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My Helpdesk: HOW TO GET INTO THE HEADS OF SALES STAFF AND CONSUMERS 

[bookmark: _GoBack]At the head offices of numerous fashion labels work is (once again) being done on the genetic code of the given brand; stories are being woven around collections and transported by means of shows and photo-shoots; knowledge about manufacture and materials is being gathered and visual merchandising concepts developed. Much of this background information is beautifully prepared in text and image for the consumer on the brand websites and is available with just a few clicks. Or it is disseminated by means of magazines, blogs and social media. However, this knowledge is rarely received by the sales staff in retail outlets. Because while consumers are emotionalised across all channels, the sales staff at brick-and-mortar shops are completely forgotten. But what the customer knows should not be withheld from the brand ambassador. If it is, this has a negative impact on the quality of brand positioning and product presentation and, most particularly, on customer service at the point of sale. After all, it is the sales team who should be familiar with the stories behind the products and be able to convey the ‘sweet little details’ while delivering customer service.
My Helpdesk – specially created by DFROST and currently being implemented for one client – offers a remedy for this situation. It is based on the smart idea of a digital knowledge, inspiration and training platform for sales staff. It most notably features many easily consumed tutorials which deliver excellently presented edutainment and are intended to replace design and VM manuals whose impenetrability and epic length ensure that they are seldom actually read. 
Profit NEEDS PROFILE
While many labels have recently been individualising fashion again in recent times, retail has continued to develop in the opposite direction. Goods are brought to the retail space in a highly professional manner in terms of business management: as efficiently and cost-effectively as possible. We are talking here about automatically selected products, key performance indicators, positioning models, and even RFID has gained a foothold in the industry. The perfect supply chain – been there, done that – but there’s absolutely no emotion. Despite standardisation, everything went well for a long time. Until adversity arrived in the shape of the internet. The new network economy with all of its side effects obeys completely new rules and forces all players in the fashion industry to set themselves apart from omnipresent competition by building up a distinctive brand. Now the watchword is “away from comparability”. “That is why sales now function more than ever beyond the product – in other words, it is less about the product itself than about the feelings, experiences and sensations with which it is associated. The emotional ‘want’ complements and/or replaces the factual ‘need’. It is about a positive background mood that invites the consumer to browse and emotionally colours the sensory signals,” is how Nadine Frommer, Managing Director and co-founder of the Stuttgart agency for retail identity, DFROST, sums it up. Or, as brain researcher Martin Spitzer has already pointed out: “It is not facts and figures that stir people up but rather feelings, stories and, above all, other people.” That is why we are working on ourselves again. And the efforts many fashion labels are making to become desirable, unique brands are, in some cases, as huge as they are remarkable. Design departments are dreaming up charismatic ideas, themes and stories which, in order to emotionally captivate customers, should extend from production through every element of communication to the stage, i.e. the retail outlet. Because apart from the range of products, the shop atmosphere and, above all, the customer service must be in an inspiring, customer-oriented and professionally implemented context. 
Back to the Front Row: ENCOURAGE BUYING INSTEAD OF ONLY SELLING
It is precisely in order to guarantee this rigorous presentation of the brand at the POS that elaborate design manuals with indigestible guidelines are regularly sent out to retailers. However, if explanations of the collections’ cuts, materials and colours – which also change on a seasonal basis – are taken into account as well, these manuals which not seldom contain several hundred pages are virtually impossible to consume. In consequence a vast wealth of brand know-how is often lost on its way to the retail outlet. This has negative effects on brand positioning, product presentation and, particularly, on customer service at the point of sale. Because the consumer has become more demanding. Because, thanks to the internet, a vast array of information about a given brand and its latest collection is instantly available to them – at any time, free of charge, filtered down to the last detail and ready-reviewed. The customer essentially enters the shop as (a supposed) expert. His interest therefore revolves less around the already evident facts about the product than around the interesting backgrounds, personalised, type-appropriate recommendations, solutions and inspiring ideas. This is where the salesperson in the retail outlet plays a major role. As a brand ambassador and style advisor he should encourage purchasing rather than only selling. By putting himself in the customer’s shoes, identifying his needs and wishes, and responding to them. Or, to put it another way: by encouraging the customer to dream, by building trust and satisfaction and thus, ideally, creating a long-lasting and intense relationship. Classic high-street outlets would therefore be well advised to ensure that their retail staff are well qualified. Because filling the shelves and operating the checkout simply isn’t enough. In fact, it is exclusively by investing in shop staff that brands can ensure that customers seeking an attractive ambience and excellent service will indeed find them. But herein lies the problem. “These days sales staff are often still inadequately trained. That means they don’t have an overview of the stock and may for instance not know how key items should best be paired and presented. They aren’t familiar with the given campaign idea, or are unable to answer questions about the origins of materials. In a worst-case scenario the customer may know more – not in-depth, perhaps but wider-ranging – than the staff at the retail outlet,” explains Christoph Stelzer, also a Managing Director and co-founder of DFROST, citing conversations with those responsible for mainly vertical fashion labels.

