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Ethos Consultancy
INnfroduction

Originating in the UK in 1995, Ethos Consultancy re-
located to Dubai in early 2003. The Middle East has
welcomed Ethos’ expert advice and customer service
solutions with open arms. A team of five has matured to
a feam of 50 and we're still growing. Consultants have
been handpicked from some of the most mature cus-
tomer service markefs in the world, ensuring experience

and best practice is built info everything we do.

Through years of experience, Ethos has developed a
unique combination of products and services to help
our clients understand exactly how their business is
performing through the eyes of both the customer and
their employees.

We strongly believe that unless you are measuring
performance, it is extremely difficult to manage perfor-
mance. Our cusfomer service measurement solutions
include; mystery shopping, satisfaction surveys as
well as local and international benchmarking against
competifors and best practice. Once our clients have
a clear understanding of how they are performing, we
help them improve by way of training, consulting and
implementation of The International Customer Service
Standard. Our solutions support a complefe customer
service improvement cycle.

Ethos prides itself on being af the forefront of cut-
ting edge online customer service solutions and was
awarded Most Innovative Small Business in the UAE at
the 2008 Lloyds TSB Small Business Awards.
CONTACT: call +971 4 332 6315, visit www.ethos.ae
or email info@ethos.ae
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Agencies
uncovered

This month Ethos Consultancy’s mystery
shopping team visited four Abu Dhabi
travel agencies. ATN reveals their findings

MYSTERY SHOPPING EXPLAINED
WHO WASVISITED?

Each of the following travel agencies were
visited twice by one of Ethos Consultancy’s
3000 well-trained mystery shoppersinJune.
* CompassTravel & Tourism

e Palm Oasis Travel

*NirvanaTravel

¢ KishTravel & Tourism

HOW DOES IT WORK?

Each month ATN and Ethos will choose four
differenttravel agencies from within the UAE
to mystery shop and find out how satisfied
your customers are. The purpose of this exer-
cise is to find out the good, the bad and the
ugly when it comes to travel agencies’ cus-
tomer service and sales execution perfor-
mance across the UAE. Ethos will report their
monthly findings as well as provide some
insight and recommendations relating to
areaswhich need improvement.

WHATWERE OUR MYSTERY SHOP-
PERS INSTRUCTED TODO?

Each mystery shopper was given three sce-
narios fromwhich to choose:

1)You are planning a family holiday in June/
July. Ask the travel agent torecommend some
destinations that you could visit and would
be interesting for children as you are travel-
ingwith two kids who are under the age of 10.
2) Ask the agency for options for a gift of a
prepaid three-night package for a honey-
moon couple.

3) You are planning a holiday with friends
and are looking for a holiday full of adven-
ture and would be interested in staying at a
hotel that can organise trips to the moun-
tains, water sports activities, cycling,etc.

WHAT WERE OUR MYSTERY SHOP-
PERS LOOKING FOR?
1.Agencyappearance

*Wasthe outleteasytofind?

*Were the opening/closing hours clearly
displayed at the entrance?

eDid the outletappear clean and tidy?
*Were the travel brochures and related lit-
erature placedinagood orderly manner?
*Wasthe temperature comfortable?

2.Travel advisor
*Were the employees you encountered well
groomed and neatin appearance?
*Were employee name tags visible?
*Were there a sufficient number of employ-
eesavailable to serve youand other clients?
eDid Travel Advisor employee make eye
contact to acknowledge your presence at
the desk?
*Did the outlet have a formal customer
queuingsystemin place?
eHowlongdid it take foryouto be served?
oIf you had to wait to be served, did an
employee apologise for the wait?
*Did the employee serving yourefrain from
using the phone or conversing with other
staffwhile attending to your enquiry?
*How were you greeted by the Travel Advi-
sorwho served you?
eDid the travel advisor provide all informa-
tionrelevantto your enquiry?
*Did the travel advisor have a friendly atti-
tude towards you?
eDid the travel advisor who served you pro-
vide youwith their full attention?
*Was the travel advisor knowledgeable
abouttheservices yourequested?
eDid the travel advisor provide you with all
the information you required in an easily-
understood manner?
*Were you satisfied with the information
youreceived?

