Dr Concetta Lanciaux, CEO, Strategy Luxury Advisors

The new era of luxury... or is it?

Dr Concetta Lanciaux surmised that what the luxury industry needs are
smart ideas for long-term success — and that too many short-term
ideas have brought the industry to where it is today.

She took a tour through the four ages of luxury — moving from Louis
XIV, who brought about the association between the French and luxury by
supporting craftsmen through his court, to Louis Vuitton, who combined
craftsmanship, quality and product innovation to build his brand. Then to
the age of couturiers from the 1920s to 1970s, which evolved to the period
from the 1980s onwards where business groups have acquired luxury brands
and integrated a fashion element and professsional management structure.

The problem is that the number of wealthy and middle income in the
world is falling — although this is coupled with a rising class with aspirations
that are stronger than ever. She suggested that to maintain sales luxury
brands now need to offer a ‘wow’ value. The components of ‘wow’
factor are:

@ Heritage values coupled with functionality

© Individual brand style

© A price that corresponds with the quality of the object -
people should not be asking if they can get the same thing for less elsewhere.

Other factors the wealthy are looking for are the handmade, long-
lasting,
brand name, authenticity and exclusivity. Today, luxury brands have to
stress their heritage, identity and relevance.

The sense of connecting and belonging is also key for

items that maintain a haute couture model, uniqueness, a recognisable

luxury consumers. Louis Vuitton’s page on Facebook was noted as
being a good, relevant piece of social marketing. Donna Karan has
talked about reconnecting with the customer and how designers had to
question the current practices of early deliveries, oversupplied stores,
markdowns and the relevance of fashion shows. Donna Karan has
predicted that things will soon change as the designers move away from
these established models. Mark Fast has recently innovated by sending
different sizes of model down the catwalk, embracing many women and
showing that the brand can be right for them. Concetta Lanciaux noted
that now customers should be treated as brand ambassadors,
and shop assistants should interact with them — not just
serve them.

She concluded by noting that value has become increasingly important
to customers once more and that the perceived price of an item
should always be higher than the actual price. The worth should
be evident. It was outlined that the luxury industry could learn from the
innovations of the food industry where many chefs are providng the same
quality but for less due to having fewer frills. Lanciaux felt that the only
person truly doing this in the luxury industry is Reed Krakoft, who has
produced a new line of simple, classic, American luxury but with original
designs and great craftsmanship. Lanciaux felt that luxury will not go
through ‘radical change’ but ‘radical renewal’. There will be a
reinforcement of traditional luxury, but made more relevant to the ‘now’
generation through the new elements detailed.




BREAK-OUT GROUPS

Connecting with the luxury customer in 2010 — conducted by the following editors and journalists...

Condé Nast Traveller Sarah Miller Editor ~ Luxury Briefing Catherine Macdonald ~ Editor
Contagious Katrina Dodd Editor ~ Luxury Briefing Kate Patrick Associate Editor
FT How To SpendIt  Gillian de Bono Editor ~ Monocle Andrew Tuck Editor
Harpers Bazaar Lucy Yeomans Editor - SHOP Magazine Emma Cheevers Editor
Intelligent Life Tim de Lisle Editor ~ The Telegraph Mag. Michele Lavery Editor
LS:N Global James Wellman Editor * The Times & Luxx ~ Anna O’Sullivan Head of Luxury




David Rowan, Editor, Wired

At the cutting edge — a radical re-think of what luxury could be doing in the digital world

Twitter has now done a deal with Google so that Twitter entries
come at the top of searches. This means that you cannot ignore the
power of technology. The internet is ubiquitous and smart mobile
devices are already the norm. The n
this more, and they have a built-in inte

reneration will experience
ce between their brain and
a computer so their brains are ‘networked’. are even at the stage
where emotion can be tracked by technology now.
launching a programme that recognises this in 2010 and artificial

X-box will be

intelligence is now everywhere.

A new generation of luxury professi
optimising searches and connecting with a new generation of
customer. Those asking why this matters have to realise that your
brand is now what Google says it is. 42% of customers get

nal is using key words,

their product information from the internet, and that number is
growing. If you don’t help the customer to make their decision, then
somebody else will. Other people will write about your brand, which
ou the worst publicity ever or alternatively some that
7 can’t buy.

Some brands are already prominent on social networks — but you
have to have a strategy. Those who are effective include Coach,
which ran an online tote design competition. This led to 6.5m page
views, 114,000 votes and 3,000 designs generated. Burberry’s Art of the
Trench has helped the brand to spread the word and engage and
MACs picture tweets from the fashion shows drew much attention.
Lou
publicises what it does and through Facebook it has a con:

/uitton uses US Twitter to deliver a controlled message that
nt story.
and 30%

responded by buying. You can no longer just say that it is wrong for the

BMW sent a text to Austrian customers about snow

luxury sector as so many high-value items are now sold online.

Things to do:
@ Build emotional attachment to your brand
© Make your site linkable
© Evangelise your loyalists
O Tell customers about your inventory — in real time
© Live your brand
O Sample new products online and build on the feedback
@ Cireate excellent expectations
O Identify any potential crisis early
O Give them all the information they could want

@ Be useful, informative, entertain, engage

... Collect revenue!

