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Company Overview

Barneys New York is an American chain of luxury 

department stores founded and headquartered in New 

York, New York. Barney Pressman opened his first store in 

1923 in Manhattan New York, serving only to the male 

market.  Women’s clothing was introduced in 1976 with 

housewares, cosmetics, and gift departments following 

shortly after.  

Today, Barneys New York operates fifteen flagship, 

regional, and boutique department stores in the United 

States. The department store is owned by Perry Capital, 

who acquired ownership of the company in 2012. Daniella 

Vitale, former CEO of Gucci, was named chief executive 

officer of Barneys New York in February of 2017, making 

her the first female CEO in the department store’s history. 

The Need

Loyalty at Barneys New York traditionally consisted 

of a Private Label Credit Card program. The program 

represented only a small portion of Barneys’ customer 

base and, because it was powered by a credit card 

company, was very limited in terms of the data that could 

be collected and utilized. In order to make personal 

connections with their consumers and compete in a 

continually saturated market, Barneys needed to create an 

experience that could match the likes of Amazon and 

others.  

Barneys partnered with SessionM as the chosen vendor 

for their loyalty venture. They felt our platform closely 

aligned with the goals set for their new program and had 

confidence in our expertise in customer data and loyalty 

management. As a luxury retailer, Barneys needs to ensure 

that all customers receive the White Glove treatment. They 

felt strongly SessionM could help create a program to fulfill 

the emotional needs of luxury retail.



The Solution

SessionM is the power behind Barneys tender-neutral 

loyalty program. This loyalty program offers exclusive 

experiences, VIP services, perks and rewards to all of its 

shoppers. Loyalty members earn points for purchases and 

gift cards for point earning thresholds, such as spend $350 

and get a $25 gift card. This increases the frequency in 

which customers shop at Barneys and drives incremental 

spend.

SessionM receives customer profile information and 

purchase transaction data. Tying this information together 

gives Barneys a complete view of their customers. This 

360-degree-view allows Barneys marketers to create

personalized offers that resonate with their target

audience. Offers can either be delivered as a result of a

scheduled campaign or be automatically triggered based

on cross-channel customer behaviors. The SessionM

platform calculates lifetime value scores and the likelihood

an individual customer will churn to provide the Barneys

marketing team with more actionable insights.

Through an integration with Salesforce Service Cloud, 

SessionM enriches Barneys’ customer profiles with loyalty 

data including points, tiers and an activity stream of events 

such as purchases, points earned and rewards earned. 

The combination of Salesforce and SessionM allows 

service agents to understand individual customers' 

preferences and level of brand engagement and respond 

in seconds with points, upgrades, and rewards. This 

enables a number of actions to be taken by service agents 

to ensure a strong customer relationship and lasting 

customer loyalty.

“Who are we to tell people what 
luxury means to them? What 
Barneys offers is going to be very 
different to a 65-year-old than 
to a 17-year-old.”

– Daniella Vitale, CEO
Barneys New York




