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THE 2006 LUXURY C O N F E R E N C E
Luxury Briefing moved to the Four Seasons in New York City to hold the 2006 Luxury Conference – New Directions for Luxury – in
partnership with Vanity Fa i rmagazine on May 4. Working with Vanity Fair’s Editor, Graydon Carter, we invited a group of innovative
practitioners and observers, all of whom operate at the cutting edge of modern luxury, to share the benefits of their experience with our
audience. The message was clear: brands need to cut free of old precepts and be highly aware of current social trends, in order to

flourish in the modern world. Here is a summary of the points made by the various speakers on the day

Special Report

Todd Cunningham, SVP Brand Strategy & Planning – Generation Y: What it will want from your business
Todd Cu n n i n gham open ed with an altern a tive title for his
pre s en t a ti on – The Ex tra ord i n a ry Se a rch for the In d ivi du a lly
Di gi t a l / O n - Demand Life of G en era ti on Y. He stre s s ed the
i m port a n ce of s eeing cl e a rly and that to do that “requ i res we
ask the ri ght qu e s ti on s .” He referred to nu m erous new and non -
trad i ti onal met h ods su ch as ‘brand depriva ti on’ te s t s . He
recom m ends bl ogs for “ i m m ersing on e s el f ” in that gro u p.

Todd referred to Ray Ku r z well ’s pred i cti on of “s i n g u l a ri ty ”
( wh en man=machine) within 25 ye a rs and how this alre ady
pre s ents “a different prism for the yo u n g.”

Retu rning to lu x u ry tod ay, Todd noted that one in seven US
h o u s eholds earn more than $100,000 and 8.9m have a net
worth of $ 1 m + . Cu ri o u s ly as incomes have grown larger,
s pending has gone down : “Con su m ers are becoming para lys ed
– 87% earning $150,000+ said they would be wi lling to spen d
m ore on purchases if on ly they could find ones that bet ter
su i ted their need s .” Me a nwhile “G en era ti on Y is very re ady,
s om ewhat wi lling and barely able to en ga ge with most bra n d s
in the futu re we’re fac i n g.” Th ere are now many more tools for

s ocial net working (aka word of m o ut h ) : m obi l e s , e - m a i l ,
ch a troom s , S M S , bl og etc . “G en era ti on Y is stre s s ed for su cce s s :
ach i evem ent is now an ex tra - c u rricular activi ty.” Tech n o l ogy is
redefining the role of com mu n i ty and influ en ce – it is a “t h ru -
line to trust and con n ectivi ty.”

To captu re Gen Y, a ll ow your brand to tell stories wi t h
su ccess and pers onal ach i evem ent as the end goa l . Brands can
h elp boost or po s i tively influ en ce the con f i den ce of yo u n g
adu l t s . Ma ke your brand matter in their worl d . “ Brand Me” i s
the most important brand to teens and young adu l t s . G en Y is
m ora lly com p l ex , with ri ght and wrong more open than ever.
Home life is more important than work life . Ma ny are loo k i n g
for spiri tu a l i ty. Mora l s , rel i gi on and divers i ty all play into
t h eir worl d . Let them dec i de how your brand fits and be open
to listen . The bra n d ’s message and its assoc i a ted imagery wi ll
be interpreted thro u gh their pri s m . Provi de a simple, h on e s t
m e s s a ge . In a world that is more com p l ex than ever, va lu e s
wi ll re s on a te .
w w w. m t v. c o m

Matthew Upchurch, CEO, Virtuoso – Where to next? The future of high-end travel
As a starting point, Matthew Upchurch referred to 2001 when
9/11, Sars and Iraq came together in a “perfect storm”. 2005
finally outstripped 2001 and in 2006, demand is outstripping
supply. “Boundaries divide, travel unites” is his new mantra. On
January 1 2006 the Boomers started turning 60 at the rate of
8,000 a day, and they now have money and time. In fact travel is
the free time of the most discerning group. Additionally 200m
‘Chindians’ are coming on stream, producing a block of affluent
travellers larger than the US and EU combined.