3.0verall experience
*Overall, based upon your experience,
would you recommend this outlet to fam-
ilyand friends?
*How satified were you with the outcome of
your visit?

www.hoteliermiddleeast.com



Mystery shopper 33

WHAT WERE OUR MYSTERY SHOPPERS LOOKING FOR?

Were the fravel brochures
andrelated literature
placed in a good orderly
manner?

Did the outlet appear clean

Was the outlet easy fo find and tidy?

Palm Oasis
Travel
Kish Travel &
Tourism

OUTLET APPEARANCE TRAVEL ADVISOR

Travel agency average Travel Agency Average

Compass Travel & Tourism  80% Compass Travel&Tourism ~ 81%
Nirvana Travel 60% Nirvana Travel 71%
Palm Oasis Travel 60% Palm Oasis Travel 68%

Kish Travel & Tourism 60% Kish Travel & Tourism 33%

ALLFOURAGENCY
SCORES COMBINED

All four Agency Scores Combined

OVERALL EXPERIENCE

Travel agency average

Compass Travel &Tourism ~ 90% Overall Attributes
Nirvana Travel 70% Outlet Appearance
Palm Oasis Travel 35% Travel Advisor

Kish Travel & Tourism 0% Overall Experience

OVERALL SCORE
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Did the travel advisor pro-
vide you with all the rele-
vantinformation relating fo
your enquiry?

Was the fravel Advisor
knowlegeble about the ser-
vices you requested?

Conclusions

This month’s Agency Customer
Service Challenge winner is Com-
pass Travel & Tourism with an
overall score of 81%. Compass
Travel & Tourism performed well

in all three measurement criteria
— outlet appearance, travel advi-
sor and the overall customer’s
experience. Nirvana Travel came in
at a close second, also performing
well across all three cafegories with
an overall score of 71%. Placing
third, Palm Oasis Travel scored a
fofal of 68%, which is also a great
achievement, leaving Kish Travel &
Tourism in last place at 33%.

Similar to last month, Outlet Ap-
pearance seems fo be an area
which all four agencies are per-
forming well. This cafegory covers
fidiness, brochure displays, ease of
finding the store and temperature
comfort. However, both Nirvana
Travel and Palm Oasis Travel
mystery shoppers reported a few
circumstances of confusion finding
the outlet.

Travel advisors at the top three
performing agencies all received
scores of 68% and above indi-
cating sound product knowledge,
customer interaction skills,
and ability to ask appropri-
afe questions to identify
their customer’s needs. Kish
Travel & Tourisms travel ad-
visors did not score as well
with an average of 33% for
over the two mystery shop-
ping visits conducted.

Both Kish Travel & Tourism’s
mystery shoppers reported be-
ing dissatisfied with their fravel

Overall, based upon your
experience,would you rec-
ommended this outletto
family and friends?

How satisfied were you with the out-
come of your visit

- SU'ISﬂed
Nei ed

advisor indicafing poor product
knowledge and inability fo make
suggestions of rip packages within
the mystery shopper’s budget.
After careful consideration of each
agency’s performance, Ethos Con-
sultancy recommendations for this
month are as follows:
¢ Always make eye contact with
your customers. A customer will
not feel special or want to give you
their business if they don't feel they
are receiving positive body lan-
guage from the fravel advisor.
® Product knowledge is a MUST.
This month’s poor scores were
mainly the result of poor product
knowledge leaving our mystery
shoppers confused and frustrated.
Only five of our eight shoppers
indicated they would recommend
the agency they visited. The three
that wouldn’t be giving a recom-
mendation mentioned they were
dissatisfied with the travel advisors
product knowledge.
e Ensure the lighting of your
agency is bright, hence creating
an inviting and happy atmosphere.
Also fry and choose furniture that
isn't too dark. The brighter your
agency, the more invifing.

Alwys make good
%\ contact wifh

yeur cusfomers.
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