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Synopsis of the Club e-Luxe International Summit 2013

The Web Economy: Understanding How Digital Media is Re-writing the Rules of
Luxury & Transforming Value Creation

Digital Media is undoubtedly re-writing the rules of luxury businesses and ushering in a new luxury
world with a different set of norms and practices. It is no longer an illusion that the advent of digital
media has transformed human behaviour and consumer habits. The mass adoption of the web, social
media, mobile media and interactive platforms has re-defined the very meaning of value creation for
luxury companies. People and data have emerged as the currency of the web; and fans and followers
have been transformed into brand ambassadors.

But is this accelerated transformation an advantage for luxury? Is the value created by digital media
for luxury real or perceived? Are luxury brands rightly poised to fully adopt digital innovation and its
best practices? If so, which metrics should luxury companies adopt for the measurement of the impact
of digital media on the top line and bottom line across the value chain? How can the digital value of a
luxury brand be assessed? What transferable traits and value does the wider digital economy hold for
luxury? How can these be channelled through the feasible strategies, tools and systems suitable for
luxury? Is there such a thing as the digital luxury economy?

The recently held Club e-Luxe International Summit which took place on 12" June 2013 at the
Hotel Le Meurice in Paris provided answers to these ongoing questions. During this stimulating full-
day event, luxury and digital experts brought insightful analysis and in-depth assessment of digital
luxury across its full spectrum of web, social, mobile, multi-media, virtual reality and others.
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The highly successful Club e-Luxe International Summit hosted by Luxe Corp brought together a
team of renowned experts from the digital, technology and luxury worlds to address diverse topics
T h i ded tolpresardations, live demos,
debates and workshops around the topics of Social Economy, Mobile Economy, E-Services,
Digital Privacy, E-Commerce, Digital Luxury in Asia, e-Fraud and much more.
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The event began with a presentation by Uché Okonkwo, LUXE CORPS s
Founder. She presented an overview of th e Thé Digital Scorecard Reporto ,
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digital luxury report that assesses the digital strategies, initiatives and executions of 100 luxury brands'
across multiple categories. The Presentation rationalized the need for such a research report by
highlighting that although the luxury industry has taken impressive strides in the area of digital media
in the last few years, there is currently no reference or means of concretely measuring the qualitative
companyo6sShemar ket
particularly highlighted the digital success story of Dior which is widely viewed as one of the luxury
brands with the most integrated and advanced digital practice, from the perspective of content
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Some of the key points of the presentation are the following.
A The digital luxury scope assessed include: web, social, mobile, interactive, artificial
intelligence, e-commerce, virtual reality, e-services, cyber-presence, cyber-experiences,
innovation, gaming and e-consumers.

A The categories assessed are fashion, leather goods, jewellery, timepieces, beauty &
fragrance, wines & spirits, hotels & spas, retailers and automobile.
A Some best practice examples with full 100% digital integration are Dior, Louis Vuitton,
MontBlanc, Chanel, Marc Jacobs and Bvlgari.
A Some best practice examples with 90% digital integration are Dunhill, Lanvin, Calvin Klein and
Burberry.
A The most watched video in the luxury fashidon doma
but by a blogger.

The second presentation at the 2013 Club e-Luxe International Summit was made by Joerg Zuber,
Managing & Creative Director of OPIUM EFFECT, the global multi-media, design & branding
agency on the topic: Digital Communications as the Lifeline of Luxury Today i How Multi-Media
Impacts the Value of Luxury Brands. This presentation focused on displaying the evolution of
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Interactive Media and Branded Content in the luxury sector and how this is translating to value
creation.

Joerg started off by reminding the audience that the digital revolution has changed and will continue to

change the way people interact with brands. He also reminded the audience that the lifecycle of

innovation is getting shorter, which means that digital integration should move at a faster pace. He
however emphasi zed t hat digital media shouldnot re
complement to physical experiences. He further showed examples of interactive media experiences

for brands such as BMW, Bvlgari, Hermes and Triumph, which successfully merged the physical with

the virtual to produce high-impact experiences. He also emphasized that digital media enables e-

stores to merchandize and personalize experiences to perfection much more than what is obtainable

in the physical world. The audience was also reminded that digital media can push luxury brands to

become better in marketing communications and create stronger customer connection and loyalty.

The main highlights of the presentation are the following:

A Luxury has moved from couture to conversation 8 and there is no returning.
A Digital media has put people back in control. In an anarchic, chaotic universe, we can tailor
our own O6cyber zonesdé that are more pleasurable t
A Digital media means brands have nowhere to hide. The internet cannot be ignored.
A Digital media gives luxury brands the power to do magic.
A When people shop online they can create their own cyberspace through sound and other

powerful experiences.

The third presentation was made by Christopher Rowlison, Vice President of Corporate
Development of Wirestone and CEO of Wirestone Europe onthetopic:iThe I nteractive M
Economyi Wher e Device meets Cont.ent & Customizationbo

Christopher started off by sharing illustrations of the great evolution in Mobile from 2005 to 2013 with
highlights focusing on the fast growth rate of the smart phone adoption, the expansion of the digital
eco-system featuring smart phone, tablets, computers and other innovative devices such as the
revolutionary Vantage Point Multi-Touch Screen. He went ahead to present the Vantage Point and
demonstrate how this unique multi-media deice can be exploited by luxury brands to convey
interactive and immersive digital experiences in several contexts. The presentation was supported by
a demo and clear examples of Wirestone projects from within and outside of the luxury industry such
as Cartier and Michael Jordan for Nike.

Some of the key points of the presentation are the following:
A Change (through digital media) means opportunity (through stronger brand experiences).
A Luxury brands can maximize client experiences and emotional brand connection using
immersive interactive technologies.
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Personalization happens when companies know the consumer well and this can be enabled
by technologies.

