
 

Is your supply chain agile enough to handle the volume
spike this festive season?

It is imperative that retailers, both traditional and online, are properly geared for the expected upsurge in sales that is
synonymous with the 'silly season' in order to realise revenue targets, as well as offer a shopping experience that attracts a
loyal following.

(c) Wavebreak Media Ltd - 123RF.com

Hennie Heymans, CEO of DHL Express Sub-Saharan Africa points to the findings in a 2016 study by McKinsey &
Company, which indicates that shoppers in the African market are developing and demanding more creative, engaging and
integrated shopping experiences from brands.

“Multi-channel access points and reliable digital platforms are increasing in importance as consumers continue to look for
products that are value for money. Companies must give consumers solid reasons to choose their product or store over
alternatives,” he says.

Shoppers based in Africa shop across a number of channels and respondents claimed to have shifted a considerable
amount of their spending toward modern retailers and away from the small independent retailers.

During the festive season, a company’s top priority is to make sure that its platforms are effectively managed and prepared
to deal with an increased influx of customers. This period is also a highly competitive time for retailers and Heymans
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comments that supply chain management strategies are critical.

“Retailers need to ensure their supply chain is agile enough to handle the volume spike. To maximise profitability, retailers
need quick, smart and cost-effective methods to fulfil orders timeously and accurately across multiple sales channels.
Additionally, effective reverse logistics processes are also essential for managing returns to ensure a smooth, hassle-free
customer experience.

“As etailers often extend or introduce free shipping offers over the festive season – it is important for businesses to
understand their shipping costs and processes to mitigate any potential shortfalls. Repeat deliveries stemming from
incorrect products or address changes can result in additional shipping costs. Customers should also be reminded of
potential duties, taxes and additional costs when importing from a site overseas. Ultimately, it is all about managing
expectations and satisfying the customers’ needs.

“When problems do arise, it is important for businesses to be ready to resolve them effectively. Customers with queries or
complaints should be able to access various escalation channels easily. Access to senior managers should be clearly
defined so that customers do not have the added frustration of trying to track down someone who cannot assist them.

“At DHL Express, we introduced a best-in-class feature on our website which allows customers access to the whole senior
management team, through our ‘Straight to the Top’ (STTT) initiative. All STTT queries are logged and reported at a country
and regional level; these are effective in helping highlight broader issues and we use root-cause analysis to identify
solutions.”

Customer experience is what makes or breaks a business. “We’ve been in Africa for over 38 years, and our team of
experienced employees, also known as certified international specialists, works hard to keep the customer at the centre of
everything we do. We have a saying at DHL in Africa, where we ‘take it personally’. The only way you can delight a
customer is if you take the time to personally understand what they need, and do everything in your power to deliver it,”
concludes Heymans.
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