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p-TIPS Making your e-tail site more productive 
(how customers judge quality) 

Thinking of going into e-tailing? No one doubts that Internet shopping of-
fers a plethora of opportunities, as well as pitfalls for the unprepared. Joel 
Collier and Carol Bienstock in “How do customers judge quality in an 
e-tailer?” summarized their survey results on customer satisfaction with on-
line shopping in the Fall 2006 issue of the MIT-Sloan Management Review. 
Their main points in the customer quality ratings below should help e-tail 
entrepreneurs to operate productive and profitable Web sales sites.

1) Ease of use/simple design/privacy. Online shopping requires customers to 
“learn by doing.” Make your site easy to use with the fewest clicks possi-
ble. Design prompts for information and alerts for errors. Avoid extraneous 
bells and whistles; make font and text easy to read. Show thumbnail images 
of each product. Assure customers that their personal information is secure 
and not shared.

2) Consistency and flexibility. Your site’s availability, applications, and links 
must be perfect at all times. Information must be current and accurate. 
Displaying sold-out products only frustrates potential buyers. Make the site 
flexible enough to accommodate all ages, levels of technological sophisti-
cation, and delivery and payment preferences.

3) The timeliness of the order. Busy customers may pay premium prices for 
speedy delivery, but making anyone wait past a promised date destroys the 
quality of the e-tail experience.

4) The accuracy of the order. Customers expect to receive orders at the correct 
address and be billed for the right amount. Contacting an e-tailer to resolve 
problems is an experience shoppers don’t want.

5) The condition of the order. Just like people in stores, e-tail buyers shy away 
from damaged products and packaging. Online merchants must make 
delivery carriers understand how important it is for packages to arrive at 
customers’ doors in perfect condition.

6) Addressing problems when they occur. Three “service recovery” points are 
important: the opportunity to speak with a person to solve a problem; fair 
policies and procedures, such as free return shipping for defective items 
and rapid refunds; and follow-up with delivery or other third-party services 
if the problem occurred there. Although an apology for a service failure 
may suffice, customer compensation leads to trust in an e-tail site.

Recognition of the SLCP has come essentially through working in and with 
the automotive industry. International automobile companies and their as-
sociated component producers and service providers have been established 
within western Slovakia and the neighboring Polish and Czech regions since 
1990, attracted by the area’s cheap, but skilled, labor forces. The latest arrival, 
KIA Slovakia, is setting up right in Žilina and the SLCP is already developing 
strong ties with it.

With its profits growing (nonprofit bodies are, like all nonpublic Slovakian 
organizations, taxed at a flat rate of 19% on all their income), the SLCP has 
felt the need to develop new structures. Thus in 2005, it established its consul-
tancy arm as a separate corporate entity, followed by its training center. It also 
purchased land near Žilina University on which it is now starting the construc-
tion of dedicated facilities capable of accommodating a staff of 100. This will 
house not only its consultancy and training companies but also the newly es-
tablished Institute for Competitiveness and Innovation with its Digital Factory 
Laboratory. Here, university–industry osmosis, especially with the automotive 
industry, but also encompassing the aviation, space, and electrotechnical 
industries, will, using three-dimensional virtual modelling and rapid prototyp-
ing, generate innovations in all aspects of production processes from design 
to production and assembly. This, too, covers the adjacent regions of the three 

countries and represents Europe’s new automobile manufacturing focus. The 
SLCP sees its mission as ensuring that the multinational enterprises now set-
ting up in this region will put down deep roots, remaining there after the initial 
attraction of cheap labor costs diminishes; wages are already rising in line with 
productivity increases.

Although still without government financing, the SLCP sees great opportuni-
ties for expansion, particularly given its strong university backing. However, 
the center has not given up trying to obtain government financial support for 
broad-based productivity activities within the country. The outlook has some-
what improved with the availability of EU funds seeking to help member states 
raise their competitiveness and productivity in the light of the overall goals set 
out in the common Lisbon Declaration of 2000. But experience shows that 
self-help is more reliable than third-party promises, particularly those of 
governments.

Anthony C. Hubert is President of EuroJobs, an organization he established 
to promote efforts to raise the quality of working life and productivity in 
Europe. He was formerly Secretary-General of the European Association of 
National Productivity Organizations. He writes regularly for this column.

..................................................