The Vantage Point brings a powerful interactive experience with branded content, videos,
applications and live web feeds on a giant diagonal touch surface.

The Vantage Point can be used in multiple contexts including in-store retail, product launches
and presentations, fashion shows, exhibitions and other forms of events.

The Vantage Point can be applied to all luxury categories as it is image and motion-picture
driven.

The future belongs to the brands that understand that good enough is not enough for digital
luxury; and that strive to adopt solid mobile strategies; as well as invest in personalization.

The fourth presentation was made by Ivana Marsic, Founder & CEO of MYRIO on the topic: i Vi t ur al

Reality Value for Luxury T Fr o m

The

presentation focused on MYRI O6s solutions

in-store, store windows, web and mobile, to maximize sales for retailers while creating a new improved
shopping experience. Ivana presented the latest innovations that are designed to enhance the in-store
experience for luxury brands through merging the physical and virtual worlds by offering a personal
digital shopping assistant through a combination of in-store apps on tablets, touchscreens, mobile
screens and interactive windows. Ivana Marsic supported her presentation with live demos of various
applications.

Some of the key points of the presentation are the following.
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Store experience is the most crucial point for luxury shoppers irrespective of the product
category.

Recent research indicates that people spend 10 % more on average per month when they
have consistent positive shopping experiences.

Customers who enter the fitting room are 3 times more ready to make purchases than those
who are just browsing the store. Therefore the fitting room experience is one of the final
factors that convinces them to purchase the product.

In fitting rooms, shoppers feel alone and they experience a lack of service and a limited
involvement of sales personnel. The fitting room is the most important conversion area but the
least served!

The MYRIO solution applications enable brands to track client preferences, which enables
personalisation of services and offerings.

The MYRIO applications are also for both the sales personnel and end customers.
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Julian Peh, Group Founder and CEO of WHITE WAVE MEDIA GROUP was the fifth speaker at the

2013 Clube-Luxe I nternational Summi t . White Wave Media Gr
media group and the topic ofiThelDigital laururyFEEphoSien IPChma ent at i o
i Insights into what China and Asia can offer European Luxuryo .

Julian started off by describing the current digital luxury context in China focusing on the web, social
media and mobile media platforms. He provided insights on the psychology, interests, attitudes and
expectations of Chinese web users in their daily life. He also analysed the current digital trends and
shared several application examples for web, mobile, social and e-commerce. He further provided a
set of strategic and operational recommendations for digital adoption aimed at luxury brands already
present in China or those seeking to enter the Chinese market.

The main highlights of the presentation are the following.

A We are currently in the "attention media" era. Every brand is fighting for the attention of the
same people.

A The Chinese are extremely social in their online habits. Social media is playing a major role in
the Chinese digital evolution.

A 521 million web users in China which is more than the entire population of USA.

A 75% of the internet access in China is via mobile phone.

A 91% of the Chinese web users have been on social media websites and only 9% of web users
are not active on social platforms.

A The problem with digital media in China is that there are so many different statistics with big
numbers and few are credible.

A Chinese web users don't trust anyone apart from people they know or others know in the
social media space.

A Chinads sear chi mgclosertay8do @ allBeniclisimade on the web in China.
The company has a the stance of "No Money, No Hon

A Copyright issues are a major challenge for media companies and content producers in China.
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Luxury & Transforming Value Creafion

Wednesday 12* June 2013, Hotel Le Meurice, Pors

The sixth presentation was given by Kate Barnett, the Digital Director of THE MAN REPELLER. The

topic of Kate Bar neThe Sosial garorosg & Tha Currenty of the Web i How

Luxury Brands Can Monetize & Enhance their Brand Value through Social Media 0 Kate started

with a general view of social medi ads effect on shar
relationships with customers, especially through social media. Kate she also analyzed the presence of

luxury brands in social media.

The main highlights of the presentation are the following.

A Honesty and Transparency is ever more important in the context of integrating a luxury
brandds message in the soci al media context, such
A Luxury brands must maintain control and partnership between blogs and readers. There
should be clarity and no tricks.
A The strongest anecdotal evidence for the power of authenticity in social media is the influence
of blogs.
A Social media is a community not a sales channel. Luxury brands must keep this context in
mind and make use of it.
A Fashionbrands replied to only 6% of followersd post ¢
watch brands replied to 21% of foll owersod posts.
A Engaging content extends reach and authentic interactions build sustained loyalty.
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A Roundtable Panel Debate session was heldo n t h e The Sogial €cofiomy & The Currency of
the Web i How Luxury Brands Can Monetize & Enhance their Brand Value through Social
Media0 , and featured Rohan Dreusker of STYLITICS, Helene Leblanc of THE LUXE
CHRONICLES, Kate Barnett of THE MAN REPELLER and Joerg Zuber of OPIUM EFFECT . The
session was moderated by Uche Okonkwo of LUXE CORP.

The session provided insights and in-depth analysis on the topic of the evolution of social media
particularly from the perspectives of blogs and blogging, social media extensions like styling and s-
commerce and data privacy and value. Each member of the panel gave their views on how social
media is a key value generator for luxury companies, referring to their areas of expertise.

The round table session provided insights and in-depth analysis on the influence of social media on
luxury brands; and the tangible and intangible values of social media for luxury brands . Each member
of the panel gave his / her views on the different questions that were raised and the opposing views
were debated and analyzed. Some of the issues discussed centered on the current definition of blogs,
the current role of bloggers, the value and risks of social media and the extent to which luxury brands
should go in collaborating with social media platforms and bloggers. The rise of annex social platforms
linked to shopping and styling was also analyzed and various recommendations were made to luxury
brands.
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