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The Club e-Luxe International Summit, held on 5th June 2007 at the
Ritz Hotel, Paris brought together senior executives of the luxury
industry aiming to use e-Business to leverage their core

competitiveness and positioning .

The Summit featured Presentations and Debates by international
experts in luxury e-Business, including Mark Tungate , Dr Evelyne
Lejeune -Resnick, Uché Okonkwo , Alycia de Mesa, Edwin Coyler and
Vincent Fischer.

The Club e-Luxe summit was hosted by Luxe Corp, the pioneer
Strategy & Management Consultancy company specialized in the
luxury sector .

Club e-Luxe is an Executive Club created for luxury e-Business

professionals out of the recognition of a urgent need to address the
several business challenges luxury companies are facing in the
context of the internet, digital media and new technologies .

Club e-Luxeõsmain objective is to provide luxury companies with
access to the most advanced strategies, knowledge, applications,

systems and tools required for luxury to thrive online and offline in the
technology context .

Overview



The first main presentation of the day titled, ôFromGlosses to Geeks : Luxury Ads
in the Digital Ageõ,by Mark Tungate , lasted for forty -five minutes .

Mark took the audience on an interesting voyage into the world of luxury
advertising as a means of communicating with the e-consumer . He began by
tracing the evolution and pattern of offline luxury advertising, and moved on to
highlighting the need for online luxury advertising and identifying the different
means, techniques, channels and methods of effectively achieving this.

He emphasized the need to avoid the ôsamenessõin communications style,
concept, channel and execution that has become rampant across the luxury
landscape both online and offline . Mark gave ample examples of this
phenomenon and warned luxury brands of the adverse consequences of this
movement .

He further recommended websites that befit luxury advertisements and
communications .

The conclusion showed that Web, TV and Mobile technology are colliding in
luxury e-Communications .
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The second presentation made by Dr Evelyne Lejeune -Resnick, crowned
ôQueenof the Webõduring the Summit, was titled ôLeLuxe et Le Net : A Reluctant
Union?õ

Evelyneõspresentation brought fresh insight into the multiple reasons that luxury
brands and the internet have been locked in a love -hate relationship . She

identified the reluctance that luxury brands have shown in adopting the internet
as the key reason for the application of unfeasible strategies by most brands .

She further recommended approaches that luxury brands can take to
overcome the ôlatenessõsyndrome that the sector has been known for since the
arrival of the web .

Dr Lejeune Resnick pointed out the several ways that luxury brands have made it
possible for secondary parties to wrongly represent them online .

The presentation also highlighted some best practices in luxury e-Business.
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Lunch

A major high point of the day was the 3-course traditional French meal

presented impeccably by the renowned chefs at the RitzHotel .

Club e-Luxe participants enjoyed a rich 3-course lunch in a dedicated
restaurant area reserved for the Summit .

In addition to the impeccable service, the participants also enjoyed the

warm hospitality and the enriched atmosphere of the RitzHotel .

Lunch time also presented the opportunity to catch up with colleagues
and contemporaries from various luxury brands .



Following lunch, a highly interactive Panel debate was held under the
topic of òWhatis the Impact of user-to -user communities in luxury e-
communications?ó

The Panel Debate featuring Alycia de Mesa (Branding Consultant),
Edwin Coyler (Journalist ), Vincent Fischer (CEO of GlamCom ) and
Syrine Ferdi provided much insight and analysis into the very relevant
subject of user-to -user communities and how this channel is key to
communicating with the luxury consumer .

The session was opened with speakers giving their definitions and
views on online user-to -user communities like blogs, social networks,
gaming worlds, e-zine, wikis and discussion platforms . They further
identified the blogging environment as the most powerful influencer
of online luxury consumers followed by a debate on how luxury

brands should approach blogging .

The audience showed much interest for the subject and the debate
quickly turned into passionate exchanges and a real debate
between the panelists and the participants .

Panel Debate



Uché Okonkwo , Executive Director & Founder of Luxe Corp made a highly interactive presentation
focused on identifying ôtheexperience throug sensory appreciationõas a more powerful e-
communications tool than words and text . Her presentation titled ôUsingthe Luxury We atmosphere as
an e-Communications Toolõhad the bottom -line message of the online experience as the factor that
leaves lasting impressions through sensory feelings aroused in the consumersõsub-conscious during the
website visit.

She identified the major elements that reproduce the sensory communications as core aspects of
strategic luxury e-Communications . Each of these elements were shown to possess intricate features
that when applied in website design, often enhance the online consumerõsexperience and
consequently the impact of e-Communications .

Also identified was the key factor in online sensory and experiential communications, which comprises
of the reproduction of the luxury atmosphere in the online virtual environment . The strategies for
achieving this were highlighted using ample examples and experiments directly from the internet
through best and worst cases .

The ending note was that the provision of a superior web experience is imperative for luxury brands .
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