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Abstract: This paper explores current approaches to customer-centric experiential 
strategies in a luxury fashion context, through an analysis of two UK luxury retailer case 
studies: Anya Hindmarch and MatchesFashion. While earlier studies have shown the 
importance of the physical luxury store, emphasis on customer experience (CX) and 
aspects related to service interactions that lead to pleasurable experiences remain 
nascent. Underpinned by interrelated theoretical constructs – customer experience, 
store atmospherics and retail design – and taking an exploratory, qualitative approach 
(including documents, expert interviews and store observation), the research promul-
gates the dimensions comprising customer-centric physical store experiences in luxury 
fashion in a digital age. In doing so, it is the first known study to offer a conceptual 
framework to advance scholarly and practitioner luxury customer experience research. 

Keywords: customer-centric store; experiential retailing; luxury; fashion  

1. Introduction 

Consumer purchasing behaviours are increasingly experience led (Alexander and Blazquez 

Cano, 2019; Bruce et al., 2023; Shadid et al., 2022). In the experience economy where the 

staging of the experience is arguably more important that the product itself, the physical 

store in orchestrating the experience plays a critical role in eliciting customer response to 

the retailer, such as affective, sensory, social, physical and cognitive (Pine and Gilmore, 

2019; Verhoef et al., 2009). With the growth of digital channels, physical stores today must 

be reimagined to provide a differentiated customer experience (CX) (Adhi et al., 2020; Bal-

chandani and Berg, 2021; Bruce et al., 2023; Gauri et al., 2021; Miller, 2022), which necessi-

tates a revisiting of the elements that comprise the luxury customer experience. 

Customer-centric experiential strategies are defined as experiences which are fully tailored 

to customer needs, where the customer is central to every aspect of the experience, across 

http://creativecommons.org/licenses/by-nc/4.0/
http://creativecommons.org/licenses/by-nc/4.0/
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all brand touchpoints (Langer, 2020). Though customer experience is a well-developed re-

search domain, academics have not reached definitional consensus (Chevtchouk et al., 

2021). This study adheres to Chevtchouk et al.’s (2021:2) definition, whereby customer ex-

perience encompasses not only “the experience incident itself but the cognitive, affective, 

sensorial and social responses to the stimuli”. 

The luxury industry is renowned for evoking emotions and providing enjoyable experiences 

(Fionda and Moore, 2009; Kauppinen‐Räisänen, 2020; Kestenbaum, 2020; Shadid et al., 

2022). Luxury environments are recognized for engendering feelings of awe, uniqueness and 

admiration (Dion and Arnould, 2011) with a focus on visual cues to augment product pur-

chases (Shadid et al., 2022). While earlier studies have demonstrated the importance of the 

physical luxury store, emphasis on customer-centric experience, and aspects related to ser-

vice interactions across the purchase journey that lead to pleasurable experiences remain 

scarce (Gupta et al., 2023; Shadid et al., 2022), warranting further research. 

Our study is underpinned by recent research which argues that, customer experience in a 

digital age, is situated on a continuum, with convenience and immersive experience at polar 

ends (Alexander and Blazquez Cano, 2019; Dennis, 2018a; Gauri et al., 2021). That is, experi-

ential creators must harness consumers’ oft coeval desire for speed and efficiency and en-

tertainment and pleasure by integrating customer interactions (Klaus, 2021).  

Drawing on established scholarly fields of atmospherics (e.g. Helmefalk and Hultén, 2017; 

Kotler, 1973), store design (e.g. Haug and Münster, 2015; Kent, 2007; Kirby and Kent, 2010) 

and customer experience (e.g. Brakus et al., 2009; Lemon and Verhoef, 2016; Pine and Gil-

more, 1998, 2019; Schmitt, 1999; Verhoef et al., 2009), and by taking a case study approach 

involving two luxury retailers, we seek to elucidate on the customer-centric luxury retail ex-

perience. Previous studies have identified the challenges of designing a coherent store envi-

ronment that unifies a retailers’ brand, customers and strategy (Helmefalk and Hultén, 2017; 

Spence et al., 2014). Our study therefore intends to provide clarity on the creation of cus-

tomer-centric luxury retail experiences, by addressing the following research questions. 

• RQ1: What are the elements comprising the luxury physical store experience? 