WHAT GOES FOR THE CONSUMER APPLIES EQUALLY TO THE SALES STAFF
To solve this problem, Christoph Stelzer, Nadine Frommer and their team at DFROST have developed My Helpdesk. This is a digital multilingual platform that is individually customised to the needs of the given brand. Using inspiring style guides, short and memorable video sequences and easily understood and effortlessly repeatable explanations, the sales staff at the POS are guided step by step to subjects such as overarching knowledge about the collection, campaign launches, promotions, corporate and brand philosophy, or the handling of orders and returns, retail space concepts, zoning, capacity planning, etc. My Helpdesk can, however, also encompass far more than that – a stream of the latest fashion show, say, a film by the designer with interesting details about the latest collection, the corresponding storytelling for the customer or, quite simply, USPs that set the brand apart from the competition. Brand-independent know-how such as general market trends and care instructions or training units on providing customer care, merchandising of the retail space or handling VM and decoration tools can also be retrieved on the platform. Virtually everything is possible. As a further service, My Helpdesk by DFROST offers the option to monitor and get feedback on results via a system image upload. The retail experts from Stuttgart have even included live chat so if the sales consultant has questions, he can ask for support quickly and easily.

My Helpdesk AS AN INTERFACE
All of these features make My Helpdesk far more than just an attractive method for conveying knowledge. It is inspiration, training, coaching and monitoring all rolled into one. And while as a platform it has a wide reach among retail staff, its direct contact option and audio-visualisation ensure that it equally offers the greatest possible proximity and immediacy. “However, because every brand obviously has its own needs, behind each version of our My Helpdesk there is a tool individually customised to the client’s requirements and wishes. Ultimately we see the platform that results out of this process-related, intensive collaboration as a kind of brand intranet – without becoming technically over-demanding. Everything can be operated intuitively and easily consumed anywhere on a tablet or smartphone. So it isn’t even necessary to have a fixed workplace,” says Nadine Frommer, explaining further advantages of My Helpdesk. The digital manual is, however, first and foremost a helpful tool that once again provides well-informed, interested and demanding customers with customer service of a high quality. Because this is more important than ever in creating an emotional shopping experience. Excellence in the retail outlet and personal service in all its facets are ultimately still two of the main ways of setting oneself apart from the competition and making a brand tangible in the retail sector.
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DFROST is the retail identity agency for the point of sale. Be it brands or spaces, entire stores or selected areas – wherever experience worlds and identity need to be created, the brand companions work in interdisciplinary teams to devise innovative, precise retail solutions for the effective presentation of products and brands at the point where the purchase decision is made. Holistic and unique. Founded in 2008 by Nadine Frommer and brothers, Christoph and Fabian Stelzer, the Stuttgart agency has a workforce of some 50 employees. Its service spectrum breaks down into the disciplines of retail window display, visual merchandising, retail architecture, POS events, visual communication and digital solutions, whereby every aspect – from consultancy and design to production and from logistics to implementation – is centrally controlled across all channels. This results in coherent retail presentations that are not merely seen but are also felt and perceived with all the senses. This sustainably-functioning work by DFROST not only lastingly captivates customers, but has also earned the trust of premium brands such as Swarovski, Peak Performance, Tommy Hilfiger, Hugo Boss, Victorinox, Mercedes-Benz Accessories or Porsche Design. And rightly so – as testified by prestigious international accolades such as the red dot communication award 2012, the iF communication design award 2013 or the German Design Award 2014.
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