to become
Personal Fashion Stylists. Customers are advised on what best suits them:
colour, their shape, their lifestyle and complementing garments. Allowing the
customer to leave the store with a high level of emotional confidence, knowing
they will look great in what they have purchased. Their loyalty secured on their
first visit.

Retailers look good. (Online too, via our virtual in-store customer experience.

I
Supplies to:

Please contact us for
further information

Partners:

Please contact us for
further information



IADVIZE

14 Gray’s Inn Road
London WC1X 8HN
Telephone: +44 (0) 203 445 0904
Email: contact-uk@iadvize.com

www.iadvize.com

iAdvize is a conversational commerce platform that enables businesses to
engage their customers and prospects from one messaging solution (chat,
voice, video), regardless of whether they’re on the website or on social
media. Visitors can get real-time advice from customer service but also from
advocates, members of the brand community.

Partners:
Armatis LC

Supplies to:
Air France

BMW Atos
Christian Dior

Buw Digital
Havas Media
Ignition One

Europcar
House of Fraser
Lacoste Lithium

Matches Fashion Prosodie CapGemini
TUI The Links

PFS

25 Christopher Street

London EC2A 2BS

Telephone: +44 (0) 203 475 4000
Email: infoeurope@PFSweb.com
www.pfsweb.com

As a leading global provider of comprehensive ecommerce solutions,

PFSweb enables brands and specialty retailers to achieve their commerce
goals. PFSweb crafts customised solutions that combine consulting,

agency, technology and operations to deliver unique and branded customer
experiences, creating ‘commerce without compromise’. From creative digital
marketing strategies and web development to order fulfilment with high-
touch customer care, PFSweb’s custom omnichannel commerce solutions are
trusted by brands and retailers throughout the world.

. .|
Supplies to: Partners:
Please contact us for Hybris Software
further information IBM
Magento
Demandware

Oracle Commerce

OiAdvize
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PAY4LATER

33 St Mary Axe

London EC3A 8AG
Telephone: 0800 021 7150
Email: hello@pay4later.com
www.pay4later.com

Pay4Later’s smart technology connects lenders and merchants so that
consumers can spread the cost of their purchases. It's the fastest and easiest
way to offer finance and is proven to dramatically increase sales and average
order values. An entirely paperless process that’s mobile-optimised and touch-
screen friendly makes it quick and easy for customers and is a great competitive
advantage. It's simple for merchants to get started and our flexible, innovative
solutions can deliver results in just a few days. Pay4Later was founded in 2008
and is based in London. We provide services to over 1,400 merchants and
have a broad panel of strategic lending partnerships which, along with our
innovative technology, ensures the highest acceptance rates.

| .|
Supplies to: Partners:
Mothercare Close Brothers
Samsung OmniCapital
Watch Shop RateSetter
Pets at Home Lending Works
Purple Bricks Honeycomb
Game Syncro-IT
Machine Mart
World Stores
POQ

21 Garden Walk

London EC2A 3EQ

Telephone: +44 (0) 203 794 4120
Email: hello@pogcommerce.com
www.pogcommerce.com

The app commerce company Poq is a Software-as-a-Service platform that
empowers retailers to create highly effective and customised native apps.

Apps that allow them to build stronger brands, sell more products, deepen
customer loyalty and deliver relevant content, communications and rewards.

Our platform is the result of years of focus on retail apps and is proven to
increase conversion rates and revenue. New code is rolled out every week
and major releases delivered every quarter. Clients include the UK’s largest
brands and department store retailers.

Supplies to: Partners:

House of Fraser Demandware
Holland & Barrett Magento
Boohoo.com Hybris
Braintree

Missguided
JD Williams Stripe

Jaeger Bazaarvoice
Liberty SDL eCommerce Opt.
Pretty Little Thing Layar
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QUBIT
35 King Street

Q b . t
London WC2E 8JG u I -
Telephone: +44 (0) 203 551 3990

Email: info@qubit.com

www.qubit.com

Qubit is the pioneer in delivering data-first customer experiences. Our digital
experience hub integrates analytics, data and experience management with
the Visitor Cloud, a customer data platform that connects data across all your
brand touchpoints through an elastic customer record. Our infrastructure

lets your engineering team extend the custom experiences they are already
building, then deliver them at scale using multiple data sources. Qubit is
trusted to deliver real impact to the bottom line for the biggest brands in
ecommerce, including Topshop, Uniglo, John Lewis and Net-a-Porter. To date,
we have received over $76m in funding from Goldman Sachs, Accel, Sapphire
Ventures, Balderton Capital and Salesforce Ventures.

Supplies to: Partners:

John Lewis Bronto

Mothercare Conversion.com

Halfords Demandware

Office Insert.io

Topshop PFSWeb

Dorothy Perkins Looker

Holland & Barrett ResponseTap

Maplin Salmon

SECURE TRADING  gecure // trading
19th Floor, 40 Bank Street =
Canary Wharf

London E14 5NR

Phone number: +44 (0) 808 149 3546
Email: retail@securetrading.com
www.securetrading.com/retail

Secure Trading is an integrated payments services company — a single point
of contact for payment processing, card acquiring, PCI compliance and cyber
security services. Our worldwide network ensures that we can deliver tailored
solutions to even the biggest international retailers, while our uncompromising
focus on customer service is trusted by luxury goods businesses who value
their customers. Our payments platform has an unrivalled 100% uptime
record, while our multi-acquiring network ensures businesses can operate
internationally with ease. We also offer bespoke cyber security services and

SAILTHRU

6 Ramillies Street

London W1F 7TY

Telephone: +44 (0) 203 745 3564
Email: sales@sailthru.com
www.sailthru.com

Sailthru, the leading provider of email and personalisation software for the
world’s top ecommerce and media companies, is driving a major shift in how
companies engage with their individual customers and optimise their revenue
opportunities. Sailthru-powered 1:1 relationships with consumers drive
higher revenue and reduce churn for the world’s fastest growing ecommerce
companies. We're experts in growth strategies and customer retention. Our
products and services are designed to solve the most significant challenges
faced by retail marketing. Sailthru can help you to increase customer lifetime
value, repeat purchase rates, average order value and revenue from email
while at the same time reducing customer churn.

Partners:

Supplies to:

Dr. Martens Facebook

PCI compliance certification for retail businesses.

Supplies to: Partners:
Merlin Entertainments Magento
Adidas Visual Soft
Cath Kidston Opencart
Sainsbury’s Mobile Cubik
JulesB Advansys
Snow+Rock

Oasis

Telefonica
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matchesfasion.com
Chemist Direct
JustFab

The Cambridge Satchel
Company

Achica

Discount Vouchers

Twitter

hybris

Magento

Wordpress

Tacit Knowledge

Lyons Consulting Group
Gigya




