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Retail, infocomm see happier customers

Sectors bolstered by greater satisfaction with jewellery, fashion apparel, department store,
Wireless@SG and broadband sub-sectors. REPORTS BY NARENDRA AGGARWAL

N WHAT s really welcome news, con-

sumer satisfaction with Singapore’s key

retail and infocommunications sectors

has risen significantly, according to a

new survey by the Institute of Service

Excellence at Singapore Management Universi-
ty (ISES).

Statistically significant upticks were re-

corded by the two important sectors in the

first three months of the year pared to a

eral population study, incidence study and re-
cency of consumer interaction screeners.
Key findings of the survey:

m Generally, the pre-transaction portion of
customers’ journey matters more for retailers
while the tail-end of customers' journey mat-
ters more in e-commerce.

m Self-checkout counters targeted at raising
productivity in supermarkets appear to be

he wad

year ago. The retail and infocomm sectors
were bolstered by improvements in satisfac-
tion levels in the jewellery, fashion apparel,
department store, Wireless@SG and broad-
band sub-sectors.

The Customer Satisfaction Index of Singa-
pore (CSISG) for the first quarter of this year
saw the retail sector scoring 71.7 points, a
gain of 1.7 points or 2.4 per cent from a year
ago, and infocomm scoring 68.5 points, a gain
of 1.1 points or 1.6 per cent. The scores are
measured on a 0 to 100 scale.

SMU's Institute of Service Excellence re-
leased the CSISG results for the two sectors
earlier this month.

An important improvement made in the Jat-
est CSISG is the introduction of e-commerce
for the first time. Another significant change
is that scores for leading brands have been
added in the survey as the institute continues
to highlight customer staff service in the over-
all picture of consumer satisfaction.

The institute said that a total of 8,584 lo-
cals and 905 tourists were surveyed in
face-to-face interviews between January and
April 2016 on their satisfaction levels across a
basket of retail and infocomm entities which
were selected based on a combination of gen-

c the | cashiers.

m Keeping infocomm customers satisfied and
retaining them may require different ap-
proaches.

m New infocomm customers tend to be less
satisfied and less loyal than customers with
longer tenures with the provider.

The institute said that within the retail sec-
tor, eight sub-sectors were measured. The
e-commerce sub-sector was introduced in
2016 to account for changing consumption
patterns within Singapore's retail landscape.
Another notable change is the inclusion of en-
tities with published scores within the fash-
ion apparel and furniture and electronics
sub-sectors.

ISES executive director Neeta Lachmandas
says: “We are seeing greater consumption ac-
tivities being taken online. By introducing an
e-commerce sub-sector within the CSISG, we
are hoping to glean insights that could help
boost the competitiveness of this fast-grow-
ing retail segment. This year, we are also pub-
lishing the scores of more retailers at a brand
level to give recognition to top performers.”

points last year, a rise of 2.9 points or 4.2 per
cent.

Meanwhile, the fashion apparel category
scored 71.9 points compared to 69.3 points in
2015 which translates to a 3.8 per cent gain.
Bossini with 74.8 points, Uniglo with 74.5
points and Hang Ten with 74.0 points were in
the top three positions.

In the latest study, department stores
scored 70.2 points this year compared to 68.6
points in 2015, a gain of 1.6 points or 2.4 per
cent. The institute said the top performers in
this sub-sector were DFS with 73.2 points, an
increase of 1.6 points or 2.2 per cent; Takashi-
maya with 71.7 points, up 0.8 point or 1.1 per
cent; and John Little's with 71.5 points.

The new e-commerce sub-sector scored
71.1 points, with Zalora taking first place with
73.2 points followed by Taobao/Tmall and
Groupon with 72.0 points. The top three driv-
ers that had the most impact on increasing sat-
isfaction scores were timeliness of product de-
livery, fair returns and exchange policies as
well as ease of checking out items and pay-
ment on site, pointing to the fact that reliabili
ty and convenience are top priorities for cus-
tomers shopping on e-commerce sites.

“In this difficult economic climate, we are
seeing service competitiveness being lever-
aged as a differentiator. Retailers are paying
more attention to store ambience, exploring
digital innovations, and refreshing their
brand strategies to better align with changing
consumer profiles,” says Ms Lachmandas.

The

e sub-sector scored 71.5

The study recorded
upticks in scores in the jewellery, fashion ap-
parel and department store sub-sectors. Jewel-
lery scored 72.3 points 1o 69.3

points - up 0.8 point or 1.2 per cent
year-on-year, a change that is not considered
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Cold Storage claimed top spot with 72.5
points (up 0.9 point or 1.2 per cent) followed
by Sheng Siong at 71.9 points (up 2.4 points
or 3.5 per cent) and NTUC FairPrice at 71.7
points (up one point or 1.4 per cent).

Sheng Siong was the only entity with a sta-
tistically significant increase in its satisfac-
tion score, an outcome that could be related
to the expansion of existing stores and the ad-
dition of new stores across Singapore in the
last two years.

To account for the recent increase in the
number of self-checkout counters deployed
across a number of supermarket chains in Sin-
gapore, ISES also measured whether the adop-
tion had an impact on customer satisfaction
levels. The study showed that satisfaction lev-
els are positively correlated with the ease of
making payment.

Chen Yongchang, head of research and
consulting at ISES, observes: “Given the man-
power-constrained environment that we are
operating in, it is heartening to see that the in-
troduction of self-checkout counters at super-
markets has in fact complemented cashiers in
facilitating a smooth payment process. Over-
all, the ease of making payment at supermar-
kets is the most important driver of satisfac-
tion at supermarkets.”

Operators should continue improving on
this aspect of the supermarket experience,
the institute said.

The remaining sub-sectors including pet-
rol service stations (71.5 points, a rise of 0.8
point or 1.2 per cent year-on-year), motor vehi-
cles (73.1 points, up 0.4 point or 0.5 per cent),
and furniture and electronics (71.5 points) did
not see statistically significant changes from
the year before.
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