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What have consumers been through? 
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Businesses 

 

Titre de la présentation power point 5 



Consumers 

Titre de la présentation power point 6 

http://bankruptcyandforeclosure.info/wp-content/uploads/2011/06/housing-crisis.jpg


Political 

Titre de la présentation power point 7 

http://upload.wikimedia.org/wikipedia/commons/e/ef/Tahrir_Square_during_8_February_2011.jpg


Environment 

Titre de la présentation power point 8 



Consumer Trends 
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Types of consumers 

ǒResistant to change: 

ĄLoyal.  

ĄMaintain their lifestyle 

ĄBudget switching 

ĄRecognise brand value 

ǒFuture focused:  

ĄTry new products 

Ą Incorporate new values  

ĄOptimistic forward 
thinking  
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ǒRegressive: 

ĄRestraint 

ĄScrutinise price and 
benefits 

ĄCost sensitive 

ǒDispersion:  

ĄOstrich approach 

ĄBrand switching 

Ą Impulsive purchases 

Source: Rafa Garrido Brands and Branding 2010 



Corporate Consumers 

ǒLiquidations 3828 

ǒProfit degradation  
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Company Profitability 
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Corporate Consumers 

ǒLiquidations 3828 

ǒProfit degradation 

ǒConsolidations  
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http://www.man.eu/MAN/en/


Corporate Consumer Behaviour Changes 
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ǒConsolidation 

ǒProfit orientation 

ǒValue for money 

ǒService 

ǒQuality 

ǒEase of use 

ǒRecognition 

ǒPersonal touch 

 

 

 



Individual Consumers 
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Individual Consumers Behaviour Changes 

ǒTired of bad news 

ǒLonging for the ñold daysò 

ǒBrand loyalty replaced by experience loyalty 

ǒLooking for the best 

ǒSharing is caring 

ǒTime 

ǒEducation 

ǒEase of use 

ǒPersonal touch 

ǒQuality 

ǒCost 
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Case Study 

ǒFour Seasons Hotel 

ǒCoface South Africa 
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Four Seasons 

ñTimes change, but our dedication to perfecting 
the travel experience never willò 
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http://www.fourseasons.com/


Four Seasons 

ǒService excellence combined with top-notch facilities and 
operations. 

ǒPersonal service can be a source of superior profitability, 
reputation and growth 

Ą Choosing the right employees 

Ą Genuine innovative service 

Ą Developing standards that are meaningful and flexible 

Ą Maintaining a unique culture that makes service delivery possible 
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Source: The Power of Personal Service: Barbara M. Talbott, Ph.D. 



Four Seasons- Understanding the customer 

ǒUS travellers surveyed by Four Seasons: 

Ą I am working harder than everééééééé.76% 

Ą I never have enough timeééééééééé.65% 

Ą I have a great deal of stress in my lifeéééé..63% 

 

ǒThe greatest luxury for our customers is time, and service can help make the 
most of that. 

 

ǒPersonal Service which delivers recognition, reassurance and respect in 
authentic and appropriate ways has particular power to mitigate additional 
sources of stress 

 

Ą Personal service is the reason I choose most of the organisations I do business 
withééééééééééé85% 
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Four Seasons:  Employees 

ǒñWe canôt pre-check service or sample it ï production and 
consumption are simultaneous.ò 

ǒñThose few moments of service delivery are a companyôs make or 
break point, when reputation is either confirmed or denied.ò 

ǒñFront line employees: doormen, bellmen, waiters, housekeepers- 
the lowest paid people and often the least motivatedò hold the 
companies service in their hands. 

 

Ą Hire for attitude 

Ą People who like people 
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Four Seasons: Standards  

ǒA flexible roadmap specific to each individuals job: 

 

Receptionist 

ñMission: To provide speedy, discreet, non-mechanical and hassle-free 
arrival for business travellers; to provide a comforting and luxurious arrival 
for leisure guests:  

 

Á The receptionist will actively greet guests, smile, make eye contact and 
speak clearly in a friendly manner. 

Á The receptionist will create a sense of recognition to each guest by using 
the guests name in a natural manner, and by offering a ñwelcome backò to 
return guests 

Á The registration will be completed in four minutes, including queuing 
time.ò 
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Four Seasons: Values 

ǒThe need for safety and comfort, a sense of belonging, a feeling 
of being recognized and esteemed. 

Ą Meaningful acknowledgement of staff through empathy and respect 

Ą Leading through actions as well as words 

Ą Setting high aspirations in which every employee can take pride 

Ą Fortune Magazines 100 top companies to work for 

Ą Part of a caring community 
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Four Seasons: Innovation 

ǒFamily travel 

Ą Dedicated teen lounges 

Ą Facilities for toddlers, tweens and teens 

Ą Have family will travel blog 

Ą Children friendly service 
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http://family.fourseasons.com/2011/08/mom-sis-me-and-the-kids/
http://family.fourseasons.com/2011/08/toddling-through-the-tetons/
http://family.fourseasons.com/2011/07/teen-adventures-and-teamwork/


Four Seasons results 
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Coface 

ǒ66 countries globally 

ǒ135 000 clients 

ǒ6 400 employees 
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Background 

28 

1989-2005 

Credit 

Underwriting 

Agency 

2005 

Coface 

2005-2007 

5 new 

products 

launched,  

Late 

2007 

Tightening 

of credit 

availability 

results in 

a slow 

down of 

consumer 

demand 

Q1 

2008 

Mounting 

pressure 

on retailers 

as 

consumers 

adapt to 

debt 

repayment 

and budget 

switching 

End  of 

Q2 2008 

Suppliers 

start to 

experience 

first non-

payment 

from 

buyers as 

a result of 

the credit 

terms .  

 

Collections 

process 

begun 



Background 
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Focus Project 
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ǒ66 Countries 

ǒLocally driven 

ǒExternally measured 

ǒCompetition 

 

 Product + People interaction = Service Perception 

 

 

 



Focus Project ï why it works 

ǒVision 

ǒIntegration 

ǒCompetition 

ǒPersonal reward and recognition 

ǒResponsibility 

ǒSupport 

ǒMeasurement 
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Focus Project- Vision 

ǒVision 

ǒMission 

ǒBrand Values 

ǒAnnual campaigns 
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Service brands  
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Focus Project- Integration 

ǒCross management team 

ǒCross functional team 

ǒCommunication 

ǒDepartment strategies 

ǒKey Performance Measurement 
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Focus Project- Integration 
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Focus Project- Competition 

ǒGlobal competition 

ǒDepartment competition 

ǒTeam competition 

ǒIndividual competition 
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Global Competition 
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Global satisfaction 2011 - Client 
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Department Competition 
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Department Competition 
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