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AGENDA

« Why customer experience (CX) is the key to
refail success

e The journey: Traditional to digital

« Leveraging Al and modern tools

« Setting and achieving CX goals

o Case studies of successful implementations

o« Q&A session




The Importance of Customer Experience in Jewelry Retail

« Emotional Purchases: Jewelry is not just a product; it's an
emotional, milestone-driven purchase. A positive CX builds
deeper customer connections.

e Trust and Reputation: In luxury markets, trust and
reputation are everything. Great CX enhances both,

resulting in brand loyalty.
« Revenue Impact: Well-executed CX strategies can
significantly increase customer litetime value (CLV), repeat

business, and referrals.

« Competitive Landscape: Consumers today have more
choices than ever. CX is often the deciding factor between
choosing your store or your competitors.




The Traditional Approach to Customer Experience

o Relationship-Based Sales: The hallmark of traditional
iewelry retail was the relationship between the jeweler
and the customer, often built over years.

« Word-of-Mouth: Referrals and repeat business were key
drivers of sales, with customer service playing a critical

role.

o In-Store Atmosphere: Retailers focused on creating a
luxurious, welcoming store environment with personalized,
high-touch service.

« Personal Interaction: Trust was built through face-to-face
interactions, where staff showcased expertise and
understood customers' preferences.




Shifting Consumer Expectations

o Informed Customers: Today's buyers come armed with
online research, product comparisons, and reviews. They
expect you to know as much as they do, if not more.

o Instant Gratification: Fast, seamless service is now the
norm. Jewelry retailers need to offer speed and efficiency
without compromising on personalized service.

« Seamless Experience: Whether online or in-store,
customers expect their experience to be consistent and
frictionless across all touchpoints.

« Personalization: Modern consumers demand a high level
of personalization in offers, product recommendations,
and communication.




The Rise of Digital Tools in Customer Experience

o E-Commerce Growth: Jewelry retailers must now focus on
creating a premium e-commerce experience. This includes
intuitive interfaces, virtual try-ons, and detailed product
information.

o Customer Relationship Management (CRM): CRM systems
help retailers track customer preferences, purchase history,
and important dates (e.g., anniversaries, birthdays) to
offer personalized experiences.

« Social Media Engagement: Platforms like Instagram are not
just marketing tools; they can be powerful engagement
channels, where storytelling and customer interactions take
place.

o Data Analytics: Analyze customer behavior data to make
data-driven decisions about product offerings, promotions,
and personalized communications.
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The Power of Al in Enhancing Customer Experience

o Al Chatbots: Provide instant customer support, offering
guidance on products, sizes, and services, and even
processing orders—all with 24 /7 availability.

o Al-Driven Personalization: Al analyzes browsing patterns
and purchasing behavior to suggest products that suit the
customer's tastes, driving engagement and conversion
rates.

« Inventory Management: Al tools optimize inventory levels
by predicting demand, ensuring the right products are
always in stock, minimizing loss of sales.

« Predictive Analytics: Al can forecast customer needs based
on past behavior, helping retailers proactively engage
customers before they even realize their needs.




Integrating Online & Oftline Customer Journeys

« Unified Brand Experience: Whether a customer is
interacting with your brand online or in-store, the
experience should be seamless and consistent.

« Virtual Consultations: Post-pandemic, virtual consultations
have become a key CX tool, allowing jewelers to maintain
personal relationships with customers no matter where
they are located.

o Click-and-Collect: Offering a hybrid of online and in-store
service where customers can purchase online and pick up
in-store adds convenience and flexibility.

« Consistency in Service: Use CRM systems to ensure that
whether the customer engages online, in-store, or through
social media, they receive the same level of personalized
service.




Measuring Customer Experience Success

« Customer Satisfaction (CSAT): Direct feedback from
customers on their experience: both post-purchase and

after key touchpoints.

« Net Promoter Score (NPS): Measures customer loyalty by
asking how likely they are to recommend your store to
others.

« Customer Lifetime Value (CLV): The total revenue a
business can expect from a single customer over their
lifetime. Improving CX increases CLV.

« Social Media Sentiment: Track engagement, feedback,
and customer sentiment on platforms like Instagram,

Facebook, and review sites.
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o Customer retention refers to your ability to keep existing
customers engaged and loyal to your brand over time.

.. : : . I
o Retaining customers is more cost-effective than acquiring
new ones, and longterm customers often spend more,
make larger purchases, and provide referrals.
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 Goal Setting: Set a specific, measurable goal (e.g.,

"Increase customer retention by 10% over the next 12
Y
months") L




Mapping the Buying Journey

Stages of the Journey:

Awareness: Customers become aware of your brand.