• RQ2: How do luxury stores align with the experiential continuum conception - 

convenience and immersion? 

• RQ3: What is the prognosis of the luxury physical store and customer experi-

ence? 

This paper makes three important contributions to customer experience and luxury retail 

environment literature. First, through drawing on the conceptualization of the experiential 

continuum it extends the research of Alexander and Blazquez Cano (2019) and Gauri et al. 

(2021). Second, it offers scholarly novelty and practitioner value, by proposing a luxury cus-

tomer experience dimensions conceptual framework. Finally, it provides strategic relevance 

through its luxury context, ensuring that the two cases expound on customer-centric experi-

ential strategies. 
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The article is organized as follows: the next section presents an overview of the literature. 

The subsequent section focuses on the research design, followed by the presentation and 

discussion of the case studies. The final section details the theoretical and managerial impli-

cations, limitations and concludes with avenues for future research. 

2. Literature review 

2.1 UK luxury and luxury stores 
The global personal luxury goods market1 was valued at USD 409,521 million in 2023 to 
which the UK contributed USD 22,677 million; 5.5% of global luxury value sales. The UK lux-
ury goods market is forecast to grow by 2.5% between 2023-2028, encountering tough, com-
petitive trading conditions and reinforcing the need for innovation, agility and prioritizing 
customer experiences (Euromonitor, 2023). Luxury stores serve as the first point of contact 
between the brand and consumer in a physical space (Lunardo and Moungue, 2019) and the 
creation of customer experience is associated with positive emotions like enjoyment and ex-
citement and positive responses concerning brand image, exclusivity, status, satisfaction and 
brand strength (Brakus et al., 2009; Dion and Arnould, 2011; Kim et al., 2016; Wiedmann et 
al., 2018). While past studies have shown the importance of luxury stores and their impact, 
research on holistic customer experience creation and response remains limited, particularly 
in the digital age (Alexander and Blazquez Cano, 2019; Bruce et al., 2023) warranting further 
research. 

2.2 Customer experience theorization 
An experiential view of consumption was first acknowledged in the 1980’s whereby con-

sumer behaviour was linked to hedonic (playfulness, fun, emotions) as well as utilitarian (ra-

tional, task based) value (Holbrook and Hirschman, 1982; Schmitt and Zarantonello, 2013). 

Experience was defined as “when a company intentionally uses services as the stage, and 

goods as the props to engage individual customers in a way that creates a memorable 

event” (Pine and Gilmore, 1998: 98). Multiple scholarly definitions of customer experience 

have been expounded since, broadly categorized by common experiential dimensions: cog-

nitive, social, sensory, behavioural and affective (e.g. Babin et al., 1994; Pine and Gilmore, 

1998; Schmitt, 1999; Verhoef et al., 2009) that give credence to hedonic value creation. 

However, in the current phygital retail landscape where offline and online channels inter-

sect, convenience has resurged as important to experiential retail creation. Recent experien-

tial scholars and practitioners (e.g. Alexander and Blazquez Cano, 2019; Dennis, 2018b; Gauri 

et al, 2021) conceive a broader view of retail customer experience that recognizes both the 

contrasting and coalescence of convenience with immersive experience dimensions. This 

study draws on three theories which support these dual experiential concepts: Babin et al.’s 

 

 
1 Luxury personal goods includes apparel, footwear, eyewear, jewellery, leather goods, wearable electronics, timepieces, 
writing instruments and stationery and beauty and personal care 
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(1994) hedonic and utilitarian value, Alexander and Blazquez Cano’s (2019) fast and slow re-

tail model, and Gauri et al’s (2021) customer-centric framework, encompassing a spectrum 

of experiential values - from convenience to immersive.  

2.3 Convenience and experience, fast and slow: The new dimensions of the 
physical retail experience  
The diverging strategies of convenience and experience have been put forward by scholars 

and practitioners (Alexander and Blazquez Cano, 2019; Bomber, 2021). Alexander and 

Blazquez Cano’s (2019:8) Fast v Slow Physical Retail Store Model (see Figure 1) depicts retail 

spatial experience polarity, based on convenience (fast) or experience (slow). 

