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Columbia, Parsons view Dior stylist as link between brand and consumer
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Dior beauty sales associate
training material

NEW YORK - Students from Columbia Business School and Parsons The New School for Design’s interdisciplinary program “The Design and Marketing of
Luxury Goods” worked with French atelier Christian Dior to propose a strategy that aims to build trust among consumers and sales associates in a retail
climate where that relationship has begun to fray.

The team of students last week presented a proposal called “Enhancing the Dior Experience for Clients and Beauty Stylists” that offers methods for
strengthening this vital relationship while improving the overall brand experience. Dior’s student team conducted extensive field research and shaped
their proposal around the fashion house’s core elements.

“Dior’s story can be broken up into three simple parts so that the consumers can get the true feeling of the brand,” said Gabrielle Guglielmelli, a Parsons
The New School for Design [2] student and member of the Dior team, New York.

“The first part is the most important, that fashion and beauty were started at the same time and are completely cohesive together,” she said.
“Secondly, these are the brand codes, everything within the brand has this: silhouette, cannage, houndstooth, flowers and, of course, color.

“Most importantly, the House of Dior wants to enchant the world and make every woman happy, feminine and beautiful.”

Team members from Columbia Business School included Amar Rai, Maria Carabas, Silvia Lousa and Alberto Tripodi. Team members from Parsons The
New School for Design included Grabeille Guglielmelli, Divya Khandelwal, Daphne Vidalis and Jessica Walsh.

Enhancing the counter experience

The students looked closely at how Dior communicates its story to consumers as a starting point for their research. Next, the students examined the
profiles and background information of both the consumer and beauty associates in specific retail locations to gain insights into the interactions
between the two parties.

Since the consumer fuels in-store experiences, the team created a mobile application that elevates engagement through a rewards program based on
spend levels. The app, staying true to brand codes by including the canache and pink and light grey, would give Dior a new way to interact with its core
enthusiasts.

The team arranged Dior’s consumer base into four segments in the app. The bottom level is the “Cherie,” an entry-level consumer who buys beauty
products but aspires to purchase more from the brand. The second tier is the “Beauty Maven,” a woman in her mid-30s who owns multiple Dior
products, while the “Elegant Sophisticate” is slightly older and uses Dior premium products.

Dior’s fourth level of consumer was reserved for the loyal and higher-spending consumers. Each tier would have specific rewards giving the consumer a
“window” into Dior.

Although the consumer’s experience was the top priority for the Dior team, they recognized that the sales associates had to be well-versed in the
brand story. To ensure employee knowledge, the Dior team reassessed the brand’s beauty training programs.

A Dior sales associate

To have a better understanding of a beauty sales associate’s role, the team attended training sessions required for Dior stylists. The team then
reinvisioned Dior’s current trainee program to include fundamentals that could help the beauty sales associates with daily consumer interactions and in
their overall careers.

The student’s training proposal included a six-week program divided into easily understood portions that the sales associate could then translate into
clienting. The program would begin with an orientation where the sales associates would be given the materials needed to interact with consumers.

Within the orientation package would be a star-shaped pamphlet with key activities and information that helps the sales associate communicate with
consumers. In addition, the program would issue a book detailing Dior’s culture, heritage and values for easy reference.

The program sees creativity as essential but also places importance on professional development through brand mentorship and advisors.

Re-building trust

In a retail environment that is constantly inundated with consumer reviews and readily available information, consumers no longer seek out the help of
store employees as they once did. By implementing new strategies, brands can revive the relationship between sales associates and consumers.

A report by Forrester Research indicated that 66 percent of luxury consumers are more willing to interact with a sales associate equipped with a mobile
device.
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The “A New Generation of Clienteling” report discovered that some consumers do not feel that sales associates are the best source of product
information. With the role of sales associates changing, bringing mobile technology into stores may help re-establish trust while creating an enhanced
experience for consumers (see story [3]).

Through the team’s suggested program, stylists would become not just effective at enhancing consumer experience, but also brand ambassadors.

“The stylist remains the link between the brand and consumer,” said Amar Rai, Columbia Business School [4] student and member of the Dior team, New
York. “They are a key player in crafting brand image for the consumer.

“We proposed that Dior create a program that helps form a framework with healthy competition and collaboration and tailored experience so stylists
are more likely to be loyal and want to remain working at the brand.”

Final Take
Jen King, editorial assistant on Luxury Daily, New York
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