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In  th is  Cl ient  Engagement  Insight  paper ,  we explore a real- l i fe
case from the service industry  that  offers  valuable paral le ls  with
any cl ient-facing interact ion -  part icular ly  in  retai l  and hospital i ty .
This  paper  is  designed to  provide frameworks,  ref lect ive
perspect ives,  and act ionable pathways for  professionals  seeking
to act ivate a powerful  c l ient  experience strategy.
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The Story
A few n ights  ago,  I  s tepped into  a s leek  cockta i l  bar  in  New York .  The
rev iews were s t rong,  the space beaut i fu l l y  curated.  I  took  a so lo  seat
at  the bar  and was qu ick ly  handed a menu.  A ch i l led bott le  of  s t i l l
water  ar r i ved -  $7 ,  profess ional l y  served.  I  o rdered a house take on
the Whisky  Sour  and guacamole wi th  tor t i l la  ch ips .  

The dr ink  ar r i ved,  garn ished and balanced.  Execut ion? Impeccable.
In teract ion? Absent .  

No “How are you en joy ing i t?”  No “We infused that  wi th  cardamom -
can you taste i t?”  No check- in ,  no energy  -  jus t  task  de l i very .  

Later ,  another  bartender  not iced my ch ips  were gone,  but  guacamole
remained.  “Would you l i ke  more tor t i l la?”  he asked wi th  a  nod.  S imple.
Human.  Unexpected.  

I t  made me pause.  Why d id  one bartender  s imply  serve ,  whi le  the other
engaged? 

The Underlying Question
Why do some profess ionals  meet  on ly  the i r  funct ional  need,  whi le
others  spark  emot ional  and sensor ia l  engagement? Address ing th i s
requi res  examin ing the layered s t ructure of  c l ient  expectat ions  wi th in
luxury  serv ice env i ronments .

A topic of Engagement to reflect on 
Cl ient  engagement  i s  the intent ional ,  emot ional l y  at tuned connect ion
a c l ient  or  serv ice adv isor  establ i shes  through personal ized,  sensor ia l ,
and va lue-r ich  in teract ions  that  foster  t rust ,  loya l ty ,  and endur ing
aff in i ty  wi th  both the ind iv idual  and the brand-product .  Engagement
ar i ses  through two key  pathways :  c l ient- in i t iated cues  (e .g . ,  “Can I  t ry
th i s  on?”)  and brand-di rected prompts  (e .g . ,  CRM inv i tat ions  or
curated s toryte l l ing moments ) .  Each serve as  an opportun i ty  for  the
adv isor  to  e levate a t ransact ion into  a meaningfu l ,  emot ional l y  
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resonant  exper ience.  In  luxury  serv ice and se l l ing ,  such moments  are
not  opt ional- they  are essent ia l  to  meet ing the s tandard of  excel lence
expected.

The 3 Layers of Client Expectation 
Understanding c l ient  expectat ions  i s  essent ia l  to  creat ing meaningfu l
luxury  exper iences .  These expectat ions  unfo ld  across  three layers :
funct ional  (de l i ver ing the expected product  or  serv ice accurate ly  and
eff ic ient ly ) ,  re lat ional  (establ i sh ing emot ional  connect ion through
presence and empathy) ,  and sensor ia l  (engaging the senses  to  create
a memorable ,  immers ive  exper ience) .  A  c l ient  may seek one,  two,  or  a l l
th ree at  any  g iven moment ,  and i t  i s  the adv isor ’ s  ro le  to  read which
layer  i s  in  p lay-adapt ing to  the c l ient ’ s  mood,  context ,  and sh i f t ing
needs.  

1 .  Funct ional :  “Give me what  I  pa id for . ”  
   — The dr ink  ar r i ves ,  the order  i s  cor rect ,  the b i l l  i s  c lear .  

2 .  Re lat ional :  “Acknowledge me.  Be present . ”  
   — Eye contact ,  warmth ,  cur ios i ty .  A  human moment  that  says :  I  see
you.  

3 .  Sensor ia l :  “Make me fee l  someth ing.”  
   — Visua l  f la i r ,  scent ,  touch,  taste ,  sound.  A mul t i sensory  moment  that
surpr i ses  or  de l ights .  

Decoding the Engagement Gap
Despi te  good intent ions ,  many profess ionals  fa l l  shor t  of  meaningfu l
engagement .  Th is  of ten s tems f rom three common gaps that  l imi t  the i r
abi l i t y  to  connect  beyond the funct ional :

1 .  Mindset  B l ind Spot :  They  may not  rea l ize  that  engaging emot ional l y
or  sensor ia l l y  i s  part  of  the i r  ro le .