 

Figure 1 Fast v Slow Physical Retail Store Model (Alexander and Blazquez Cano, 2019) 

In continuum, Gauri et al’s (2021) study also reflects experiential duality, in their conception 

of a Customer-centric framework (see Figure 2). They suggest that retailers take one of two 

paths: 1) reduce friction in the consumer’s shopping process or 2) enhance the shopping ex-

perience. The authors place retailer strategies on a spectrum from experience enhancement 

to friction reduction (Gauri et al, 2021: 52). Our study draws on the elements of each of the 

aforementioned models to assess the dynamics of the luxury physical store experience, to 

better understand how retailers create, use and blend their experiential strategies to opti-

mize customer-centricity. 
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Figure 2 Customer-centric conceptual framework (Gauri et al. 2021) 

2.4 In-store experience: Store design and atmospherics 
Store design literature tends to take an industry perspective, focused on the process (Haug 

and Münster, 2015; Kirby and Kent, 2010), while store atmospherics takes the consumer 

perspective (Bitner, 1992; Kotler, 1973; Spence et al., 2014) thus both are important in fram-

ing retail experience. Kent (2007) and Kirby and Kent (2010) showed the physical store to be 

a key component of a retailer’s branding strategy and visual identity creation. The design of 

the physical store must provide memorable experiences, interaction and socialization, with 

retailers incorporating third places (Oldenburg, 1989) like galleries or cafes, atmospherics, 

storytelling and using location or urban setting to convey retail experience (Haug and Mün-

ster, 2015; Kent, 2007).  

Atmospherics encompass the physical design and décor elements of a retail environment 

(Bitner, 1992). Kotler (1973) argued that the atmosphere surrounding where a product is 

bought or consumed positively influences purchase decisions. Moreover, Turley and Milli-

man (2000) categorized atmospheric cues into five areas: external, general interior, layout 

and design, decoration and human variables. Within this, the sensory dimensions – sight, 

sound, taste, touch, smell - of customer experience are important in creating a memorable 

retail experience (Ballantine et al., 2015; Helmefalk and Hultén, 2017; Spence et al., 2014). 

More recently, Alexander and Alvardo (2017) and Roggeveen et al. (2020) revised Turley and 

Milliman’s store atmospheric cues to reflect the modern store. 

Our study coheres customer experience, store design and atmospheric literature with recent 

theorizations of fast / slow retail store models to reflect the fullness of the in-store experi-

ence in its conceptualization of in-store elements. The aforementioned experiential ele-

ments contribute to the rethinking of luxury in-store experience in a digital age. 

2.5 Priori framework: Customer-centric designed retail environment elements 
The literature review (e.g. Alexander and Blazquez Cano, 2019; Bomber, 2021; Gauri et al, 

2021; Petermans et al., 2013; PWC, 2021; Turley and Milliman, 2000), presents 12 elements 

of the customer-centric designed retail environment (see Table 1). We categorize the experi-

ential elements according to convenience, immersion and blended (a combination of both) 
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in line with Alexander and Blazquez Cano (2019) and Gauri’s (2021) frameworks. Four as im-

mersive: customization, storytelling, sensory cues and theatrics. Three as convenient: service 

interactions, phygitality and easy navigation. A further five applies to either category: modu-

larity, personalization, third place, IST (in-store technology) and social cues. The priori frame-

work compiles the elements of the luxury customer-centric store experience and is used to 

guide the empirical research, explained next.  
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Table 1: Priori framework: Elements of the luxury customer-centric designed retail environment (Au-
thor’s own) 

Category Element Description Theoretical view Practitioner view  

Immersive Customization Product / experi-
ence  

Gauri et al., 2020  

Storytelling 

 
 

Visual and archi-
tectural,  
conveying brand 
values and history 

Kent, 2007; Kirby 
and Kent, 2010; 
Alexander & 
Blazquez Cano, 
2019 

Schroer, 2019; 
Avery, 2021 

Sensory cues 

 
 
 
 
 

Multisensory: 
sight, sound, 
taste, touch, smell 

Turley & Milliman, 
2000; Spence et 
al., 2014; Alexan-
der & Blazquez 
Cano, 2019; Gauri 
et al., 2020; 
Roggeveen et al., 
2020  

Ralph, 2020 

Theatrics Props, spatial 
theming 

Pine and Gilmore, 
1998; 2019 

 

Convenience Service interac-
tions  

Including BOPIS 
and BORIS 

Gauri et al., 2020  Bomber, 2021; 
PWC, 2021 

Phygitality 

 

Integrating cus-
tomer interactions 
on and offline 

Alexander & 
Blazquez Cano, 
2019; Klaus, 2021 

Bomber, 2021  

Easy navigation 

 

Clear signage and 
customer flow en-
suring easy, effi-
cient product ac-
cess 

 PWC, 2021 

Blended Modularity 

 
 

Moveable fixtures 
/ spaces. Regular 
reinvention. 