For the high-end travel business commoditisation is the big
problem, hence the need to move to the “life-experience”
business, where travel simply becomes the conduit. Matthew
recommended Chris Crawley’s “younger next year” for an
insight into the mindset and attitudes of Boomers.

Matthew then identified eight trends that luxury brands
should be aware of: 1 Multi-generational travel (high-yield
leisure for hotels and airlines) 2 Eco-tourism and active

tourism: connecting with nature as good stewards 
3 Spas/health – the inner self 4 Cruising 5 Personal
enrichment: cooking, art, gardens etc 6 Travel with a cause:
small but growing fast 7 Design and architecture: a sense of
place 8 Jetro-sexual: how you get there being more important.

However Matthew sees the next major move being the
convergence of luxury travel with luxury goods and services.
25% of all luxury goods are already bought when travelling.
There will be more cross-marketing (eg Viking stoves on
cooking demonstrations on a Silversea cruise), more product
enhancement (eg Contour Travel from Neiman Marcus) and
more brand extension (eg several Italian fashion brands moving
into hotels).

Matthew finished by observing that as mass
(commoditisation) and the high-end (experiential) polarise, so
benchmarks will rise.
w w w. v i r t u o s o . c o m

PANEL  The way ahead for luxury – pumped up or pared down? Moderated by Jacques-Franck Dossin, Goldman Sachs
JFD: What is the key to success?
John Dem s ey, G l obal Brand Pre s i den t , Estée La u der: The key to
building a lu x u ry brand is the com bi n a ti on of great produ ct ,
good pack a ging and sel ective distri buti on .
Jim Gold, Pre s i den t , Bergdorf G ood m a n : Some brands are more
d i s c reet than others abo ut their branding and logo s . However
even the ones that are discreet sti ll want to be recogn i s ed – t h ey
m a ke this discreti on a selling point and want to be recogn i s ed for
t h i s . It’s more difficult to sell a produ ct if n obody recognises wh o
m ade it, even if i t’s a good produ ct .
G ordon Ca m pbell Gray, Own er, One Al dw ych : It should alw ays be

a bo ut produ ct – not wh o’s we a ring it. Being part of a pack is not
lu x u ri o u s . We are in a ch a n ging world too now, wh ere lu x u ry is
m oving aw ay from old standard s . Wh ere on ce oil was an ex pen s ive
com m od i ty, the new com m od i ties wi ll be water and puri ty.
JFD: So is luxury about being pumped up or pared down?
J D : Sense of s el f is not abo ut osten t a ti on . Trends co - ex i s t , s om e
taking an el em ent of e ach . It also depends on the geogra ph i c a l
regi on .
J G : Logo’d bags and unders t a ted brands can co - exist and be sold
toget h er but even the people who buy unders t a ted bags want
t h em to be recogn i s a ble to their peer gro u p.
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Jeffrey Miller, Creative Consultant and Luxury Briefing columnist – The End of Luxury
Jef f rey Mi ll er began by noting that, “for every cash-happy
Mu s covi te lu x u ry enlists to its ra n k s , t h ere are five others
a bo ut to go AWO L .” He perceives a def i n i te tu rning poi n t . We
h ave re ach ed a point of “c u l tu re ja m” in wh i ch we receive a
s eries of jolts to our psychic state . “Are custom ers actu a lly
l iving this lu x u rious life ? ” he asked . Jef f rey also wanted to
k n ow, “ How has the meaning of lu x u ry devo lved on our
w a tch? Con su m pti on is OK if it is not an end in itsel f .” Th e
feeling of “n ever having en o u gh” has become perva s ive wi t h
con su m er cultu re exerting a strong gravi t a ti onal pull .
However, in the face of terrori s m , gl obal con f l i ct , toxins and
o t h er social force s , he warn ed that, “the con su m ers are growi n g
ti red of the message . ‘Cel ebri ty ’ has become a pej ora tive term .
E m bellish your brand with goodness and re s tore lu x u ry to its
l of ty hei gh t s .” He noted with some rel i ef t h a t , “ Fa s h i on is back
to recognising the zei t gei s t .”

