DELIGHT YOUR CUSTOMERS

How to use BikEShEdding to

This is the next article in a series on

how behavioural economics and ‘being
human' affects your business.

Aki Kalliatakis
aki@leadershiplaunchpad.co.za

n 1957 historian and author Cyril N. Parkinson
Iobserved that people put more focus on

the things that are easy, like putting a bike shed

in front of a building, when compared to more
difficult ones, like purposeful consideration about
the atomic reactor inside the building. He wrote ...

66 The time spent on any item
of the agenda will be in inverse proportion
to the sum [of money] involved. AR

People like you and me are drawn towards the
easiest and most trivial tasks and spend more time
on them than the actual important issues. You
probably have your own examples, but | know that
instead of starting my day dealing with emails,
| gravitate towards LinkedIn. It's more fun, it's
easier, and | don't have to immediately respond to
every issue. Of course, | know | pay the price later,
because it's the least important part of my day.

The obvious first lesson from Parkinson is that
your customers don't want you to waste their time
with tasks and messages that aren't applicable to
their needs and desires.

You may be incredibly proud of your new app
that took months to develop, but unless it's easy
to work with, they don't care. My life is far too

your advantage

complicated to have to wade through a bunch of
non-value-adding trivia.

On the same day | first read about Parkinson’s
work, | also tried to do some online shopping
because one of the retailers had been sending out
a ton of promotional material with some seriously
good discounts. | eventually found out how to
order, picked my stuff, and proceeded to checkout.
The app didn't recognise my suburb, even though
it was established in the 1950s, and | filled in the
street name praying that they'd find my place.

| thought I'd paid because | went through all
of the instructions, although it turned out that
something mysterious had happened between
them and my bank, and it was only a week later
when | went back to the app to check what had
happened to my order that | discovered there
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We provide a smarl, powerful
soffware solution for your business

Our offering includes ...

® Point of Sale Software & Hardware
® RFID User Log Ins

® Biometric Scanners & Readers
® Scales

® Dual Customer Displays
® Barcode Labelling Printers
® Slip Printers

® Magnetic Cards

® Signature Pads

Our solution is elegant, friendly
& really easy lo use!

Very easy lo install & setup.
Works on all current hardware,

such as slip printers, cashdrawers, pole displays.

Our solution is ...

® Simple & Easy to use
® Quick Setup

® Easy Training

® Powerful

® Easy Control
® Excellent Support

Free Remote Service & Support.
We are the most value for money in the business!
We pride ourselves on after-sales support.

Book a demo

cal: 074 200 7200

Our clients include Retail Stores, Hospitality, Repair Shops, Pawn Shops, Hire/Rental/Loan, Beauty Salons, Car Wash. WWW.EBSI_.]BSDnhnE
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was still an outstanding amount to pay. Not
a peep from them in the meantime ... the order
just waited in my trolley, with no communication.

When it was finally delivered, | discovered that
two bottles of whiskey, which was on special, were
missing and immediately got stressed that they
had been stolen. | had to make a long call to the
call centre to discover that they had run out of
stock. In all, a really negative experience, and not
one | wish to repeat.

You see, as a typical customer | don't really care
how much effort goes into making it all possible
behind the scenes. | don't need to know how
capable the chef is, and how hard she worked
on the little details to get my meal on a plate.

All | care about is that it is delicious.

It's what | like to call the ‘after state’.

Once I've used your business, or ordered from
you, what are the benefits I'm getting from them?
How do | feel afterwards?

At the back of my mind are the three important
questions | consciously or unconsciously ask ...
® How is this going to save me time?
® How is it going to save me money or add value?
® How is it going to make my life easier?

Cyril
Northcote
Parkinson

Photo credit: Emmanuel College,
University of Cambridge.
Painting by Sam Morse-Brown
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It's the same with getting in touch with your
business. How hard is it to get to have a simple
query answered without having to listen to a whole
speech about how “this call is being recorded for
quality control and training purposes” or how
“we are experiencing high call volumes at present”?
(Of course, I'm assuming that you have the
facility of actually allowing customers to talk to
a human being.)
But there is an even deeper level of innovation
that you can include to fix the Bikeshedding Law.
Let me go back one step. | had a blocked shower
at home and was looking at the choices on
the shelf. There were two brands, both of which
appeared to have the same stuff inside: some
granules that one pours into the drain, followed

by 200 ml. of cold water. One was in a bright pink
container, with red letters printed in a small font
that made it close to impossible to read. The other
was in a lighter container with a white label and
dark blue letters, and much easier to read. | didn't
even look at the price and bought the latter.

A confused mind will always say no, and
| fantasised that I'd end up in the boardroom of
the company with the hard-to-read label, stand
up in front of the directors, and ask them to read
their bottle.

The point is that, unless you can experience
what it’s like for your customers, actually call your
call centre, park your car in your shopping centre,
make your way through your store, and stand in
the tills, you cannot hope to fix the chronic issues
that plague your customers' lives.

To return to the example of the shopping apps,
| know exactly which is my favourite (they deliver
in an hour) and it’s because it's easy to use.
It doesn’t offer me a hundred options. It's easy
to read. Advertising and promotions are rare,
and | have a feeling they are based on what I've

previously purchased.
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So, take advantage of the bike-shedding philo-
sophy and make life as easy as possible for your
customers. You can do it at a few distinct levels ...

® Make it physically easy so they don't
have to expend energy.

® Make it intellectually or mentally easy so
they don't have to think too much, and
they can understand how things work.

® Make it emotionally easy by letting them

Checkers &
groceries |~
delivered in
60 min

SIXTY

® Give them status by making them feel
special and appreciated.

® Reduce the time they need to spend
shopping ... live, or online.

® Create certainty so that they don't have
to wonder what's going to happen next.

retain their autonomy and independence.

> JA

| don't know how to make this more simple ... Just cut to
the chase; cut out the fluff. Keep it simple, and don't keep
adding more complexity to try and cover everyone. Focus
on the nuclear reactor, not the bike shed. SR
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Aki Kalliatakis is the managing partner of

| The Leadership LaunchPad, a company dedicated to
helping clients become more customer driven. He can
be contacted at +27 (0) 83 379 3466, or via the
website at www.leadershiplaunchpad.co.za
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A trusted source of retail information for over

65 years, our magazine informs and empowers retail
business owners to grow whilst tackling current
industry topics.

We connect FMCG brands, and Equipment and
Service suppliers to retail decision makers around
South Africa. Elevate your brand with our wide
variety of digital offerings.
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== Let our team
s help you with

a digital strategy

that targets

real decision makers

Contact 011728 7006

info@supermarket.co.za

www.supermarket.co.za
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Packaging New Fresh Hermetically More tlve

Upgrade Look & Feel Sealed Hygienic FRESH CHICKEN

Festive feasts
celebrated every day
with our trusted,
top-quality

fresh chicken!

The Festive Fresh Chicken
you know and love is back!
Back to our regular portions,
but still farm-fresh and perfect
for all your favourite recipes.

Find our wide range of clean, crisp
blue and white Tray Packs in store
for your next dinner.
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