Alexander & 
Blazquez Cano, 
2019 

Bouraoui, 2019; 
Dalziel, 2021 

Personalization Data driven, CRM, 
tailoring customer 
recommendations 

Grewal et al., 
2017; Gauri et al., 
2020 

Mallevays, 2021 

Third Place Dwell spaces in-
cluding cafes, 
bars, work spaces, 
galleries etc. 

Oldenburg, 1989; 
Alexander & 
Blazquez Cano, 
2019; Alexander, 
2019 

 

In-store technol-
ogy (IST) 

Magic mirrors, 
apps, QR codes, 
AR, VR, MR 

Alexander & 
Blazquez Cano, 
2019; Gauri et al., 
2020  

Mallvays, 2021 
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 Social cues C2C and con-
sumer-FLS interac-
tions, relationship 

Verhoef et al., 2009  

3. Research design and case selection 

An interpretivist, qualitative stance is suitable for case study strategies as it prioritizes richly 

detailed and nuanced descriptions (Eisenhardt and Graebner, 2007; Yin, 2009). Data triangu-

lation was used to address the research questions, thereby strengthening the overall results 

by drawing on documents, in-store observations and industry interviews (Silverman, 2014). 

In keeping with this approach, the study served to elicit an understanding of the physical lux-

ury store experience and its future development. In relation to RQ1, the priori framework 

(Table 1) was used to identify UK luxury stores considered as best practices of customer-cen-

tric experiential stores, from which two cases were selected for onward interrogation; thus 

purposive sampling was utilized. 

Trade articles featuring these stores were examined for mention of the elements of the cus-

tomer-centric designed retail environment (Payne and Payne, 2004). MatchesFashion and 

Anya Hindmarch were selected to address the ‘how’ question associated with RQ2 by 

providing thick descriptions and increased understanding, as well as offering new meanings 

in relation to RQ3 (Merriam, 1998; Parker, 2014; Yin, 2009). 

MatchesFashion 5 Carlos Place opened in September 2018, in Mayfair, London. It was her-

alded as a “breathtaking new space” and as a representation of the luxury store of the fu-

ture by conceiving a space that could be inhabited physically and digitally (Holgate, 2018). 

Anya Hindmarch’s The Village concept, opened during the global pandemic in May 2021 in 

Belgravia, London. Considered to be one of the most ambitious UK retail developments, it 

comprises six unique stores, offering a destination hub for brand experiences, collabora-

tions, exhibitions and collections, all amplified digitally (O’Connor, 2021). Both cases repre-

sent innovation in luxury store design, concept and atmospherics and are therefore deemed 

appropriate for inclusion. 

Documentary evidence was augmented with industry semi-structured interviews, including 

senior executives from the two retail cases: MatchesFashion (1 & 2), Anya Hindmarch (3), 

and a luxury retail creative agency (4) (denoted as R1-R4). Participants were selected pur-

posively based on their strategic influence in the conception of physical store experiences. A 

research framework, based on Table 1 was used to guide the data collection, with questions 

including retail landscape changes, customer-centricity, elements comprising the designed 

retail environment, the experiential spectrum and luxury retail experience prognosis. Inter-

views lasted between 60-90 minutes (Jamshed, 2014), were audio recorded and transcribed 

verbatim. 

Interviews were followed by in-store observations, providing the opportunity to visit the 

physical stores and to observe the experiential elements used by luxury fashion retailers, to 

validate the priori framework as well as the textual interview data (Grove and Fisk, 1992; 
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Marshall and Rossman, 1995). Data was collected using observer as participant observation, 

allowing the researchers to act as shoppers, whilst interacting with front line staff to enquire 

about the elements within the priori framework. Textual and visual data were collected us-

ing an observation framework to record element frequency, descriptions and photographic 

evidence and field notes taken. Each in-store observation lasted around 60-minutes.  