�  

APO news ● April  2007

by A.C. Hubert

p-TIPS Making your e-tail site more productive 
(how customers judge quality) 

Thinking of going into e-tailing? No one doubts that Internet shopping of-
fers a plethora of opportunities, as well as pitfalls for the unprepared. Joel 
Collier and Carol Bienstock in “How do customers judge quality in an 
e-tailer?” summarized their survey results on customer satisfaction with on-
line shopping in the Fall 2006 issue of the MIT-Sloan Management Review. 
Their main points in the customer quality ratings below should help e-tail 
entrepreneurs to operate productive and profitable Web sales sites.

1) Ease of use/simple design/privacy. Online shopping requires customers to 
“learn by doing.” Make your site easy to use with the fewest clicks possi-
ble. Design prompts for information and alerts for errors. Avoid extraneous 
bells and whistles; make font and text easy to read. Show thumbnail images 
of each product. Assure customers that their personal information is secure 
and not shared.

2) Consistency and flexibility. Your site’s availability, applications, and links 
must be perfect at all times. Information must be current and accurate. 
Displaying sold-out products only frustrates potential buyers. Make the site 
flexible enough to accommodate all ages, levels of technological sophisti-
cation, and delivery and payment preferences.

3) The timeliness of the order. Busy customers may pay premium prices for 
speedy delivery, but making anyone wait past a promised date destroys the 
quality of the e-tail experience.

4) The accuracy of the order. Customers expect to receive orders at the correct 
address and be billed for the right amount. Contacting an e-tailer to resolve 
problems is an experience shoppers don’t want.

5) The condition of the order. Just like people in stores, e-tail buyers shy away 
from damaged products and packaging. Online merchants must make 
delivery carriers understand how important it is for packages to arrive at 
customers’ doors in perfect condition.

6) Addressing problems when they occur. Three “service recovery” points are 
important: the opportunity to speak with a person to solve a problem; fair 
policies and procedures, such as free return shipping for defective items 
and rapid refunds; and follow-up with delivery or other third-party services 
if the problem occurred there. Although an apology for a service failure 
may suffice, customer compensation leads to trust in an e-tail site.

Recognition of the SLCP has come essentially through working in and with 
the automotive industry. International automobile companies and their as-
sociated component producers and service providers have been established 
within western Slovakia and the neighboring Polish and Czech regions since 
1990, attracted by the area’s cheap, but skilled, labor forces. The latest arrival, 
KIA Slovakia, is setting up right in Žilina and the SLCP is already developing 
strong ties with it.

With its profits growing (nonprofit bodies are, like all nonpublic Slovakian 
organizations, taxed at a flat rate of 19% on all their income), the SLCP has 
felt the need to develop new structures. Thus in 2005, it established its consul-
tancy arm as a separate corporate entity, followed by its training center. It also 
purchased land near Žilina University on which it is now starting the construc-
tion of dedicated facilities capable of accommodating a staff of 100. This will 
house not only its consultancy and training companies but also the newly es-
tablished Institute for Competitiveness and Innovation with its Digital Factory 
Laboratory. Here, university–industry osmosis, especially with the automotive 
industry, but also encompassing the aviation, space, and electrotechnical 
industries, will, using three-dimensional virtual modelling and rapid prototyp-
ing, generate innovations in all aspects of production processes from design 
to production and assembly. This, too, covers the adjacent regions of the three 

countries and represents Europe’s new automobile manufacturing focus. The 
SLCP sees its mission as ensuring that the multinational enterprises now set-
ting up in this region will put down deep roots, remaining there after the initial 
attraction of cheap labor costs diminishes; wages are already rising in line with 
productivity increases.

Although still without government financing, the SLCP sees great opportuni-
ties for expansion, particularly given its strong university backing. However, 
the center has not given up trying to obtain government financial support for 
broad-based productivity activities within the country. The outlook has some-
what improved with the availability of EU funds seeking to help member states 
raise their competitiveness and productivity in the light of the overall goals set 
out in the common Lisbon Declaration of 2000. But experience shows that 
self-help is more reliable than third-party promises, particularly those of 
governments.

Anthony C. Hubert is President of EuroJobs, an organization he established 
to promote efforts to raise the quality of working life and productivity in 
Europe. He was formerly Secretary-General of the European Association of 
National Productivity Organizations. He writes regularly for this column.

..................................................


