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EXECUTIVE
SUMMARY

All Luxury stakeholders now consider that performance is based as much on
the quality of the experience as on product desirability. But what is a well-
managed Client Experience? Comfort, Dream, Renewal and Measure.
A collective of 4 conditions, inspired by Maslow’s hierarchy of needs, that
dictates the strategic priorities required to better... process emotions.

Historically speaking, for a long time Luxury held pole position in terms
of a ‘comfortable’ experience and retains a major advantage: the quality
of the relationship with the brand ambassadors. However, the concept of
comfort has been revolutionised in every aspect of daily life by Amazon,
Uber, Google, etc., while touchpoints between a customer and a Maison
have multiplied. An imperfect omnichannel experience now poses the
biggest threat to a customer’s sense of comfort. The impact on the
growth of a Luxury Maison is threefold: it is about preserving desirability,
reinforcing relationships and boosting purchase frequency. While
omnichannel is leveraged in various ways in Luxury, the Maisons that are
drawing the first lessons from the launch phase can get ahead by
optimising the organisation of their stores, focusing on individual product
tracking, or anchoring the ‘One client, one stock’ approach in Luxury
culture.

The comfort of this Luxury Client Experience serves a purpose: to enable
the client to concentrate on the dream that they have come to
experience. In a world where social media has reduced our attention
spans, the challenge for the brand is to convey its dream quickly and
consistently, regardless of the channel used. The solution is to define an
Experiential Signature, an actual everyday tool for operational teams,
by looking at 2 key questions. First of all, what is the brand’s unique Key
Memory that clients can experience and take home with them? Next, which
Iconic Experience Moments need to be developed at each touchpoint,
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in order to deliver this Key Memory and optimise performance? An
Experiential Signature defines, in particular, the unique attitude that the staff
must adopt, and requires the development of transformative learning
programmes.

After comfort and dream, renewal is the third condition for a well-
managed Client Experience. As people tire of everything in this age of
‘everything, right now, this second’, it entails an investment in 4 key
areas to constantly renew the brand’s dream: the organisation of the Brand
Content department, the reinvention of the store concept, the organisation
of the Pop-ups and Events departments, and mastering the ROI of client
activations.

Finally, to be well-managed, the Client Experience needs to be
measurable via a KPI that would be as powerful as turnover or EBIT.
Mystery Shopping, NPS and Voice of the Client present the advantage of
introducing the client perspective to the Maisons, but Luxury stakeholders
are also identifying their limits. Another approach is to measure whether a
Maison has implemented the conditions required to control emotions, rather
than the emotions generated among clients per se. In other words, Luxury
requires a guidance tool listing the hundreds of objective
organisational criteria that characterise a well-managed Client
Experience. This kind of tool presents major advantages: it offers an
understanding of the collaborative action plans to be initiated; it creates a
common language across all departments; and it accelerates the cultural
shift towards client centricity.

In addition to these strategic priorities, there is another key success factor.
Another emotion, that cannot be processed: the top management’s
passion for Client Experience!

EXECUTIVE
SUMMARY
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1. 4 CONDITIONS FOR
MANAGING EMOTION
IN THE CLIENT EXPERIENCE

“HOW CAN WE ELEVATE
OUR CLIENT EXPERIENCE?”
Across the Luxury industry, this question and its many 
variations are repeatedly asked by boards of
directors.

All Luxury stakeholders now consider that performance 
is based as much on the quality of the experience as 
on product desirability.

The Maisons are making it a primary objective.
In Fashion, they are refining their wholesale distribution 
and optimising their retail equation through the quality of 
their Client Experience.
In Wines & Spirits, Beauty, Watchmaking and Automotive, 
they are reinventing their Client Experience in the light of 
D2C.
More and more, the quality of the experience is measured 
across the whole client journey through the omnichannel 
ecosystem – to better manage the business, when 
traditional tools show their limits.

