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Order Processing - Key to Customer Satisfaction and Profitability — White Paper

In the highly competitive food distribution and processing industry, no stone must be left unturned
towards finding ways to increase efficiency and maintain control. Companies must seek to
provide the utmost flexibility for their customers in an effort to get more business and improve
profit margin. Just getting the order into your pick, pack and deliver process is not enough.
Traditional order processing systems were designed to provide order processing personnel with
information such as pricing, inventory levels and perhaps credit information. They were designed
with the speed of order taking in mind without much regard for anything else. This is not good
enough in today’'s market place.

In a recent survey of Foodservice customers we found the following:

What does your customer want? What does your custom er expect?
Place orders their way Order accuracy

Place orders when they want to No substitutions

More deliveries Instant answers

Lower minimum orders Speedy answers - no sitting in Queue
Better Variety Honest interactions

Information when they want it No Shortages

Consistent Competitive pricing Your insights to product quality &
One Stop Shopping other customer experiences
Relationship & Trust with Order Desk

Given the above findings, there is an opportunity for the Foodservice supplier to meet customer
expectations with the right technology, processes and a commitment to customer service that will
grow business through increased customer satisfaction. This will result in higher revenues and
profitability.

There are many ways to take an order. The challenge and opportunity rests in how you do i t.

How do you do it? The task of providing a service of purchasing and delivering products that your
customers need is simple but certainly not easy. With increased competition, changing customer
requirements, uncertain economic conditions and changing and challenging government
regulations, the task becomes even more difficult without the proper technology tools and best
practices in place.




Whatever method you choose to process orders, also known as “Order Entry” the following
components must be part of your solution to be successful:

Minimal Requirements Additional Requirements

Customer Name Contact people and phone information
Customer issues and / or problems

Shipping Information & Instructions Route and time of delivery, alternate
shipping methods including time of
delivery

Product Information including: Ingredients list / Nutritional Value

Packaging Previous price paid for items

Pricing Upcoming specials and end dates

Amount ordered / shipped Customer’s product number

Description When you expect the next shipment

Availability / Alternatives

To be successful and improve customer satisfaction, loyalty, revenue, profit margins, and fill rates
while decreasing costs of administration and delivery you must offer many ways to take an order.
Which one is correct? The answer is simple: the one that meets the customer’s desires and
expectations, and if you ask your customers as we did in a recent survey of Foodservice
customers, we found that there are many ways your customers want to place an order:

Telephone In O Phone In 32%
32%

B Web Order 28%
Hl Salesperson 21%
8 Phone Out 13%
B Fax E-mail 3%
Web Order B Pick Up 2%

28% B Mail 1%




The following chart illustrates the most common issues and problems customers complain about:

Could Not get Information Requested 42%
Incorrect Pricing 21%
Substitution of product with no advance warning 14%
Product Out of Stock 11%
Could not get through to them on Phone, long wait t ime on phone, couldn't get 8 %
my regular rep

\Wrong Product - Not what was ordered either size or brand 8 %
Don't know your Product Codes, too much time, they take order their way not 5%
how | want to order

[Missed order cut-off time 4%
Salesperson did not show up 4%

Question: what has gone wrong over the past month with present Foodservice Supplier? (Companies buying over
$25,000 yearly — percentage of respondents - survey of Food Service Customers)

How do you sell more and at better margins?

Due to competitive pressures, a successful Foodservice vendor in 2006 needs to deploy
technology that provides not just an accounting or logistics system, but a solution that provides a
strategic and competitive advantage.

For example, web order entry is the latest way to accept orders while providing sales and account
information to your customers on a 24/7 basis. You can incorporate specials, up-sells, promotions
and/or suggested orders of what they usually buy to speed up the process. The demand for
ordering online has grown to over 25% of customers who want to do business over the Internet.

The successful Foodservice Supplier will embrace new technology and instill a corporate culture
of a Customer Centric Organization supported with proven processes and best business
practices that exceeds the expectations and requirements of your customers and allows you to
“let them have it their way”.

To learn more about how technology can help your organization improve its customer service and
ultimately your bottom line, please visit our website at www.mulvayaa.com to request an online
demo of our WinFDS Food Distribution specific solution. You may also register for a webinar and
online newsletter.
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