Data across the corpus was analyzed thematically, categorized and key quotes added in or-

der to gain interpretative understanding (Silverman, 2014). Braun and Clarke’s (2006) six 

phases of thematic analysis were adopted including familiarization, code generation, code 

collation into themes, review of themes against the priori framework and literature and fi-

nally write up. Given the naturalistic approach of the study, Guba and Lincoln’s (1994) crite-

ria for assessing qualitative research credibility were adhered to in the research procedures. 

Research instruments were informed from literature themes with a framework devised to 

guide the onward data collection, rich descriptions were sought and probing used to verify 

and extend understanding. Data triangulation was used to increase credibility, member 

checking was deployed to determine dataset accuracy and during the research process, rec-

ords and databases were kept to ensure procedure transparency (Cope, 2014).  

4. Results and discussion 

This section first presents the two cases and the extent to which they feature elements of 

the luxury customer-centric designed retail environment (see Tables 2 and 4). It then follows 

with a cross-case discussion of the extent to which experiential stores align with conceptions 

of convenience and immersion and finishes by offering a prediction of the future of physical 

luxury experiential stores. 

4.1 Case study: Anya Hindmarch The Village, London 

Table 2  Anya Hindmarch (Author’s own) 

FORMAT NO. EMPLOYEES No. STORES 
GLOBALLY 

CHANNELS CX ELEMENTS 

Specialist con-
cept store / vil-
lage 

>50 <10 Online 

Physical 

Customization 

Storytelling 

Sensory cues 

Third place 

Theatrics 

Modular spaces 

Personalization 

IST 

Service interac-
tions 

Social cues 
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Anya Hindmarch founded her eponymous luxury accessories label in 1987, which has grown 

into a global brand (Anya Hindmarch, n.d.). The London-based brand has a history of experi-

ential retail, starting in 2018, with the Chubby Hearts campaign, followed by ‘Chubby Cloud’ 

and ‘The Weave Project’ (Anya Hindmarch, n.d). The Village that launched amidst the global 

pandemic, is the pinnacle of the brand’s customer experience proposition (Dirvanauskas, 

2021; Johnson, 2021) (see table 3).  

Table 3 Stores within The Village, London (Author’s own) 

STORE DESCRIPTION 

THE PLASTIC SHOP Centred around the sustainable ‘I am a plastic bag’ collection 

THE LABELLED SHOP Centred around the ‘Labelled’ collection, focused on organization and 
personalisation 

THE BESPOKE SHOP Site of the first Anya Hindmarch store which opened in 1996. Now holds 
the bespoke collections and incorporates a workshop where bespoke 
items are made 

THE VILLAGE HALL A rotating concept, regularly reinvented to embody different creative 
concepts 

THE WORLD’S SMALL-
EST DEPARTMENT 
STORE 

Centred on service, curated and collaborative products, in partnership 
with premium British brands. 

THE CAFE Serves branded delicacies. Inspired by retro British cafes. 

 

4.3 Case study: MatchesFashion 5 Carlos Place, London 

Table 4 MatchesFashion (Author’s own) 

FORMAT NO.EMPLOYEES NO. STORES 
GLOBALLY 

CHANNELS CX ELEMENTS 

Multi-brand 
specialist  
concept store 

>200 3 Online 

Physical 

Third place 

Storytelling  

Sensory cues 

Theatrics 

Modular spaces 

Personalization 

IST 

Service interac-
tions 

Phygitality 

Social cues 
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Opening in 1987 with a brick-and-mortar store in Wimbledon, London, MatchesFashion 

transformed into a global multi-brand retailer, stocking over 650 designers. Their experien-

tial offering evolved from personal shoppers, private events held in luxury hotel suites, pop-

up experiments in major cities, to their flagship home, 5 Carlos Place (Edelson, 2018; Phelps, 

2017).  

4.4 Elements of the post-pandemic luxury physical store experience 
The presence of in-store elements within Anya Hindmarch’s The Village and MatchesFashion 

are presented in Tables 2 and 4 respectively, according to the literature and observations. 

Next, these elements are categorized according to immersive, convenient, blended (Table 1) 

or new.  

Immersive elements 

Customization, storytelling, sensory cues and theatrics elements were found to be immer-

sive. These elements related to hedonic aspects of the experience, in accordance with the 

literature (e.g. Alexander and Blazquez Cano, 2019; Babin et al., 1994; Gauri et al., 2021; 

Pine and Gilmore, 1998). They serve to peak customer’s interest by providing a fun “fascinat‐

ing” experience (R3). 