BUT WHAT IS A WELL-MANAGED 
CLIENT EXPERIENCE?
If we look to Maslow’s hierarchy of needs for inspiration, 
Luxury decision-makers are in fact pursuing 4 key 
objectives with their end customers – 4 conditions for 
managing emotions in the Client Experience:
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IT IS THEREFORE ABOUT ADDRESSING 4 FAMILIES OF 
STRATEGIC PRIORITIES IN ORDER TO BETTER...

PROCESS EMOTIONS.

COMFORT1. A well-managed Client Experience assumes 
a comfortable environment for the end 
customer, i.e. flawless and seamless support 
across all channels.

DREAM2. This environment of complete comfort
serves a purpose: to enable the client to 
concentrate on the dream that they have 
come to experience. A well-managed Client 
Experience successfully conveys the unique 
dream embodied by the brand to every client.

RENEWAL3. As people tire of everything in this age of 
‘everything, right now, this second’, a well-
managed Client Experience regularly gives 
the client the feeling of experiencing the 
brand’s dream from a new angle.

MEASURE4. And since we can only control what 
we can monitor, a well-managed 
Client Experience can be measured 
objectively and frequently.
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2. OFFERING THE COMFORT
OF OMNICHANNEL TO THE CLIENT

HISTORICALLY SPEAKING,
FOR A LONG TIME LUXURY HELD
POLE POSITION IN TERMS OF
A ‘COMFORTABLE’ EXPERIENCE

thanks to massive investment in its
distribution networks – its locations, its
architecture, its visual merchandising and,
of course, its level of service and the
quality of the relationship with sales
assistants.

But the Luxury sector has lost ground in
a world where the concept of comfort
has been revolutionised in every aspect
of daily life by Uber, Deliveroo, Netflix,
Google – and primarily by Amazon, which
has set the universal e-commerce
standards.

At the same time, touchpoints have
multiplied in the Luxury industry, generating
the need to offer a global Client Experience.

Omnichannel impacts
the growth of a Luxury

Maison on 3 levels:
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BOOSTING
PURCHASE FREQUENCY

While single-channel clients remain a 
majority, even for brands with advanced 
omnichannel approaches, multichannel clients
demonstrate a client lifetime value that is 3
times higher than that of single-channel clients 
in some Maisons.

Potential growth therefore lies in the 
stimulation of the repeat of multichannel 
clients. Which is also an argument for including 
client lifetime value in Maisons’ retail
dashboards.

REINFORCING
RELATIONSHIPS

As a relationship personalisation tool, 
omnichannel strengthens the position of sales 
assistants, fosters a culture focused on 
clienteling and increases the share of turnover 
achieved through appointments by up to 
30% in certain Maisons.

PRESERVING
DESIRABILITY

After encountering a poorly executed omni-
channel experience, 2 out of 3 Luxury clients 
are capable of turning their back on a brand.

The frustration generated when a client thinks 
that they have been deprived of their comfort 
destroys part of the brand’s reputation and 
thus its desirability.

66%

30%

x3
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THE MOST ADVANCED MAISONS ARE 
CURRENTLY DRAWING THE FIRST 
LESSONS FROM THEIR LAUNCH 
PHASE AFTER IMPLEMENTING TOOLS 
AND IT INFRASTRUCTURE, NOTABLY:

/ A clienteling app combining a 360° view
of the client with sophisticated features (e.g.
saving the products touched by the client
in-store).

/ The development of their own ‘one stock’
model and the conversion of target stores
into logistics platforms.

/ The creation of omnichannel client jour-
neys to boost purchasing frequency.

/ New remuneration models for retail
teams that take omnichannel sales into
consideration in order to support client-
centricity.

/ The emergence of new automated
dashboards for unprecedented real-time
monitoring of the ROI of CRM actions.

... MEANWHILE, ON THE OTHER HAND, 
INCLUDING IN MAJOR MAISONS,
THE OMNICHANNEL ‘ONE CLIENT, ONE 
STOCK’ MANTRA HAS NOT
BEEN IMPLEMENTED.

Their VIP clients may not be recognised
from one market to the next. And their
clients are unable to locate and buy a
product wherever they are, whilst Zara
offers this comfort.

