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By SARAH RAMIREZ

NEW YORK – As more luxury brands are getting up to speed with ecommerce, companies also need to adapt how
they value and measure customer experience.

Customer service metrics do not always reflect actual customer experiences. Speaking at Luxury FirstLook 2019 on
Jan. 16, the CEO of Customer Experience Group encouraged marketers to rethink how they gather consumer data
and from whom.
“Customers are the ones talking about the brand, so the marketing was kind of reverse marketing,” said Christophe
Caïs, CEO of Customer Experience Group, Dubai. “It was no longer what brands were telling customers but what
customers were saying about the brand.”
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Feedback fatigue
When evaluating customer service experiences, Mr. Caïs encourages brands to begin with the customer journey
rather than technology.
Brands must also ask themselves “what, why, when, where and how” when they are evaluating what metrics to
measure. Looking beyond customers who purchased items and also getting feedback from those who did not
complete transactions is also crucial.
Companies also need to consider feedback fatigue when creating customer experience programs.
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As consumers are constantly asked to provide feedback for their experiences with stores, services and more, it can
become frustrating – particularly if customers do not perceive their comments and concerns as having an impact on
companies.
Brands also have a tendency to measure customer service through unique channels, but that is not necessarily how
consumers themselves view shopping experiences. Most shoppers view email marketing, ecommerce, in-store and
other channels as a whole.
Mr. Caïs also encourages companies to evaluate team members' experience, since that is one way brands
differentiate themselves in the retail world.
“You might be performing well in each individual channel, but the connection between those channels is broken,”
Mr. Caïs said. “You can’t think of customer experience in isolation.”
Ecommerce yardstick
Brands need to choose priorities when improving customer experience, but when it comes to ecommerce, Mr. Caïs
says that online retailer Amazon is the yardstick.
Amazon's strategies can serve as an example to luxury retailers as they hope to make inroads with their online
shopping strategies.
While Amazon continues to grow, its penetration into the most affluent households has decreased in recent years,
according to research from the Shullman Research Center.
Luxury brands continue to ostracize the retailer, worried that its counterfeit goods and tendency to discount would
hurt the brand too much to justify the revenue increases. Nevertheless, affluent classes’ growing affinity for the
marketplace provides a provocative counterpoint arguing for its eventual integration into the luxury industry (see
story).
Amazon and department store chain Nordstrom are among the brands offering the best customer service
experiences and emotional connectivity, according to a report by global customer agency C Space.
Consumers prefer to spend their money on emotionally-cognizant companies that provide quality customer service,
directly benefiting brands' bottom lines. T he more emotionally connected shoppers are, the more likely they are to
make frequent purchases and recommendations (see story).
“A big mistake [brands make] is wanting to be good everywhere, but you can’t be good everywhere,” Mr. Caïs said.
“Where do you want to be different?”
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