Un der the banner “The end is the begi n n i n g”, Jef f rey then
gave 10 points for lu x u ry brands to attend to.

1 International patience with the US is wearing thin.
2 Redu ce tox i c i ty: boycott carc i n ogen s .
3 S top promising so mu ch and del ivering so little: wh en 

a re we going to get properly ‘cl e a n’ in hotel s ?
4 Redu ce opti ons and become an aut h ori ty.
5 If you have to use a cel ebri ty, m a ke su re it is som eone 

who is making a differen ce .
6 In most cases, s ervi ce should be ren a m ed ‘lip servi ce’.

Ma ke it genu i n e .
7 Use good manners as a business credo.
8 Use ox ytocin – it prom pts warm rel a ti on s .
9 Do some good – it makes for good bu s i n e s s .
0 S t a rt ri ght aw ay.
Contact via Luxury Briefing

Murray Moss, Founder and Co-Owner, Moss – A lesson in retailing
Having started, then sold, a successful fashion business Murray
Moss was drawn towards the interiors market. He broke down
conventional ideas and set up in New York’s ‘gallery district’
rather than the ‘furniture store district’. “In SoHo in 1994 they
had strict rules about what could be set up so I called my
operation a gallery and would display a waste paper basket as if
it were an exhibit. This is why the store looks as it does.”

Moss was also keeping with the zei t gei s t , ob s erving that
people were incre a s i n gly de s i gn - s av v y: “The fashion indu s try
has now moved way beyond functi on a l i ty, and the same thing
was happening with interi ors . The store de s i gn meant that we
could tell a story thro u gh produ ct de s i gn ra t h er than by

produ ct category. It also meant that very ex pen s ive things co u l d
sit be s i de ch e a p.”

There is also an interesting retail philosophy at work: “My
store is set out like a museum. In a museum people look at
things carefully as they presume that they are more than what
they seem. They want to know about them and give them their
full attention. The fact that the pieces are locked up means that
there is also an element of ritual about the process of crossing
the barrier and unlocking the object. People move so fast now
and I wanted to slow them down so that they would pay
attention.”
w w w. m o s s o n l i n e . c o m

PANEL  Style influence – who really holds the power? Moderated by Ben Elliot, Quintessentially
BE: What is the balance of luxury versus mass-tige?
Susan Korb, Creative Director, Harry Winston: Ha rry Wi n s ton
s ells itsel f as ‘ j ewell ery to the stars’. If we stepped aw ay
s om ebody else would move into this niche and we would lose
our market po s i ti on i n g. Cel ebri ty is the op ium of the masses
and until another one comes alon g, that is what the bo t tom line
is abo ut . You can dec i de not to play the game but that takes a
lot of bravery.
D j ordje Stef a n ovi c , E xec utive Director of Com mu n i c a ti on s ,
E rm en egi l do Zegna USA: In 1910 Zegna was abo ut the
com mu n i ty around the brand as well as lu x u ry and qu a l i ty.
Th ere is a very soph i s ti c a ted lu x u ry custom er, but there is also a
mass custom er. Th en there are new markets like In d i a , China and
Russia wh i ch all need to do the flashy hedonism thing before they
grow up and learn .

BE: To what extent does the consumer dictate the trends?
Mi ch ael Gordon , C E O, Bu m ble & Bu m bl e: Con su m ers don’t
k n ow what they want. Th ey are su rro u n ded by so mu ch ch e a p
ru bbish that they of ten have no ide a . You have to do the ri gh t
thing and pre s ent it to them .
D S : The gen era ti ons have got cl o s er so it is easier to span them and
broaden your appe a l . You need to do what you do with integri ty.
S K : S ti ck to the principles of what you do but work out what the
con su m er wants and tailor it.
B E : Can celebrity association be a negative thing?
S K : The spell of cel ebri ty is alre ady bro ken . People know too
mu ch abo ut them and know they have been paid. It’s more abo ut
con m mu n i ty issues now.
M G : People just want to look good now. Th ey ’re not aw a re of
t h eir age and that is part of the cel ebri ty cultu re . Th en there ➛