Both cases used thematic spaces to tell brand stories. MatchesFashion store takes the form 

of a townhouse with interior installations using product in unusual ways to contribute to the 

homely themes and narratives (see Figure 3). Similarly, Anya Hindmarch’s Village is themati-

cally differentiated to tell the story of the brand and its collections. Both retailers focus on 

the visual, touch and taste sense to create aesthetic appeal and provide a stimulating and 

enjoyable experience. Immersive elements are key in conveying brand values. Anya Hind-

march’s theatrics took the form of a workshop, with craftspeople making in-situ, encompass-

ing the product personalization element, which encouraged customer interaction while of-

fering exclusivity (see Figure 4). 
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Figure 3,4 MatchesFashion 5 Carlos Place dining room concept (left). Anya Hindmarch The Village’s 
bespoke store and workshop (right) (Authors own) 

Convenient elements 

Service interactions and phygitality were the most prominent convenience elements, priori-

tizing efficiency in the purchase journey. Rapid delivery was offered by MatchesFashion, 

while in store pick up was available at both retailers. At Anya Hindmarch, a range of service 

interactions were available depending on customer needs, from bespoke products to rapid 

personalization. MatchesFashion considered themselves to offer “the best acquisition expe-

rience possible” (R2), leveraging digital capabilities to offer 90-minute deliver to store or 

home. Anya Hindmarch conversely, used a more human-centred approach, with front line 

staff (FLS) taking ownership of their client’s service experience, offering to personally deliver 

purchases to their home. Phygital experiences were apparent at MatchesFashion with tech-

nologies like QR codes and the app used to integrate the online and offline customer experi-

ence. Anya Hindmarch did not offer a phygital experience. The easy navigation element was 

not evidenced at either retailer, as both focused on encouraging customer dwell time. 

Blended elements 

Five elements were found to drive both convenience and immersion; third place, ISTs, modu-

larity, social cues and personalization. MatchesFashion described a “magic and a logic” (R1) 

to blended elements; providing an immersive experience that people feel excited by, while 

having a convenience experience proposition based on speed and efficiency, delivered 

through a robust service proposition.  

Third places were expressed through the in-store cafes at both cases; perceived as offering 

convenience, community and enhanced social interaction, concurring with extant literature 

(Alexander, 2019) (see Figures 5 and 6).  
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Figures 5,6 Third places – the courtyard bar at 5 Carlos Place (left) and Anya Hindmarch Village café 
(right) (Author’s own) 

ISTs were seen to be less significant in the in-store experience. Anya Hindmarch stated, “we 

just haven’t felt that we needed it [IST] yet” (R3), while MatchesFashion showed a prefer-

ence for a “down tech…. people first” approach (R1). As previously stated, they offered a 

phygital experience by leveraging technology to connect the on and offline channels, but in 

an integrated and intuitive way that made the technology almost invisible. 

Regarding modularity, both retailers regularly adapted their spatial environment according 

to themes. Anya Hindmarch’s The Village is premised on spatial reinvention, designed to ro-

tate on a regularly basis. The village hall changes monthly to ensure the experience stays 

“fresh” and offers customers an “incentive to return” (R3) (see Figure 7). Likewise Match-

esFashion renews its room sets often to add vitality and to encourage repatronage. 
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Figure 7,8 Anya Hindmarch Village Hall, conceived as a greengrocer (left); MatchesFashion private 
shopping suite (right) (Author’s own) 

In terms of the social element, FLS were seen as integral in customer experience delivery in-

store, by conveying their “passion” (R1) “providing recommendations” (R3) and acting as 

“brand ambassadors” (R2). The importance of FLS was particularly noticeable within person-

alization; with both retailers referring to using memory rather than data analytics to shape a 

personalized experience, contrary to extant literature (e.g. Gauri et al., 2021; Mallevays, 

2021). Social and service interactions elements combined in customer experience optimiza-

tion across the spectrum ranging from convenience to immersion, from offering rapid deliv-

ery to private shopping suites and styling advice (see Figure 8). 

New elements 

New in-store elements, not included in the priori framework, were revealed, including exclu-

sive in-store events, products and services, VIP experiences, education and glocal-to-local 

strategies.  

