
DIGITAL SELLING BEHAVIORS

Digital Luxury Retail 
Survey Results

Approximately what percent of 
selling associates are exhibiting 

the following behaviors?
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Approximately what percent of 
time do sales associates spend 

on the following activities?

DIGITAL SALES CREDITING

Key Insights
Most luxury retailers are still tracking 
retail stores and eCommerce separately

Many luxury retailers provide the same 
commission rate to Sales Associates 
regardless of digital or in-store purchase 
point

All retailers are keeping the digital 
window open longer than 14 days

TIME OFF OF FLOOR

Key Insights

Are digital sales attributed to stores?

Do you differentiate commissions/ 
sales attribution for merchandise 
directly suggested by associate vs. 
purchase by affiliation?

Approximately what % of digital sales 
are led from the following activities?

Do digital sales earn the same 
commission rates as in-store sales?

How long is the customer 
transaction window open to be 
eligible for commission credit?
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SALES INCENTIVE DESIGN

Key Insights
Base + commission is 
still predominantly 
used

Draw vs. Commission

Base + Commission

Base + Store Bonus

Which of the following best describes 
the incentive plan for selling associates?

Key Insights
Digital selling techniques usage is lower 
across almost all retailers compared to 
clienteling, suggesting there is a labor model 
and enablement issue to unlock potential

Consistent and narrow range with 
transactional selling suggesting high 
competency at closing sales

While fulfillment is a common expectation, 
it does pull associates off the floor from 
selling and interacting with customers

There is a correlation 
between retailers who have 
associates spending more 
time “off-floor” and 
retailers who have more 
associates demonstrating 
digital selling behaviors

But the opposite is true for 
doing fulfillment, more 
digital selling behavior 
correlates with less time 
doing fulfillment 

All Other Selling/Non-Selling Activities
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About the Study
Our study gathered the thinking of 15 Retail, Store Operations and HR leaders from luxury retail brands to gather insights on 
digital sellling techniques. Participants include brands listed below:

About Axiom Consulting Partners

Axiom Consulting Partners is a growth advisory firm that 
integrates strategy, data science, and behavioral science to 
help clients drive revenue and transform their business

Tom Hill

Partner  |  Retail Lead 
773.332.9745
thill@axiomcp.com

To find out more, visit us at axiomcp.com

Denis McKenna

Principal  |  Growth & Sales Lead 
847.840.8226
dmckenna@axiomcp.com

https://axiomcp.com/