DON’T

— Neglect loyalists

— Sell aggressively in a social networking context
— Do undeclared PR, eg a false blog

— Assume that digital is a fad

— Feel that you need to be everywhere

DO

— Be transparent

— Add value

— Be considerate

— Be creative

— Monitor feedback

Martin Brudnizki interviewed by Suzanne Trocmé

Creating durable design — a time to be bold?

Martin Brudnizki talked about redesigning The Caprice — the 27-year-
old iconic London restaurant — at The Pierre in New York. The
Caprice had been the only restaurant that he had ever thought about
recreating, and about how he would recreate it. When you move it
across a continent you also have to understand the location
and surroundings and respond to this. Also, how every sense
can be stimulated within this space as a restaurant is not just a visual
thing. There was also a challenge in that the space provided to recreate
the Caprice was not great. His approach was to take the black and
white, invert the colours to suit the new space and reflect light though
using polished materials and shiny surfaces.

Brudnizki feels that the product is the main event when designing.
The designer is only about creating the background and
packaging, so it is critical to go in with a low ego. Hospitality
is an interesting field to work in as designing a restaurant is one of the
most difficult things you can do. You need to think about service areas,
dining comfort and social areas as well as creating a space that people
want to return to. Good restaurant design should also have longevity —
like a classic Chanel bag design it is something you need to be able to
tweak but also has a consistent DNA. In the case of The Caprice this
involved replicating the black-and-white David Bailey photographs
and the famous bar hardware from London.

It is also important that any hotel you create is part of the city and
the neighbourhood it is in, which should duly influence the art,
architecture and design of the hotel. You can’t just dump any
design in any city. Much of design is about humility: understanding
the brand, sourcing locally, and getting the city on your side.

Martin Brudnizki said that he went to the shops rather than internet
shopping as he preferred face-to-face interaction. In the same way that
restaurants should have longevity, so should a shop. A shop is
a space to sell things, but it should be the product that stands out rather
than the store design. When designing it is also about looking at how the
customer makes the journey through the space and thinking about
where the product is placed. One example of this was John Pawson’s
seminal store design for Calvin Klein in New York where the product
did the talking. But you also need to be upfront and not pretend that
you’re not selling.

Discussing design in general, he said that good design is not about
reinventing the wheel — and it is often best to keep it simple. It is more
about thinking about a shape or material, then moving it on. Risk is
important but as a designer you have to know when something is right
and push it to a point where you feel comfortable. However you also
have to listen to the client and their needs, or as a designer you don’t
have a product.

Our sponsor

BOKKS London, which launched in November, brings together the world's leading luxury brands, designs and experiences with
a unique personal gift design and delivery service. Five gift ranges — BOKKS Collections, BOKKS Curated, BOKKS Privé, BOKKS
Refined and BOKKS Epic — ensure that it can meet any customer’s request, from the spontaneous romantic gift to a meticulously
masterminded epic gift of adventure. The BOKKS client service offering includes gift ‘imagineering’, hunting and collecting,
BOKKS gift luggage and surprising deliveries with a modicum of theatre. www.bokks.co.uk




Tyler Brulé, Founder and Editor-in-Chief, Monocle

Four-dimensional luxury — gwing new depth to your brand

Tyler Bralé believes that the world of retailing is changing and
brands have to take a multi-channel approach. He talked
about Japan, claiming that it is not totally depressed for luxury brands,
but it has changed so that now it is about craftsmanship, provenance
and quality.

The phenomenon that is the Echiré French butter store in the
Marounouchi area of Tokyo regularly sees 500 people queuing around
the block to buy $5 croissants. Stores such as Isetan are putting artisan
chocolatiers and candy stands on their ground floors instead of
cosmetics.

He cited the example of Monocle at a time when other print media
are struggling. It is now available in 84 countries, mainly through a
focus on subscriptions rather than newsstand sales. It has just achieved
its first issue to attract over $1m in advertising, and experienced its best
year ever. However this has been done from being multi-dimensional,
from using 10 different paper stocks for the magazine, to film and
video on the website and a wide variety of supplements. Bralé is not a
big fan of social networking for brands and said that Twitter needs to
get off the world stage... many brands are involved who should know

better.

Monocle makes a point of highlighting innovative businesses in its
Inspirational Companies supplement, which featured names including
Tokyo Mobile Coffee, and Rimowa, the German luggage company
which offers an ongoing repair service and has a partnership with
Lufthansa allowing vintage trunks to be shipped to and from their
owners within days. Success is also about the personal touch. According
to Bralé people fly via Germany in the hope that Frau Wakamoto will
be a stewardess on their Lufthansa flight. This sort of personal attention
can make up for many other flight shortcomings. Autonia in Milan is a
retail superstar as nobody else can sell like them. It’s amazing to watch,
and makes you realise that all most stores need is the right people on the
floor — most stores do not in fact ‘sell’ to you.

The Monocle shops were founded as an afterthought, providing an
alternative to buying the magazine under striplights in WH Smith.
These have been a success, turning over £6,000 in a 100 sq ft space on
a Saturday afternoon. As well as the first Marylebone shop there are
now stores in Los Angeles and at Dover Street Market. Tokyo, Hong
Kong and Toronto stores are also all coming up.