Both retailers cited the importance of offering exclusive in-store services, products and 

events. MatchesFashion’s in-store experiences were considered “incomparably special” (R2), 

including cooking classes, café events, visual merchandising and personal stylists, aimed at 

incentivizing customers to come to store. Related to this was the need to provide an ele-

vated experience for VIP customers, including access to private shopping suites and free 

gifts. 

Education was seen as a significant aspect of the in-store experience, not only about the 

brand and product, but also on social and environmental issues. Anya Hindmarch, for exam-

ple, utilized wall decals to educate their customer on plastic waste (see Figure 9). 



 

Customer-centric luxury fashion store experiences 

 

15 

 

 

Figure 9 Plastic waste education at The Village (Author’s own) 

Localized strategies were seen to be in ascendence, providing authenticity, neighbourhood 

resonance, and building relationships and partnerships with local customers and businesses 

were deemed important to both cases.  

4.5 Experiential store alignment with conceptions of convenience and 
immersion 
The categorization of in-store elements extends the work of Babin et al. (1994), Alexander 

and Blazquez Cano (2019) and Gauri et al. (2021), updating them for the digital age. Moreo-

ver, five facets of customer-centricity were elucidated: 1) offering customizable options 2) 

enabling experience journey personalization 3) FLS facilitated experiences 4) CX renewal and 

5) curated experiences. Optimal customer-centric in-store experiences were seen to blend 

both immersive and convenience elements, with both retailers evidencing that a range of 

experiences are necessary. The notion of “immersive immediacy” (R4) summarizes the inter-

play between these two dimensions that luxury retailers must exhibit. 

4.6 Prognosis of the physical luxury store and customer experience 
Both luxury retailers pointed towards continuous pursuit of their physical store strategies 

and the honing of retail experiences. Within this, technology was recognized as a facilitator 

of customer experience, displacing FLS utilitarian tasks and reducing pain points in the cus-

tomer journey to enable them to focus on experience elevation.  

The priori framework of customer-centric in-store elements was ratified and extended 

through the two case studies. Customer-centricity was found to rely on a range of elements, 

creating a multi-faceted experience tailored to the customer’s needs. This study offers a re-

evaluation of the convenience-immersion experiential spectrum, which is discussed next. 
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5. Conclusion, implications, limitations, future research 

This is the first known study to deduce the elements comprising a customer-centric store ex-

perience, in a luxury fashion context. Customer centricity is deemed important because it al-

lows the customer to shape the experience according to their needs. The in-store elements 

facilitate the delivery of the customer-centric in-store experience through their multi-fac-

eted nature, oscillating between convenience and immersion.  

This study extends the works of Alexander and Blazquez Cano (2019), Gauri et al. (2021) and 

their concepts of fast/convenient and slow/experiential retail. It offers immersive immediacy 

as a new conceptualization of customer-centric instore experience, in the coalescence of 

convenience and immersion. The 14 in-store elements that comprise customer-centric expe-

riences are depicted in the conceptual model (see Figure 10). They are represented as 

spokes in a wheel, reflecting the fact that different retailers will select a different blend of 

elements in the creation of their customer-centric in-store experience and according to their 

customer’s needs, market level and geographical location. All elements stem from a central 

cog, reinforcing that the elements can be used flexibly to drive immediacy (convenience), 

immersion (experience) or both, and that they are dynamic and subject to change. The outer 

circle addresses the most important element - found to play a key role within other ele-

ments - frontline staff. The store team and their ability to support the other experiential ele-

ments shapes the overall experience and drives immersion and immediacy. The framework 

offers a useful tool for industry stakeholders to assess their in-store experience creation and 

impact, and extends extant theoretical notions on customer-centric in-store experiences. 

 

Figure 10 Conceptual model of luxury customer-centric in-store experience (Author’s own) 

Whilst the study makes a valued contribution to a dynamic field, it is not without limitations. 

The research is limited by scale, geography and market level. The narrow geographical focus, 

small sample size and qualitative approach should be considered when drawing conclusions. 
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The proposed framework is also subject to change, reflecting the rapidly changing market-

place. The strategic importance of customer centric retail experiences remains central to re-

tailer survival in the future. This study offers a useful starting point for future research ave-

nues, including replication with more cases, across differing market levels or in differing ge-

ographies. 
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