G C G : It’s all abo ut qu a l i ty and puri ty. Lu x u ry is won derful but it
n eeds to be underp i n n ed by va lu e s .
JFD: Is the business model getting riskier due to increasing
dependence on fashion? Is it more about brand than quality?
G C G : As brands get bi gger they deteri ora te . You can do the
nu m bers but they won’t be gre a t . People need to make the ef fort
to seek out indivi du a l i ty.
J G : We have to care abo ut every produ ct in our store and every
el em ent of our bra n d .
J D : This starts with looking at who your con su m er is and thei r
percepti ons of lu x u ry – this is why there is so mu ch opportu n i ty.
People are starting to look at heri t a ge and so mu ch beyond ju s t
f ace va lu e .
JFD: Is the way that people are using luxury different ? Has the
industry lost its way?

J D : For some top brands being a lu x u ry brand can be by - t h e - by.
M AC is a cultu re brand and was never meant to be a lu x u ry
bra n d . It bro ke thro u gh because it did som ething com p l etely
d i f feren t . Th ere is a ti pping point bet ween being niche and bei n g
big and you are going to lose some custom ers as soon as other
people get to know abo ut the brand and have access to it.
J G : Some brands fall in and out of f a s h i on and become nich e , s o
t h ere is room for all of t h em .
G C G : Our custom ers are intell i gen t : we wi ll remain small and
n i che but exqu i s i te . Th ey come to us as they know what we do
and the standards that they can ex pect . We don’t rely on
ridiculous gi m m i ck s : I went to a hotel in the de s ert recen t ly wh i ch
l ooks out on an indoor ski slope . Can you imagine the ef fect on
the envi ron m ent? And all just to set itsel f a p a rt from the others
a ro u n d . We just want to do everything at the very top level .
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Chris Sanderson, Director, The Future Laboratory – Understanding Nu Luxury in the Face of an Austere Climate
Chris Sanderson opened with some comparisons that help
illustrate what ‘Nu Luxury’ is about:

● Less about product More about experience
● Less about cost More about values
● Less about visibility More about discernment
● Less about extravagance More about essentialism
● Less about surplus More about selectivism
● Less about customisation More about uniqueness
● Less about surface More about experience
● Less about commerce More about culture
● Less about sales per sq ft More about wonder per sq ft

He recommended the practice of ‘triangulation’ to predict where
things are going: observe, interrogate, intuit. He introduced the
notion of ‘austerity’ which he sees as an evolution of an
environmentally-motivated age. He acknowledged it has little to
do with the ‘BRIC-luxe’ economies which have different
motivations. He noted the rise of the ‘NeoCons’, who have a

conservative view of culture, values, social attitudes and outlook,
but 21st-century conservatism is different. 25% of consumers
say they are voting with their purchases: Fairtrade and other
ethical sales in the UK have grown from £500m in 1998 to
$26bn in 2005. We want answers to questions politicians won’t
answer. The Jonsers (typified by Bono) are taking over from the
Boomers (Mick Jagger): they are concerned with civic values,
manners and the collective good instead of personal rights.

Nu-austerity is the next big trend for consumers in their 30s
and 40s who are increasingly turning their back on the
ostentatious and wasteful. The desire is for nostalgic simplicity
and sustainable production and they are looking for that in
retailing. Chris sees exciting opportunities for a modern version
of bespoke, which incorporates the latest materials. The
successful luxury brand of the future will be defined by integrity,
innovation and imagination.
w w w. t h e f u t u r e l a b o r a t o r y. c o m

Graydon Carter, Editor, Vanity Fair
Graydon Carter closed the Conference by considering ‘the big
picture’ for luxury brands. He believes that we are at a turning
point in the zeitgeist and it revolves around the environment.
“Ignore this at your peril,” he cautioned, “luxury goods and
being green are not mutually exclusive.” He gave examples of
how even big companies like General Electric are trying to
become “super-green”, and how green is now seen as modern
and therefore cool. Graydon commended Al Gore’s film An