HOW CAN WE EXPLAIN THESE
DIFFERENT STAGES OF PROGRESS?

A change as significant as ‘One client, one
stock’ always begins with the leadership of
top management. But other strategic
priorities have come to the forefront,
such as managing historic growth or
the effects of the pandemic, including
securing the supply chain. The question is
as follows: which Maisons can deny their
clients the comfort of omnichannel in the
short term? Pragmatically speaking, this is
the prerogative of the most desirable
Maisons, where demand greatly outstrips
sales volumes. However in the medium
term, as a necessary development,
omnichannel will naturally make its way
to the top priorities of organisations.

HOWEVER, TO DATE,
THE OMNICHANNEL PARADIGM
HAS BEEN LEVERAGED
IN VARIOUS WAYS IN LUXURY:



For the time being, the Maisons undergoing an omnichannel transformation
can focus on 6 strategic undertakings to get ahead:

To manage the Client Experience, the first challenge is thus
to secure the feeling of comfort across all customer journeys,

as standards are continually raised.
In other words, to be capable of generating
emotions in clients other than frustration!

1. Change management,
to deconstruct the feeling in-store of individually owning 
the client, as well as the feeling locally of owning stock, 
and to engage teams in the development of their 
expertise

2. Recruitment of key expertise
in areas where Luxury historically attracts fewer talents 
(Supply Chain, IT, Data Science, etc.), which may require 
reworking the employer brand

3. The decompartmen-
talisation of the 
expertise, particularly 
centrally, to:
/ Manage client data 
across departments
/ Build the experience 
and processes around 
the client

4. The homogenisation
and optimisation of 
store organisations, 
particularly in BOH,
while store organisations
often vary, even within 
the same region

5. The optimisation of tool usability,
and the monitoring of the utilisation by the teams, in order 
to reduce the time taken to perform actions and to secure
tool adoption

6. Individual product tracking,
to minimise the time taken to locate a product which, 
when it exceeds 5 minutes, decreases the conversion rate
by 35% in some Fashion stores

PROCESS

CULTURE

PEOPLE

TOOLS

STRUCTURE
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3. MAKING DREAMS
AN EXPERIENTIAL REALITY

Conveying dreams is
the second challenge
of a well-managed
Client Experience.
For the client, this means being able to
sense the essence of the brand and feel its
unique emotional imprint.

Yet despite the role it plays in helping to
share dreams, social media has
reduced clients’ attention spans, both
online and offline. On average,
engagement with an Instagram post can be
determined within 6 hours: a figure that
reveals the overstimulation and one-
upmanship reducing everyone’s ability to
experience wonder.

THE LUXURY CLIENT EXPERIENCE MUST
THEREFORE RISE TO 2 CHALLENGES:

SPEED

Whatever the channel, the dream 
must be conveyed to the client
within a short time frame.

1. 2. CONSISTENCY

Given the constant proliferation of 
touchpoints between the brand 
and its clients, the dream must be 
conveyed consistently at the risk 
of diluting the brand equity.
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KEY MEMORY
ICONIC

EXPERIENCE
MOMENT

ICONIC
EXPERIENCE

MOMENTICONIC
EXPERIENCE

MOMENT

Pop-ups Social
media

Exhibitions
Stores

Websites
Metaverses

...

Events

CRC
ROLL-OUT ACROSS

TOUCHPOINTS

THE SOLUTION IS TO DEFINE
AN EXPERIENTIAL SIGNATURE.

MAD SUGGESTS A DEVELOPMENT IN 3 STAGES:
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WHAT IS
THE KEY MEMORY?

This is about answering the following
question: after experiencing the brand –
whatever the touchpoint – what must the
client remember? This memory must be
expressed in a few words, be simple
enough to actually be conveyed during an
interaction, and be profoundly authentic
and unique to the brand.
For example, a Key Memory for Luxury
could be: “Each visit to [Maison A] promises
a poetic moment” or “Every encounter with
[Maison B] gives me an exhilarating feeling
of transgression”.

