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The client who spends £50,000 in the Fine Jewellery Room at Harrods is not going to be 
impressed with in-house magazines, sale previews or a couple of Row E seats at London 
Fashion Week, which is why we had to raise our game," says Ola Wright of Harrods By 
Appointment. 
 
"Nowadays, everybody and their dog talks about luxury and personal service. That's why we 
tried to anticipate the expectations and dreams of loyal, high-spending Harrods clients." 
 
Put another way, In a world where clients, even the high-rolling ones, are increasingly choosy 
about how they spend, brands have had to become correspondingly creative about how they 
sell. 
 
"You can spend a lot of time chasing new customers," says Wright, "or you can build on what 
you already have. We have noticed that speed and convenience in By Appointment takes 
second place to pampering. We take time to get to know you. We take care of you and we try 
to treat you with edits of products that we think, from experience, you may like. It's not about 
FedExing a shirt to Geneva any more, even though we'll do that if you wish." 
 
Similarly, British men's wear label Alfred Dunhill has taken cosseting big spenders to a new 
level with three Alfred Dunhill Home concept stores in Tokyo, Shanghai and London.  
 
The London store, opened this month in Bourdon House, the former residence of the Duke of 
Westminster, a palatial early Georgian townhouse featuring an (invitation-only private 
members' club that includes privileges such as a private dining room, games room, screening 
room, humior, walled terrace gar-den, wine cellar, a fleet "of Bentley Continental Fly-ing 
Spurs, an in-house concierge Hind four bedrooms - including one decorated exactly as when 
used by the Duke himself. 
 
What sets Alfred Dunhill Homes apart from the brand's international flagship stores is the 
Discovery Room of (yes) custom men's tailoring and leather goods, the in-house spa and 
traditional gentleman's barber, the all-important archive museum pieces to hammer home the 
heritage of the brand - and the illusion that a ducal house is, perhaps, a prestige customer's 
own. 
 
By virtue of the sums involved at entry level, luxury jewellery houses have historically been 
masters at keeping high net worth clients sweet and continue to lead by example. Last year, 
for example, Cartier unveiled 20 pieces of magnificent jewellery inspired by its Indian imperial 
heritage. Crown jewels by any other name, the Inde Mysterieuse collection included a necklace 
set with an 87.7 carat carved emerald and the Star of the South 128.48 carat diamond set into 
a platinum and diamond cuff. Important clients were flown in for a summer ball attended by 
the Rajmata of Jaipur at Lancaster House, the palatial London mansion neighbouring 
Buckingham Palace. According to Cartier press officer Sarah Carlsen: "every piece in the Inde 
Mystérieuse collection sold on the evening they were shown". 
 
Similarly, when Van Cleef & Arpels created three suites of jewels for the London premiere of 
Balanchine's Jewels ballet at The Royal Opera House last year, private clients were invited to a 
private dinner and allowed to try on the jewels. The fact that Balanchine had created ballet in 
three acts - Emerald, Ruby and Diamond - because he had been inspired by Van Cleef & 
Arpels, added a layer of cultural significance to the jewels. 
 
Last June, Van Cleef also produced from their vaults a carved emerald necklace made in 1971 
for the Aga Khan and showed it off at an intimate party at Partridge Fine Art hosted by 
Princess Michael of Kent. 
 
Indeed, a private dining room is as important to the jewellers of Old Bond Street as a "fixer" 
for when VIP clients are in town. Tiffany, Moussaieff and Leviev have all held in-store private 



client dinners where dessert is accompanied by trays of baubles to try on by candlelight. The 
candlelight enhances the jewels and a suitably competitive tableful of alpha males ups the 
ante. A seat at one of these tables - as, for example, when a collection of rare antique 
Schlumberger masterpieces made a brief visit to Tiffany's in London - thus becomes a prize, 
even to those who could walk into Tiffany's any day of the week and spend six figures. 
 
It was this type of thinking that led to the launch, last winter, of a special Harrods American 
Express card: a premium charge card with no credit limit that is initially available by invitation 
to only 300 top-spending clients who have a relationship with the two companies. The card 
looks reassuringly rich in chocolate with gilded graphics. Only 1,000 have been issued, and the 
rewards list reads like an oligarch's to-do list. 
 
"Harrods wouldn't be so presumptuous to think that Harrods American Express cardholders 
don't already go to Wimbledon, Goodwood or the Cartier Polo," says Wright, so instead one 
package involves flights by private Harrods Aviation jet to Milan where you are met by the 
Four Seasons' chauffeur and fixer who drives you to the hotel where you are booked into the 
Fashion Suite (much more snob than the Presidential). Lunch is arranged with the Zegna 
family - owners of the eponymous Italian luxury tailoring house - at their Laniflco Zegna Mill, 
and you are then measured up for a personally tailored suit, and can watch the cloth you have 
chosen be woven. 
 
Further baubles include limited edition pieces commissioned only for the club, such as one of 
nine Cartier Agraphe diamond watches and a black crystal Philippe Starck for Baccarat 
chandelier made in a limited edition of 130. 
 
Fonte: Financial Times, London, September 22 2008, Caderno Especial The Business 
of Fashion, p. 14. 
 