2.  Sk i l l  o r  Conf idence Gaps:  They  may fee l  awkward or  unsure how to
engage.
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3.  Lack  of  Behav iora l  Cues :  Wi thout  c lear  r i tua ls  or  behav iora l  anchors ,
they  defau l t  to  task  de l i very .  

Strategic Response: Mindset First,
or Behavior First? 
To c lose the engagement  gap,  organizat ions  must  decide where to
begin :  by  shaping mindset  or  by  gu id ing behav ior .  Mindset  refers  to
the interna l  at t i tudes ,  va lues ,  and emot ional  d ispos i t ions  that  shape
how profess ionals  perce ive and approach the i r  ro les  and tasks .  In
cont rast ,  behav ior  encompasses  the observable  act ions ,  rout ines ,  and
verbal  or  non-verbal  express ions  that  const i tute  the de l i very  of
serv ice.  
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The choice to  shape mindset  or  behav iors  f i r s t  depends on context ,
readiness ,  and the goals  of  the exper ience s t rategy.

Star t  wi th  Mindset  When:
-  You ' re  bu i ld ing long-term cu l ture .
-  Team is  exper ienced but  emot ional l y  f lat .
-  Ro les  requi re  h igh empathy .

Star t  wi th  S ignature Behav iors  When:
-  You need fast ,  v i s ib le  serv ice improvement .
-  Staff  are  new or  incons is tent .
-  You want  measurable ,  t ra inable  act ions .

Best  Pract ice:  Star t  wi th  behav iors  to  scaffo ld ,  then deve lop mindset
to  susta in .

Mindset First or Signature Behavior
First? The Strategic Lesson 
A guest  may come for  a  dr ink-but  they  return  for  a  fee l ing.  A moment .
A sense that  they  were seen,  not  jus t  served.

Cl ient  expectat ions  go beyond cor rectness .  They  want  emot ional  l i f t
and sensory  engagement .  To meet  th i s ,  serv ice profess ionals  need
more than sk i l l - they  need intent ,  and a s t ructure that  he lps  them show
up fu l l y .  The cockta i l  i sn ’ t  jus t  the product .  The moment  i s .

Bar tender  1  ( the one who made me the cockta i l )  ref lects  a  mindset-
f i r s t  approach-but  the mindset  hasn ’ t  been shaped or  act ivated.  He
performs f lawless ly  on the funct ional  leve l  but  misses  re lat ional  and
sensor ia l  cues ,  not  f rom def iance,  but  l i ke ly  f rom a lack  of  s t ructure
and intent .

Th is  reveals  the t rap of  a  mindset-f i r s t  s t rategy in  i so lat ion:  wi thout
expl ic i t  gu idance,  c lar i ty ,  o r  model ing ,  profess ionals  may th ink  they ’ re
doing enough,  even when emot ional  presence i s  absent .
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Signature behav iors  act  as  ant ic ipatory  cues  and behav iora l
scaffo ld ing.  They  normal ize engagement ,  g ive profess ionals  safe and
repeatable  ways  to  show up,  and create emot ional  l i f t  that  benef i t s
both the c l ient  and the server .

The lesson? Begin with  behaviors  when presence is  missing.  Bui ld
mindset  when presence is  rout ine but  lacks heart .  In  h igh-touch
environments,  combine both.
Signature behaviors  set  the f loor .  Mindset  def ines the cei l ing.
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About Oktave
OKTAVE i s  a  Swiss  consu l t ing and educat ion company specia l iz ing in
e levat ing c l ient  exper ience and bus iness  performance for  luxury  reta i l
(automot ive ,  beauty ,  Watch & Jewelery  & fash ion) ,  prest ige hospi ta l i t y ,
and serv ice-dr iven organizat ions .  We del i ver  ta i lo red s t rategies  and
educat ional  programs in  over  25 count r ies  and more than 10  nat ive
languages ,  wi th  a  s t rong focus  on creat ing emot ional l y  engaging and
impactfu l  c l ient  in teract ions .  

We support  you in  t ransforming your  sa les  ceremony into  a meaningfu l ,
branded,  and re lat ional  se l l ing exper ience-guided by  our  cut t ing edge
Sel l ing Exper ience S ignatures  des ign process  and act ivated through
bespoke t ra in ing programs and coaching in i t iat i ves  for  both  f ront l ine
teams and managers .  
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