Inconvenient Truth to the audience. He commented on the
luxury customer of tomorrow, citing his own teenage children
who have lists of companies they will not deal with. But he
ended on a note of optimism for luxury brands, observing that
whether it is clothing or technology, this powerful market wants
things that are well-made and which will last. He concluded that
there are immense opportunities for those who get it right.
w w w. v a n i t y fa i r . c o m

T H E 2006 LUXURY C O N F E R E N C E - c o n t i n u e d

Special Report

Dana Telsey, CEO, & Jim Hurley, MD, Telsey Advisory Group – Luxury Brands: the view from the financial markets
Dana Tel s ey and Jim Hu rl ey started with the financial state of t h e
lu x u ry indu s try: in 2005 (excluding travel) it was worth abo ut
$ 1 0 0 bn , 5% up on 2004. Bet ween 1995 and 2005 the perform a n ce
of lu x u ry stocks has been 5x bet ter than world indice s .

They then set about identifying the “Ten Top Trends”:
1 Stores are busy and sales are strong: they expect the
acceleration of 2H 2005 to continue.2 Japan con ti nues to
i m prove ; the US is stron g ; the EU is picking up. 3 E m er gi n g
m a rkets are performing well . 4 Acce s s i ble lu x u ry: it can hel p
and it can hu rt . Un i qu eness wi ll be import a n t . 5 Produ ct
i n n ova ti on con ti nues to be key. 6 Craftsmanship and gre a ter
i n tegri ty. Ta ke con trol of the su pp ly ch a i n . Big and small bra n d s
n eed to have con tro l . 7 De s i gn matters , not pri ce . G ood
de s i gn ers are in short su pp ly. 8 L a r ge ‘s t a r ’ brands are not as

m a tu re as we though t . New produ cts and other categories are
keeping them . 9 The indu s try gen era lly is in a strong financial
po s i ti on and cash ri ch . Th ere may be more M&A activi ty but
t h ere is a short a ge of good managers . 0 Time is the ra rest and
most va lu a ble com m od i ty.

What next? Dana and Jim high l i gh ted the produ cts now
sold by the likes of Ta r get , Wa l m a rt and H&M. Th ey bel i eve
that the con cept of m em bers h i p, clubs and status are stron g
on e s , that we may see more in the way of exclu s ive credit card s
with attach ed ben ef i t s , that there wi ll be more em phasis on
va lu e . In keeping with the ‘ti m e’ t h em e , t h ey see the cre a ti on of
ex peri en ces and mem ories as important devi ces for lu x u ry
brands to con s i der.
Contact: www. t e l s e y g r o u p . c o m

Nick Jones, CEO, Soho House Group – A New Kind of Luxury
Mu ch of the su ccess of the Soho House brand has been abo ut
l i s tening very caref u lly and providing what people want. Ni ck
Jones talked abo ut how Ba bi n g ton House had ch a n ged the
n a tu re of co u n try house hotels by rem oving the chintz and
providing meals and many other servi ces wh en ever the
c u s tom ers wanted them .

He bel i eves the exclu s ivi ty of clubs is sti ll rel evant in the

m odern world but his insight was to update it. So h o’s su ccess in
Lon don and New York has been largely to do with the crowd
you attract . He also reve a l ed that a new outpost of Soho Ho u s e
is to be set up in Miami as the city is now used all year ro u n d
(and many New Yorkers go there ) , and spec u l a ted on the
po s s i bi l i ty of a second New York property as well as one in LA .
Contact: www. s o h o h o u s e . c o m

is this cel ebri ty spiri tu a l i ty – s p i ri tu a l i ty can’t just be a place
wh ere you go wh en in tro u bl e . It’s su ch a shame you can’t have a
business and keep it small . We put good stu f f in our bottles and I
h ope people understand that.

D S : We have to give cel ebri ties some cred i t . I have seen more
hybrid cars in Los An geles than amon gst many of the people in
o t h er areas who just talk abo ut them . Cel ebri ties can do good –
l ook at the Va n i ty Fa i r ‘green’ i s su e .
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