$eeizcommunimy

The wrath of social media
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It is a bygone time when companies had to hire a helicopter that would hover around a targeted area and release flyers, all
in hope that it would create an excitement and consumers will grab them.

We are in the fast lane now, appeal to a market and in an hour the entire world will have read about you. It's the #hashtag
era, it took the brand Obama mere hours to hit 1 million followers on his new twitter account.
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flames, or need | say they are being deep fried?

We have always known that where a happy customer might tell a few people, an unhappy customer would probably tell 10,
that was the then, a bad service will now be heard of by millions of people.

| ask myself, that sharpening of the knife on the concrete incidence, would that not have been a throw back in a typical
African community? There is no excuse to washing chickens on the flow, but surely it may have been a practical error to
take out that chicken breast seconds earlier than prescribed.

So what is the real problem here? Nandos is being run like a tuck shop where decisions are made NOW, so much to their
advantage, whilst KFC might have a constipated policy flow that delays things, if they could loosen up and ask how Steve at
FNB has done it, they might just survive further deep fries, unfortunately, they will be fried again and again until well done.
Because an unhappy customer who has no 'human' face to speak with will go straight to millions of social media users.

We could only wish them the best of luck, and hope to see them up their PR game.

*Note that Bizcommunity does not necessarily share the views of its contributors - the opinions and statements
expressed herein are solely those of the author.
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