COMMERCIAL OBJECTIVES HELP GUIDE
THE FOLLOWING STEP:

tangibly converting
the Key Memory into 
Iconic Experience 
Moments
and adapting them to the relevant 
touchpoints. This is because the most 
powerful Iconic Moments are the ones that 
optimise performance and become 
consubstantial to sales.

By way of an example, a Jewellery
House had the objective of increasing
its in-store UPT. As its DNA and Key
Memory were firmly centred around a
Fashion approach to the category, an Iconic
Moment emerged, with sales assistants
acting as ‘stylists’, fostering the
development of a new experience of mix &
match co-creation with the client.

Beyond specific examples, since the
experiential distinction of Luxury espe-
cially plays out in the relationship with
brand ambassadors, this meeting often
gives rise to an Iconic Moment. The
question comes down to defining the
unique attitude that the staff must
adopt with clients... and communicating
this through transformative learning pro-
grammes.

THE EXPERIENTIAL SIGNATURE THUS
BECOMES A REAL FRAME OF REFE-
RENCE FOR DEVELOPING EVERY BRAND
EXPERIENCE

and provides an everyday tool for
operational teams – for briefing a creative
agency, developing a training programme,
etc. In our opinion, it is a key undertaking
for any Luxury Maison looking to master
the conveyance of dreams in the Client
Experience.
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4. ORGANIZING
CONSTANT RENEWAL

While the Experiential Signature is essential, it is not enough. 
Indeed, there is one emotion that a perfectly managed 
Client Experience must overcome, it is boredom.

An increasingly fast-paced world requires an increa-
singly fast-paced Client Experience – beyond the pace of 
product launches, which varies greatly from one Luxury 
sector to the next, e.g. between Beauty and Watchmaking.

THIS CONSTANT RENEWAL OF THE EXPERIENCE
ENTAILS AN INVESTMENT IN 4 AREAS:

1. Organisation of the
Brand Content department

Given the significant growth in brand content needs,
the first point of attack is organisational, to optimise
the production and communication between the Brand
Content department and all other teams involved in the
Client Experience.Jacquemus – Instagram
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2. Reinvention of the store concept

Since it is time to introduce more renewal into stores:

/ Through the ‘VM-isation’ of concepts, demonstra-
ted by pioneers like Gentle Monster.

/ Through the introduction of ‘lifestyle’ experien-
ces in certain flagship stores, such as the Dior
cafés and gallery at 30 Montaigne, leading to new
challenges to ensure operational excellence as well as
communication opportunities.

/ Through a design of spaces that allows to host
events.

Gentle Monster – San Jose

Dior – 30 Montaigne



3. Organisation of Pop-ups
and Events departments

Whether held in-store or elsewhere, pop-ups and
events have become an ever-more frequent
occurrence over the past 3 years, entailing
restructuring needs to secure the execution and the
decentralisation imposed by this new pace.Hermès Fit pop-up

4. Mastering the ROI
of client activations

With client activations multiplying, optimisation of ROI
relies on 2 workstreams in particular:

/ Refining the client database to activate the right
client profiles.

/ Streamlining the investment in Client Experience and
brand content through leaner management of A&P,
which has traditionally been generous in Luxury.Pasha de Cartier pop-up

IT IS THIS CHALLENGE OF CONSTANTLY 
RENEWING THE CLIENT EXPERIENCE
THAT PARTICULARLY POSES NUMEROUS 
BARRIERS TO ENTRY FOR NEW BRANDS
TO BE ABLE TO EMERGE AND:

/ Pay for high-quality and frequent brand content.
/ Have enough space and traffic to hold temporary or 
lifestyle experiences in-store.
/ Have the client base required to make pop-ups and 
events profitable.

Can new Maisons still grow in Luxury? Yes, but the 
Client Experience does put additional pressure on 
creativity, to maximise impact with fewer resources.
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5. INVENTING THE MEASURE
OF EMOTIONS

Lastly, when managing the Client Experience, there is the 
question of how to measure it.

