
Luxury customer profile & the GCC  

The Luxury customer profile in the following cities:  

Abu Dhabi, Dubai,  Doha , Jeddah and Riyadh 
 

 

The Omnivore Horse’ most represented by the markets of Abu Dhabi, Dubai 

and Jeddah and also more skewed towards females. 

 

These consumers have a very strong relationship with fashion as they follow 

trends, regularly update with new pieces, are on trend through blogs and 

magazines, and display strong celebrity influence.  

 

They associate luxury with things, like spas, gourmet food, furniture, travel, and 

cars. They will substantially spend in all these categories. 

 

The personal luxury goods market has enjoyed eight to 10 percent annual 

growth over the last decade, but is expected to slow down to around four to five 

percent in the next few years. 

 

In terms of expectations in store they will need it all, from the latest products to 

store staff expertise.  

 

It is crucial to reward these loyal customers with invitations to previews and 

access to personal stylists.  

 

They will display the highest brand awareness and a high conversion to a wide 

array of brands. 

 

‘The Opinionated Horse’ is mostly found in Doha and mostly male-oriented. For 

them, being granted special prices comes first, followed by the latest offer, 

service and of course recognition.  

 

It is also about the right appearance, but because it will showcase success. 

 

‘The Conservative Horse’ is mostly seen in Riyadh.  

 

For them, fashion is about reassurance.  

 

Critical influences will include social media first and foremost.  

 

They will additionally need a good dose of reassurance through all types of 

advertising.  

 



They will still be fuelled by the need for reassurance, needing sales staff 

expertise in the brand and aware of trends as well as recognising them as loyal 

customers. 

 

‘Gazelles’ view fashion as an expression of effortless style and are quite 

influenced by celebrities. 

 

In terms of expectations in store, Gazelles will need it all: from the latest 

products, to store staff expertise in the brand and aware of trends, to being 

recognised as a loyal customer, including invitation to previews and being sent 

collections at home. 

 

‘Falcons’ are an archetype still very much in its infancy, they somewhat distance 

themselves from the materialistic world and are beginning to appreciate luxury 

for the experiences and the enjoyment it can bring. 

 

In–store they seek knowledge of the brand’s history and heritage as well as deep 

understanding of how the product is made.  

 

The sales staff must become storytellers, helping them immerse themselves in 

the very essence of the brand. In terms of products, the falcons will be attracted 

to bespoke and ‘made to measure’ items. In terms of events, intimacy is 

paramount 
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