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Traditionally, luxury marketing involved low key activities that were visible to a 
very niche audience. However, the global economy has expanded the target 
market for today's luxury marketer.  Today's luxury consumer is spoiled for 
choice and is easily tempted to stray away from brand loyalty.  It is, therefore, 
imperative for luxury retailers to establish their presence across channels used by 
their customer base. 

It is important to remember that the popularity of the digital medium does not 
render traditional or offline media redundant. Luxury marketers should aim to 
bridge gaps in the customer's transition from one platform to another.  They 
should also try to provide the perfect customer experience by making the right 
information available at the right place and time, to the right person. 

MARKETING TO THE NEW GENERATION OF CREME DE LA CREME

Fashion brand Louis Vuitton created waves with their immensely 
successful Pinterest page.  They used their boards for subtle engagement 
with customers. They pinned content that their customers found engaging 
without seeming aggressive in their marketing approach.

Going from niche  
traditional marketing  
to digital omnipresence
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Luxury marketers today are faced with a fascinating paradox. Their brands have 
an aura of uniqueness that is out of bounds to everyone, except a select few 
who can truly value their worth. In addition to exclusivity, privacy ranks as a top 
priority for luxury customers.  The conundrum arises due to the increasing need 
for digital channels - platforms that are founded on the principles of sharing 
information and providing accessibility to everyone. So how can marketers 
leverage such public channels to drive luxury businesses while ensuring 
exclusivity and privacy?

Just like in mainstream marketing, success lies in the choice of platform and 
the content delivered.  Brands can create private online groups or forums that 
accept members via invite only. This creates a feeling of exclusivity and privacy. 
Furthermore, to sustain interest and encourage people to covet membership, 
marketers have to provide interesting and unique value such as member-only 
discounts or services.

Luxury jeweler  
Tiffany & Co. launched a 
multichannel 'What makes 
Love True' campaign, for 
which the company created 
a microsite and mobile apps 
that showcased videos of 
true life romances.  They 
built customer engagement 
by inviting people to 
share personal romantic 
stories. Furthermore, they 
successfully created a 
channel of love songs on a 
popular online radio station.

Digital omnipresence is the stepping stone of connected 
experience for customer
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Go Social

With the majority of consumers online, it is logical for businesses to share the 
space with their customers and use it as an effective medium of communication 
and engagement. However reaching, engaging and converting a prospect to a 
customer on social media is not an easy task. In particular, luxury marketers have 
to work strategically to use easily accessible media to maintain the all important 
exclusivity factor associated with luxury brands. 

Employing simple strategies such as sharing social content and positive reviews 
on the website, or sharing website information on social media channels can help 
boost sales and brand awareness of regular items. But they are insufficient to 
drive ecommerce for luxury items. Luxury brands have to allocate more budget 
on targeted advertising in social media channels to improve reach as well as 
stress heavily on personalized content marketing.

MARKETING TO THE NEW GENERATION OF CREME DE LA CREME

Maximizing Marketing  
Impact: Three Must Do's 

Swiss watch brand IWC has presence in several social media channels 
such as Instagram, Tumblr, Twitter and YouTube.  The company is now well 
known in the social media space for regular segments like "Wednesday 
Watch Riddles"  and stories on celebrities that endorse the brand.
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Since the target consumer is easily distracted, brands have to present their 
legacy, values and product information in a way that captivates customer's 
attention. A luxury brand or product described with a compelling story conveys 
more than just basic information. It brings forth new dimensions such as setting 
tone, character, style and class.  

Top designer brands use an eclectic blend of technology, influencers and 
experiential offers across social media and offline channels. Online influencers 
play a big role in creating awareness, authenticating products and building 
engagement. Luxury retailer Harrods successfully blended technology and 
storytelling with shoppable videos to market their products and build its 
ecommerce platform.

Perfume brand Chanel gained plenty 
positive attention for its story telling.  
The brand launched a two minute 
video "The Night Train" for their 
product Chanel No. 5, that received 
acclaim for its cinematic value and 
storytelling.  To enrich the experience, 
the company also launched a website 
with behind the scenes footage, 
photographs and screensavers
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BEST PRACTICES Experiment with new and disruptive technology

Integrate experience across social, mobile and e-commerce 
sites to improve efficacy

Invest in innovative storytelling for contextualized marketing

Encourage interaction by introducing innovative gamification 
and contests

Partner with online influencers to magnify the impact of your 
online campaigns
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BEST PRACTICES If technology is used in any one part of the brand 
experience, it should be also be incorporated in-store to 
maintain consistency and connectivity

The use of relevant technology can enhance customer 
experience and encourage brand loyalty

Use technology to boost convenience. For instance, present 
customers with a tool that facilitates checking product 
availability or enables reservation of a product for pick up 
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Provide a connected experience

It's true that mobile commerce and e-commerce are playing a significant role in 
the luxury market. But physical stores still drive a large portion of sales for the 
luxury sector. However, the expectation from a store has changed dramatically.  
Luxury marketers are now required to ensure that retail outlets have technology 
that fuels a 360 degree brand experience that promotes intrigue, relevance and 
connectivity. For instance, outlets can showcase interactive videos on the latest 
fashion trends and the relevant in-store products on large screens within the shop.