Mystery Shopping, NPS and Voice of the Client are a 
trio of relevant tools that present the advantage of 
introducing this client perspective to the Maisons. But just as 
these indicators are becoming more prevalent, Luxury 
stakeholders are also identifying their limits.

On the one hand, for most Maisons, the in-depth listening
of clients is too expensive to allow for frequent 
measurements, for 3 reasons:

On the other hand, this trio of tools does not allow for 
adequate interpretation of the actions to be initiated 
and does not sufficiently accelerate the cultural shift 
towards client centricity. Because the value of any 
measurement lies in its ability to change a company’s game 
plan by triggering a collaborative action plan. The word 
‘collaborative’ is essential if we want to activate all the 
operational levers involved in the quality of the experience 
delivered. Measuring the Client Experience must also 
double-up as a language tool.

So, should we look to advances in neuroscience to 
measure emotions? Whether collected on the spot or 
afterwards, this solution presents the same pitfalls as the 
existing trio.

THE FIRST ANSWER IS TO GAIN INSIGHT 
INTO THE CLIENT’S PERSPECTIVE.

THE TIME SPENT WITH EACH CLIENT, as the Luxury sector
looks for a profound understanding of their experience –
especially as the definition of a good experience varies from 
one client to the next according to subjective expectations.

THE DIVERSITY OF CLIENT TYPOLOGIES
to interview, from first-time buyers to Ultra HNWIs, who are 
even more complicated and costly to call on.

THE VARIETY OF TOUCHPOINTS.
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ANOTHER APPROACH, THEREFORE, INVOLVES
MEASURING THE EXPERIENCE BY MEANS
OTHER THAN THE CLIENT PERSPECTIVE...

When applied to the Luxury Client
Experience, the idea is to measure
whether a Maison has implemented the
conditions required to control
emotions.
In other words, Luxury Houses need a
label, an ‘ISO standard’, or a scorecard
listing the hundreds of objective
organisational criteria that characterise a
well-managed Client Experience.

If we run with the metaphor of ‘processing
emotions’, industrial production on a
larger scale than in Luxury – for example
in the automotive sector – provides an
interesting insight as a leader in the
establishment of processes.
Indeed, while industrial companies do
develop indicators for product conformity...
they also measure the quality of the
processes.

THIS KIND OF LABEL IS A REAL GUIDANCE TOOL,
AND PRESENTS 3 MAJOR ADVANTAGES:

VARIOUS EXAMPLES OF CRITERIA:

/ The presence of a ‘one stock’ model
/ The number of FTEs in-store in BOH compared
to the number of items sent and received
/ The consistency of store organisations
/ The time needed to bring a product to a client
in-store
/ The diffusion of the brand’s Key Memory
/ Etc.

Identifying the organisational source of the 
failures of a Client Experience – the blind spot from 
the client’s perspective.

Creating a common language tool for Client 
Experience across all departments concerned.

Producing an objective, quantitative 
measurement of the Client Experience that can be 
tracked, just like the turnover or EBIT, and even 
compared and aggregated at group level... Or perhaps 
even used for the financial assessment of a brand?

1.

2.

3.
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the Client Experience – its comfort, dream, renewal and 
measure – remains at the heart of the Luxury business 
model now more than ever, and managing the emotions 
generated is an increasingly complex challenge.

In addition to the strategic priorities analysed in this study, 
there is another key success factor, another emotion 
playing out behind the scenes: the top management’s 
passion for Client Experience.

The Luxury sector definitely has no shortage of passion –
passion for the product, for know-how, for design or for 
image, etc. But passion for the Client Experience is rarer 
– the one that drives an executive to go out into the 
field every week and to make a note of imperfect lighting, 
poorly displayed products or attitudes that have not been 
adopted. It is this surplus of passion that has a cascade 
effect within an organisation and makes the difference 
for the client between excellence and the extraordinary, 
between a Client Experience aligned with our expectations 
and one that surpasses them, between managed emotions 
and heightened emotions.

To all Luxury talents:
nurture your passion
for Client Experience!

TO
CONCLUDE,
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