Case study

How Quantum Metric is helping
a luxury brand create a digital
experience to match.
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Introduction.

LUX.com/home

The luxury retail brand is a global leader in the
luxury fashion market, and while it is considered
an historic brand, it prides itself on its ability to be
able to adapt, innovate and transform in the face
of competition and the obstacles that affect the
societies we live in.
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Non-wired bra in
pink with French
Leavers lace.

Add to cart

Challenges.
As a luxury lingerie brand, this Quantum Metric customer is well known for the fashion items it produces.
Every customer visit to a real-life shop or concession gives a high-end experience, something that the
company is keen to be reflected across the company’s online offering.


Online purchases for the brand tend to be high-value, meaning that non-sales caused by a poor customer
experience have a notable impact on finances and an effect on the brand.


This was the key driving force behind the company’s decision to look for a way to increase their
understanding of their customer's digital experience, particularly their experience on mobile.
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Bras for every occasion.

Find the perfect fit.
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Luxurious swimwear
essentials.
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Before Quantum Metric, the company primarily learned of customer experience friction from the customer
service desk. According to its Head of Digital Customer Experience, this wasn’t the optimal solution they
were looking for; “We work with third party suppliers all across the world, and we needed to be able to tie
them to the customer data we were getting through the helpdesk. This led to developers attempting to
reproduce individual customer experiences, which is rarely an easy or fast thing to do.”


Despite the global recognition of it’s brand, the retailer still acts as a small and nimble business. “We has
always been a brand for women made by women. This means we need to adapt very quickly to what
women want and need, and this is reflected in all other parts of the business. We don’t invest in new
technology for the sake of it. We need to know it’s going to demonstrate business value quickly and add
something to this core ethos of the business.”


"We don’t invest in new technology for the sake of it. We need to know it’s
going to demonstrate business value quickly and add something to this
core ethos of the business."

Customer visibilityfor
proactive fixes.
The company used Quantum Metric to create
site monitoring, reporting and session replay
functionality to highlight customer journeys and
friction points.


For example, looking at the customer experience
on session replays, this retail brand was able to
identify that despite showing genuine interest in
further browsing, customers were having
difficulties clicking from Product Detail Pages
through to a full collection view. In the end, this
resulted in users abandoning the site without
purchase.
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Using Quantum Metric and its automated alert system, the company was also quickly able to identify when
users were hitting a 404 page, especially if it was impacting users above the average. One particular 404
was the result of a surge of traffic coming from Instagram Stories where the page was linked to the US store
only. Less than three months into the relationship, the brand was already successfully using Quantum
Metric to fix site bugs proactively, flagging them in advance.
The spokesperson explains, “Instead of having this information relayed by Customer Service through
complaints, Quantum Metric allowed us to quickly pinpoint the date that this highly unpredictable instance
started. We were then able to set up redirects to ensure our visitors had the best experience on our site.”

"Quantum Metric really gives us the data to help guide our
future product development”

Beyond the basics.
45.1% Clicks

Use of the product within the company has quickly
become common place. eat mapping in
particular has proved very successful. When
looking at navigation patterns for example, the
company found higher engagement and clicks on
the swimwear category, opening up the option to
rearrange the navigation menu to better cater to
demand, including moving the Swim category
higher as the season progresses.
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So popular has heat mapping become that it s now
a staple part of weekly reporting and is requested
at all levels of the business as a means to measure
success.
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ccording to the retailer, Quantum Metric is also now being used as a research tool for upcoming
launches. “We ve started incorporating Quantum Metric at the beginning of the test process with new
site functionality and content. It helps us see what customers might interact with more clearly, and
really gives us the data to help guide our future product development.”
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