The truth of the matter is that present day customers are better informed than 
ever before.  Affluent customers oscillate between brick-and-mortar stores 
and online channels. So it is imperative that marketers keep the physical store 
connected with its digital counterpart.

MARKETING TO THE NEW GENERATION OF CREME DE LA CREME

As part of the campaign 
for the London Fashion 
Week, Burberry customers 
were introduced to "Smart 
Personalization" technology 
that allowed them to have a 
virtual look at the line backstage 
and buy items off the catwalk 
via their mobile phones.  On 
order, they received custom 
made outerwear embedded 
with engraved name plates that 
also played short personalized 
videos at the flagship store in 
London.

Source:http://shopperculture.integer.com/2013/03/burberry-introduces-smart-personalization-for-shoppers.html
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BEST PRACTICES Retargeting practices have no room in luxury marketing 

Ensuring high-touch exemplary service across platforms 
maintains the perception of luxury

Providing personalized messaging and tailor-made products 
and services goes a long way

Personalize customer service

People who buy luxury products expect the satisfaction of owning one-of-a-kind 
products.  Customers feel a bond with luxury brands, especially when they are 
customized according to their preference. There are several ways through which 
marketers can help fuel this relationship. For instance, they can run a campaign 
inviting customers to suggest new features they would like to see in an upcoming 
product, or allow for customization of the product at the time of purchase.

Luxury customers shop under the presumption that they will receive a high level 
of customer service.  They enjoy having their needs understood and quality 
service delivered to them, without having to deal with obsequious, pushy sales 
gimmicks.  This balance can be achieved successfully in the digital domain with 
the right messaging. Luxury customers also appreciate access to easy, reliable 
communication channels to engage with the business. This can be achieved via 
email or social channels.  Another significant role social media channels play is 
to connect luxury consumers with each other, providing a forum to discuss and 
authenticate the brand.
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Source:http://www.cmo.com/content/cmo-com/home/articles/2013/9/30/_4_effective_digital.html
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Target the Millennial Generation

Make Room for a Media-Mix

Today, the target customer for luxury 
marketers is decidedly younger.  Globally, 
the millennial generation has proved to have 
tremendous influence in bringing about a 
significant change in brand perception in general.  
This holds true for the luxury segment as well.  

Over, the next few years we will see marketers 
making an effort to devise specific strategies 
that target the younger demographic.  The 
focus would be more on social media 
marketing and e-commerce since these young 
customers are constantly connected and 
comfortable with online shopping.  Increasing 
engagement with this target segment 
makes sense as they serve as reliable brand 
ambassadors.

As the luxury customer base is growing in 
size and diversity, so are their preferences.  
Besides having different tastes in products, 
they also differ in their choice of media.   
Luxury marketers will have to budget for a 
blend of traditional and social media in their 
marketing strategy.  Marketers will need to 
leverage multiple media platforms to create 
brand engagement with current and new 
customers, initiating discussions and creating 
engaging experiences across channels.   

MARKETING TO THE NEW GENERATION OF CREME DE LA CREME

Luxury marketing:  
Five strategies to focus on

Luxury retailer Harrods 
produced a Great Gatsby 
themed shoppable video 
that highlighted many of their 
products.  Shoppable videos 
tie-in interactive storytelling 
with e-commerce, allowing 
viewers to click on a product 
and purchase online, if 
interested.

Swiss watch brand Patek 
Philippe leveraged print 
advertising in a luxury 
magazine by including a QR 
code that contained more 
information on the product 
and brand.  The integration of 
offline and online marketing 
filled the void between 
the traditional and next 
generation customers
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Get Better 'Connected'

Extend Reach with E-Commerce

The shopping experience is constantly being redefined and is subject to new 
interpretation every day.  Luxury brands are in a race to provide the most 
engaging and innovative experience in an effort to win the customer over and 
encourage brand loyalty.  There will be a continued emphasis on upgrading 
the physical store to accommodate digital forums that provide convenience, 
entertainment and easy access to product information. In the future, luxury 
marketers are likely to spend more resources in tapping mobile apps, RFID tags, 
shortcodes and augmented reality to intrigue, excite and stay connected with 
luxury customers across online and offline media.

