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Escher Group held its 2nd Customer Forum in Dublin, Ireland on 15/16 October, 2009. The theme of the forum, Technology — the New Force in
Retail, featured speakers from Escher's customer and partner network on how technology is changing the face of retailing and how industry is
responding to this challenge. The event was officially opened by Dara Calleary, T.D., Irish Minister of State at the Department of Enterprise, Trade and
Employment with responsibility for Labour Affairs and Public Service Transformation, and was attended by 60 delegates from 15 countries. Escher
Group would like to thank the participants and guest speakers for attending the forum and for making the event such an enjoyable and fruitful
experience. Escher Group was delighted that the forum was hosted in Ireland by An Post and Post Consult International. An Post was the first company
to implement the Riposte® counter automation solution and is Escher’s ‘oldest’ customer.

Copies of the presentation material can be obtained by contacting Ronan Gallagher at ronan.gallagher@eschergroup.com.

The Changing Technology Landscape
The CEO and President of Escher Group, Liam Church, opened the
annual customer forum. His insightful paper gave an overview of the
issues now affecting postal organisations worldwide, primarily as a result
of social networking as a channel of communications and the economic
downturn, and how these have affected traditional postal services and
volumes. Rather than see such issues as detrimental, Liam encouraged
postal organisations to adapt to these challenges by utilising technology
such as Riposte® to develop new, sustainable channels of
communication, particularly the electronic postal network (EPN) platform
being developed by Escher. By doing so, he saw a future where a secure
and confidential electronic messaging system could be delivered, with
postal organisations as the drivers, and consumers and legislators as the
benefactors.

Liam Church - President and CEO, Escher Group

Let’s Build a Smarter Planet — Retail
With societal and consumer changes impacting on how companies do
their business, Dennis Stoker delivered an interesting paper with startling
statistics illustrating how retailers need to think smartly and adapt to
changing consumer patterns. Not only has disposable income fallen, but
the situation has been exasperated by a core logistic issue: although $93
billion worth of sales are lost annually due to undersupply, worldwide
there was $112 trillion of goods stockpiled and inaccessible due to a
disconnection between manufacturer, supplier and consumer. Dennis
encouraged businesses to understand his ‘three-way process’: embrace
the instrumentation of change, as 43% of people in the USA said they
would use their mobile phone as a shopping platform; secondly, become
interconnected: retail needs to adopt to the fact that one third of the
world's population will soon be online; and thirdly, the volume of
information available far exceeds anything we have known previously, and
is evolving every minute. Postal organisations must think about how
society will develop and deliver information over the next ten years as
nothing will remain static.

Dennis Stoker, Partner, USPS Systems Integration Account
Manager, IBM

Partnership delivering Business Solutions

One thing which Ireland is addressing is how companies — and their staff
— confront changing economic conditions in a harmonious yet positive
manner. Karl O’Leary observed that many businesses, once sales
contracts are in place, will ask the question: ‘how is it contributing to the
bottom line?” Companies have entered economic ‘reset’ mode. All areas
of business are evaluated and a company’s Information Technology

department is no exception. O'Leary said that ‘cost savings, innovation
and productivity come together through I.T. to deliver operational
improvements while amplifying the impact of your people’. The issue of
budgets and whether to purchase ‘off the shelf software as opposed to
‘build’ technology is therefore more important in today’s world.

Karl O’Leary, Partner Sales Lead, Microsoft

Optimizing the Customer Experience through

Technology and Alternate Access Solutions
How might retail companies reduce costs while delivering a higher
standard of customer service? This conundrum was addressed by Janet
Webster when she isolated four core areas where postal organizations
would need to make headway. Firstly, in ‘Leverage infrastructure’, she
encouraged postal organizations to continue to adapt to the
marketplace. In essence, this means using their existing outlets and
diversifying or subletting to generate income. To build on this concept,
Webster spoke about ‘Alternate access solutions’, where postal
organizations went to the market, rather than the market coming to
them. Through ‘Differentiating the customer experience’, postal
organizations could build on innovative ideas where the concept of
customer is primary. She gave the example whereby postal organizations
enable customers to access worldwide-postal rates by weight through
their personal digital assistants. These funneled into the final concept of
‘Keeping track’, where analytics are used to decipher the success of
specific products and understand what the markets require from new
products.

Janet Webster, President, Creative Solutions Consulting LLC

An Post Retail Ireland — Meeting the Challenges
The first of several country-specific case studies was delivered by John
Daly. With 1250 post offices across Ireland, An Post has expanded from
fulfilling the traditional function of stamp & parcel processing to
incorporate initiatives facilitated through technology such as Riposte®,
delivered through new channels such as Billpayie, Western Union and
insurance facilities to customers. As the postal system evolves to meet
the changing requirements of consumers, Daly expanded his talk to
discuss how An Post was re-positioning to maintain and grow its market
segment with initiatives such as expanding financial services and mobile
phone offerings. By incorporating Riposte® into its business model, An
Post saw a future whereby they ‘owned’ the customer due to the
facilities the company would provide at point of sale, online and in a
virtual sphere.

John Daly, Director Retail Operations, An Post
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