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[ PA RT N E R S  OPI N ION  ]

C  ustomers’ 
experiences of 
luxury products 
and services, and 
harnessing their 
enjoyment and 
enthusiasm for the 

savoir-faire and quality of their 
materials and services to the benefit of 
that brand, are unique and frequently 
go far beyond what is imagined when 
buying. Indeed one enters into an 
exclusive world of current and 
potential benefits and relationships 

The powerful story of a customer 
dazzled by a luxury brand is 
incommensurable (it is also one of a 
dissatisfaction in the opposite sense 
which is just as powerful), and the 
techniques of storytelling can help in 
the two cases – to capitalise the first 
and relativize in the second.  

These situations of satisfied customers, 
with unique and exclusive experiences, 
if known by the brands in question, 
could be used to benefit the brand in 
many strategic forms, could they not? 
From the motivation of production 
staff, to the staff in the shops, and the 
brand’s communication with 
customers, to communication between 
customers (word-of-mouth marketing 
and the creation of references), too 
just mention a few.

Good stories, when strategically used, 
crystallise into the idea of an emotion, 
which could cause a voluntary action 
(for example the act of buying), all in a 
natural way, one that is pleasant, 
memorable and probably able to be 
replicated, even in a viral form.

And how many fantastic and inspired 
stories luxury brands must surely have 
in their portfolio? Stories about their 
founders, innovative products and 
distinctive customers? I am certain 
that there is a world of facts based on 
events that have happened which could 
be transformed into stories with a 
strategic interest for the brand, and 
with different goals in mind; like for 
example, communicating who is the 
company, communicating and 
transmitting corporate values, 
increasing cooperation, sharing 
know-how and knowledge, dealing 
with staff in uncertain times and 
dealing with internal rumours or 
rumours in the market place. 

And knowing that people often don’t 
exactly buy a product or a service, but 
rather a story, the experience that these 
encapsulate is the one that is told by 
someone in whom other believe.  At the 
very limit, people buy “people”, and these 
people who they prefer to work with are 
the ones they know, like and trust.

There are no stories without people, 
which is why the creation, cultivation 
and capitalisation of a good network of 
contacts with a stake in a particular 
luxury brand (e.g. customers, 
suppliers, opinion leaders,..) and the 
capacity of a brand to create visibility 
through this network using 

pleasantness and trust, is fundamental 
for the identification, creation and 
propagation of stories that are strategic 
for the pre-defined objectives of these 
companies. 

If stories enable an idea or an emotion to 
be formed, then the management of a 
network of contacts enables a personal 
layer of trust over the brand value 
proposition. And the increase of trust in 
the luxury brand’s internal and external 
target public is a fundamental factor for 
its business. A friend of mine, director of 
a luxury car brand, summed this up very 
well in a conversation that we had some 
days ago in his office. He told me that for 
a customer to part with €800,000 for a car 
– and showed me a photo of the model – 
one has to have a high degree of trust in 
the person selling it. Exactly! Which is 
why the ability to manage relationship 
networks is a key organisational skill for 
luxury brands and which should be 
developed as a priority by some of its 
professionals The degree of trust in these 
contact networks will bring advantages 
that might materialise, for example, in 
two situations:

1) When a potential customer is 
involved emotionally in a story that he 
or she hears from another person and 
through the power of this reference is 
spurred on to buy the product. 

2) By the excellence of the formal and 
informal relationship of the brand’s 
staff with their current customers, 
leading to brand loyalty and an 
increase in Share of Wallet. 
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