As inhibitions toward online shopping melt away, the luxury sector is likely to 
invest heavily in launching and augmenting online stores. This is particularly 
crucial for luxury brands expanding to developing markets such as India & China, 
where a significant number of luxury customers are from tier two and tier three 
cities that lack easy access to physical stores.  Focusing on E-commerce helps 
increase brand reach and enables the potential to tap into new markets and 
acquire new customers.
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Luxury automobile 
company Ferrari made 
large investments in 
mobile apps.  The 
company associated with 
developer Gameloft to 
produce a popular car 
racing game available on 
mobile platforms

Catching up to their net savvy customers, 
Address Home - an Indian luxury home 
decor retailer launched its own online 
retail store. Apart from providing a 
virtual shopping experience, the site 
showcases seasonal home decor trends 
and a wedding registry. The combination 
of brick-and-mortar outlets and e-retail 
enables increased customer coverage.
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Don't Forget Good Old CRM

In the luxury industry, there can never be enough emphasis on customer 
relationship management (CRM). It goes without saying that good CRM is an 
important pre-requisite for any luxury product or service.  Retailers should utilize 
well trained staff who have a thorough understanding of the product and have  
the ability to build a personal relationship with luxury customers.  However, 
building relationships does not stop at the physical store anymore. Luxury 
brands should focus on providing enhanced loyalty programs that provide 
special offers to customers via email, SMS and mobile app marketing to promote 
contextualized and personalized marketing.  In addition, online and physical 
stores are both heading in the direction of improving augmented reality, social 
shopping and customization to boost sales, as well as improve customer 
experience to build loyalty. 

MARKETING TO THE NEW GENERATION OF CREME DE LA CREME

Italian luxury brand Gucci developed a mobile app 
to enhance in-store shopping.  The point-of-sale 
iPhone app enables employees to perform various 
functions such as process sales, send email receipts to 
customers, look up item availability and perform quick 
currency conversions.

Source:http://www.luxurynext.com/blog-Luxurybrand_Marketing%20_Trends
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In this era of advancing technology, luxury brands can effectively drive business 
with the right digital strategy.  More than ever, luxury customers are looking 
to be understood, showered with attention and treated like royalty.  But most 
importantly they are demanding an immersive shopping experience; one that 
triggers a mix of delight, entertainment and interactivity while at the same time 
being informative.   

In order to be effective online and in-store, luxury marketers need to leverage 
analytics (big data, predictive and social) to help identify customers and market 
to their precise requirement. Brands can also benefit from an increased emphasis 
on personalized campaigns that are based on customer segmentation.  

With the concept of connected stores becoming increasingly popular, it is 
imperative that brands maximize their digital channels to stay connected with the 
customer on social platforms.  Additionally, luxury marketers can gain the upper 
hand if they use cloud based customer analytics to boost customer engagement 
and even promote cross-selling based on real-time contextual information. 

Creative and engaging digital and in-store experiences are now fast becoming a 
staple in luxury marketing strategy.  In the end, success in luxury marketing boils 
down to providing an innovative, immersive customer experience that can also 
establish an emotional connection. 

Conclusion

Luxury retailer Louis Vuitton introduced 
a 'Townhouse' inside their iconic 
London store.   The store-in-store 
ambience was designed to inspire awe 
and curiosity.  The brand also integrated 
a digital experience with a 'Digital 
Atelier' in the new store.  It  provided 
for a personalized experience where 
customers could use touch screen 
technology to custom design their bags.  
Townhouse successfully promoted retail 
tourism apart from gaining local interest

Source: http://edition.cnn.com/2013/11/18/business/inside-louis-vuittons-townhouse/
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At Capillary, we help you create memorable shopping 
experiences for your customers, by providing the right insight 
at the right time, to ensure your customers gets the personal 
attention they deserve.

Capillary's Instore agents can track your customer's purchase 
history and preferences and make personalized suggestions 
on customer requirement.  This enables sales professionals 
to cross-sell and up-sell, thereby improving customer 
satisfaction.

Our tablet based associate clienteling solution facilitates 
customized in-store and online customer experiences, based 
on customer preference. This solution can be tailored to 
integrate with your existing sales environment. 

The Capillary Edge

Targeted Experience

Clienteling

Customer Satisfaction

Associate Task Management
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We can help you establish a stream of personalized 
communication with each of your customers, creating a 
mutually beneficial relationship that builds customer loyalty.

There is a twofold benefit to our task management system 
comprising customized dashboards, calendars, action lists and 
reminders. Your sales force can better organized their tasks 
and achieve their targets. In addition, the smooth systems 
result in better customer service.



Capillary offers an Intelligent Customer Engagement platform to retailers and consumer businesses - managing the entire 

life cycle of customer data from acquisition, analysis, insights and activations. We are the world's leading SaaS provider of 

end-to-end Multi-Channel Customer Engagement, Big Data Customer Intelligence, Clienteling, Real-time Loyalty and 

Social CRM solutions to 150+ enterprise customers - with over 10,000 locations and 75 Million shoppers who interact with 

our cloud platform.
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Visit www.CapillaryTech.com for more details.
For more information contact us at: Conversations@CapillaryTech.com
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