CUSTOMER-FACING COMPUTERS IN SUPERMARKETS

Increases Sales by an estimated 1% and Customer satisfaction Index

Executive Summary     
Customers shopping in supermarkets invariably encounter the problem of not being able to easily locate the specific product they are looking for among the 25,000 to 50,000 lines stacked in the stores.  It is estimated that a minimum 1% of sales is lost because of ‘CNL’ (could not locate) issues, though the product or service is readily available in the store. A typical multiple retailer of £10 Billion sales turnover might lose £100 Million is sales due to CNL issues. £1 worth product not bought against a £100 basket of products bought makes a big difference

Reasons for CNL

· Customers do not want to ask store staff.(e.g., personal hygiene products)

· Customer may not know the product or brand, but know the need or want (e.g., need sweet red wine or need sweet bread)

· Customer physical fatigue of searching

· Customer psychological fatigue of searching

· Store’s customer friendly staff may not be able to understand the exact need or want of the customer.

· Store staff may not have the full product knowledge

· It may not be humanly possible to remember all the product locations within the supermarket.

Supermarkets can gain sales by minimising ‘CNL’ issues and add value to customer service by installing few user-friendly customer-facing computer systems in the stores, which can readily be used by customers to

· Find the product or brand

· Locate a product or brand aisle and shelf number( many supermarkets already have aisle number and shelf number allocated to different categories and products)

· Know stock availability within the selling space and within the store warehouse

· Compare price between similar products and/or brands

· Know more about the product and its benefits.

· Lodge complaints, feedback and suggestions about the product or service or any other aspects about the store and its staff.

Of course, the store staff also can equally use the system to help the customer and deliver excellent customer service.

The stores benefits are;
· Potential increase in sales up to 1 %

· Adding value to customer service

· Better utilisation of staff time

· Effective use of shopping space (sooner the customer finds the product, less time consuming would be the shopping.)

· The search used by the customers on the systems can be used to build a data/information about the customer’s wants and needs.   This would help the supermarket to deliver the product or service to customers if the product or service is not available in the product/range.

· The supermarket can analyse the trend in the customer’s needs, wants and expectations.

· Customer shopping behaviour data can also be collected(e.g., timing of the search used, availability of stock during the peak search period, etc)

· Reduce customer search fatigue

· Quicker and confirmed feedback from customers about products/services/staff/ others.

· Advertisement and other promotions can be effectively delivered through the customer use computer system

· Can increase sales by informing customers about the linked products(e.g. shampoo and conditioner; razor and shaving accessories etc),substitute products and services (e.g., product substitute and/or brand substitute)

· At last and not the least a delighted customer.

The customer benefits are;
· Customer can shop with ease

· Can gain good information about a product and/or services 

· Can clarify their doubts about product, price and services(e.g., difference between Stone baked Pizza and Super Pan Pizza)

· Helps to know about various products and services

· Compare prices of products and services

· Location search fatigue minimised.

· Higher chances of getting the product/brand wanted

· Documented quick procedure for statutory rights and grievance

· Simultaneous interaction among the customer, retailer and manufactuer/brandowener can be made possible for effective feedback and product information.

The IU Centre and KPMG Research Study, Retail Technology in the Next Century: What’s “In Store” for Consumers concluded;
''Consumers were very positive about both the product information/ordering and frequent shopper kiosks. On average, 76 percent rated the kiosks as an advantage, 60 percent were more likely to shop at a store with these technologies, and 80 percent expected to use the technologies at least some of the time they shopped. Consumers felt that the product information/ordering kiosk would make shopping faster and easier by helping them find what they wanted and provide detailed/current product information.”
CNL issues can be effectively and efficiently addressed by using simple computers.  A minimum of 1:10 investment and sales ratio is estimated.  The software for this system would not be difficult, since most of the supermarkets have e-tailing service, though some additions such as aisle numbers, shelve numbers and other links need to be added. A trial in flagship stores of the multiples would prove the success and reap the benefits of the excellent value added customer service, all expressed greatly in sales and customer satisfaction.
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