Consideration: They evaluate your offerings, comparing
them to competitors.

Purchase: They decide to buy from you.

Post-Purchase: Their experience after the sale, which is
critical for bui

ding long-term relationships.

Loyalty & Advocacy: Happy customers return and refer
others to your store.




Strategies tor Improving CX Touchpoints

Optimize Each Stage:

« Awareness: Leverage social media, content marketing,
and influencer partnerships to increase brand visibility.

« Consideration: Create product comparison guides,
testimonials, and customer reviews to help customers
during the decision-making phase.

o Purchase: Streamline the checkout process, whether in-
store or online, to make it quick and easy. Offer flexible
payment options.

o Post-Purchase: Send personalized follow-up emails, offer
product care tips, and encourage customers to review
their purchase online.

o Loyalty & Advocacy: Launch a referral program and
reward loyal customers with exclusive offers.




Goal Setting

« Example Goal: "Increase the repeat purchase rate by 15%
within the next year by improving the post-purchase
experience and offering tailored loyalty rewards."

o Break the goal down by focusing on improving one
touchpoint per quarter (e.g., optimize the in-store
experience in Q1, enhance the website in Q2, refine post-
purchase follow-up in Q3, efc.).

o Set specific KPIs to track progress, such as the number of
returning customers, time spent on the website, or
feedback ratings.




Identitying Key CX Touchpoints

In-Store Touchpoints:

« Personalized greetings, expert
advice, and post-sale follow-up.

o Clean and visually appealing store
layout to enhance the shopping
experience.

o Use of advanced in-store tools like
digital catalogs or AR mirrors to
assist with product discovery.

Digital Touchpoints:

« Website UX/UI design: Ensure a

seamless and intuitive browsing

experience on your e-commerce sife.

Mobile optimization: Mobile
shopping is on the rise, so your
website should provide a frictionless
mobile experience.

Personalized email campaigns and
targeted offers based on browsing
and purchase behavior.

Post-Purchase Touchpoints:

o Post-purchase follow-ups: Send a
thank-you message, request
feedback, and offer aftercare
instructions for jewelry.

Loyalty programs: Implement a
rewards system that incentivizes
repeat purchases.

Customer support: Oftering 24/7
assistance via live chat or email
support increases satisfaction.
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Embracing SOBO (Shopping Online, Buying Offline)

What is SOBO?

« A hybrid shopping experience where customers explore
and research products online but complete their purchases
in-store.

« Combines the convenience of online browsing with the
tactile, personalized service offered in physical stores.

Why SOBO Works for Jewelry Retail?

o Trust & Assurance: Customers can view items online but
prefer in-person verification for high-value purchases like
jewelry.

« Personalization: In-store consultations allow for
personalized recommendations, customizations, and a
deeper emotional connection with the product.

« Enhanced Experience: Seeing, touching, and trying on
jewelry pieces in person solidifies purchase decisions.




Case Study: SOBO

Obijective:

To enhance customer engagement by integrating a SOBO
(Shopping Online, Buying Offline) model, where customers
browse products online but complete their purchase in-store,
combining the convenience of online shopping with the personal
touch of an in-store experience.

Chdllenge:

XYZ noticed a growing trend in customers using their website to
research products, but many hesitated to complete high-value
purchases online. Customers wanted the tactile experience of
seeing and trying on jewelry pieces in person before making
their final decision, especially for custom or high-end items like
engagement rings. The retailer needed a strategy to link the
online and offline shopping journey without sacrificing sales.




Case Study: SOBO

Solution: .

« Virtual Catalog: Offer high-quality images, 360° views, and
detailed product descriptions online.

« Reserve Online, Try In-Store: Let customers reserve items
online and schedule in-store appointments.

« Personalized Online Consultations: Provide virtual
consultations with experts to guide customers pre-store visit.

« CRM Integration: Track customer behavior online and
transfer insights to in-store teams for a seamless,
personalized experience.

o Exclusive Online Offers: Provide discounts redeemable only
in-store to drive foot traffic.




Key Takeaways

« SOBO bridges the gap between digital convenience and
the tactile, personalized service customers expect in the
jewelry industry.

- By offering a cohesive online-to-offline journey, retailers
can improve customer trust, increase foot traffic, and boost
sales.

« Personalized service remains key to converting high-value
purchases, but digital tools like online consultations and
CRM integration can elevate the customer experience.




o Exceed Expectations, Every Time: Go beyond basic service
and surprise your customers.

- Seamless Integration of Digital & In-Store: Blend tech with
personal touchpoints.

o Customer Loyalty = Business Growth: Loyal customers
bring long-term success.
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