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Almost two-thirds of millennials prefer to spend income on experiences rather than goods and want to share those
experiences on social media.

The trend towards experiences over things is concerning for many brands, but it could be an opportunity if
marketers plan correctly.

Buying a Swedish mattress, a high-end bag or sustainably sourced shoes is, at some level, an experience. Many
retailers are focused on sleek digital applications, Web sites and ad campaigns, yet, research shows that consumers
still care about the in-store experience, and are craving a more human connection to complement the efficiency of
online shopping.

Lessons from the business
In my generation, luxury brands represented the ultimate shopping experience.

Test-driving a Mercedes, buying a Swiss watch, these were once-in-a-lifetime experiences that many people aspired
to achieve. More recently, companies from Warby Parker to Anthropologie get more headlines about their customer
experiences than many luxury brands.

I know why. We did a large mystery shopping study that included more than 50 retail stores, and found that
experiences at luxury stores are almost universally dismal.

The results were stark:

Most customers were clearly profiled and dismissed if they were not well dressed

The conversation immediately went to budget, with lower-budget shoppers receiving far worse attention

Little time if any was taken to talk about what the purchase was for or to tell the story of the brand

While many stores had espresso machines, bottled water and other "experience enhancers," they were rarely
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offered

In almost every store, I felt a lot like actress Julia Roberts when she first visits a fancy clothing boutique in "Pretty
Woman" unworthy.

When service is poor, it becomes a self-fulfilling prophecy for the company. Retail stores lose sales, while digital
grows.

All retailers are facing extreme competition from companies such as Amazon and Rent the Runway. The one thing
that many brands have to differentiate themselves is their in-store experience.

Many companies are experimenting with adding experiences to their store, but they are not all created equal.

Eyeglasses retailer Warby Parker is opening new stores because it has cracked the "experience code," which
marries excellent digital retail with valuable in-store experiences.

If your company ticked any of the boxes in the list above, consider making these changes.

Embrace the use of social media in the store. Apps to help people try on goods and see themselves in them, photo
booths that post directly to Instagram, free selfie sticks.

These are all options that demonstrate a luxury brand's appreciation for the role social media plays in the lives of
their customers.

The stores we visited did nothing to encourage picture-taking and sharing.

Clothing brand Ted Baker does just that, encouraging selfies in the store to drive social buzz, sure, but also to
enhance the shopping experience.

Bring the digital experience into the store. For many luxury brands, it is  easier and more controlled to roll out digital
campaigns, such as Burberry's "Art of the Trench" or T iffany's revival of Holly Golightly's "Breakfast at T iffany's."

These are lovely advertisements, but they mean nothing if an actual Breakfast at T iffany's feels more like a slap in
the face.

This is not about virtual reality or in-store information kiosks, although those may be fine. This is about keeping the
magic alive. The story of the Swiss watch, the romance of the gold necklace.

Only the salesperson can maintain the feeling someone has about an exciting purchase. Even something as simple
as looking up a customer's search history so you know what she has already browsed online can make a more
personal connection.

Encourage people to come together, profitably. People rate shared experiences higher, yet many luxury store brands
did little encourage a jovial chatty atmosphere, sometimes even moving our mystery shoppers into a separate room
for cheaper products.

Some innovative brands such as Supreme create "events" for people to experience together by releasing new items
at a specific time and also encourage sales, not just loitering.

Get the staff involved. Our research shows that many luxury employees feel resentment toward consumers who can
afford such goods, and this colors their behavior when serving customers.

There are so many examples of barriers that cause employees to be dismissive of customers, from big issues
including distrusting company leadership to small things such as having to spend too much time in the stock room.
Those who recognize this and find ways for employees to genuinely connect with consumers and enjoy their jobs
do fare much better.

THE PURPOSE of changing an in-store experience is to support commerce on any channel with a good experience
in the store.

Luxury stores should be learning from the new crop of companies who make purchasing a product a memorable
experience.

Lior Arussy is CEO of Strativity, Hackensack, NJ. Reach him at lior@strativity.com.
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