Ly

The Club e-Luxe Summer 2008
International Summit
Tuesday 3rd June 2008
The Ritz Hotel Paris

*

¥Luxe Corp

Summit Book 2008

Luxe Corp

26, Place Vendbme
Paris 75001

France

T: +33 (0) 149 26 06 15
F:+33(0) 149260671
www.luxe -corp.com
www.luxe -mag.com




¥Luxe Corp

Strategy and Business Consulting

Club e -Luxe

What is Club e-Luxe? It isan Executive Club created for luxury e-business
professionals and managed by the Executive Committee of Luxe Corp .
Club e-Luxe was created in 2006 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-L u x amdis objective has remained providing 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 .

Club e-Luxe isnot a conference and d o e s furiction as a conference
Club e-Luxe is an exclusive club and admits not more than fifty luxury
companies per year. Itisbased on annual membership subscription and
is managed with a strong focus on providing customized e-Business
solutions to member companies

Member benefits are multiple and include access to the Club e-Luxe
summit held every year at the RitzHotel Paris.
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Overview

The Club e-Luxe International Summit is held every June and the 2008
edition took place on 3rd June at the RitzHotel, Paris. Thisevent brought
together  senior executives from luxury brands comprising of the
members, as well as potential members that took this unique opportunity
to discover the club .
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The uniting factor of these business leaders was the same & to find the
solutions to their business challenges brought about by the internet and
to use new technologies to leverage their positioning and
competitiveness
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The theme of the summit was the 6 eCo n s u mand the focal point of
the presentations and analysis was on the Social Web (or Web 2.0.) and
its position as a vector of the change that is taking place in luxury
consumer psychology . Several presentations based on this theme were
made by leading international e-Businessexperts.
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The Club e-Luxe International Summit kicked off with a Welcome Breakfast Service. Attendees were
warmly welcomed by the Luxe Corp team and following registrations, were ushered towards the
breakfast service provided by the RitzHotel team .

The Registration and Breakfast services provided an opportunity for the members and attendees to
become re-acquainted with their contemporaries or to meet both the new club members and
potential members .

The Welcome service also provided a perfect backdrop for the speakers and presenters to become
acquainted with one another .

The expanded Luxe Corp team were also re-united with the Club e-Luxe members and introduced
to the non-member participants who intended to join the club .
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Presentation 1

The first main presentation of the day was on the topic 6 T heeLuxury
Evolution - A look at How the Online Consumer is Using the 2-D and 3-D
World as Online Reference T o o lareddwas presented by Luxe Cor pos
Executive Director & Founder, Uché Okonkwo .

The presentation focused on analysing the main elements of the e-Luxury
evolution, which Uché identified to be in 4 main phases namely, The
WWW, The Content, The Participation and The Virtual Life. Uché provided
figures, facts and illustrations to emphasize that luxury consumers are
evolving faster than luxury companies . She demonstrated this through
showing an evolutionary curve supported by multiple live examples from
the internet . She also identified the major success factors of 2-D and 3-D
networks and gave recommendations on how luxury companies can
successfully take advantage of the opportunities provided by these
networks .
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Presentation 2
— The second presentation titled, dJnderstanding the World of Social Networks - A Look at

aSmal | Weas matlé by Joe Robinson, CEO of aSmallWorld, the exclusive invitation -only online
social network .

Joe took the audience into the interesting world of social networks and online communities and
showed how high net-worth individuals relate to each other online.

Hisinteresting insights included why people use social networks, which featured 60 e x pr e atsthieo n &
top of the list He also identified word -of-mouth as the key driver of social networks and informed

that this tool poses the most challenge for luxury companies because 06 y ocua n duy word -of-

mo u t bucan rather make it effective through a combination of specific web elements .

Joe brought an insight into the world of aSmallWorld by providing some statistics on the users, their
profiles and their usage patterns . He provided key insights into the attitudes, interests and behaviour
of the wealthy online and how these are shaping their psychology and expectations from luxury
brands . He also illustrated how these high net-worth individuals are influencing the perceptions and
attitudes of one another towards luxury brands and why luxury companies should not ignore this
fact .

Finally we learnt from Joe that luxury consumers prefer to use social media independently of brands
but thankfully, he indicated how brands could use a contextual approach to communicate
through social networks .
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Presentation 3

The third presentation of the day was titled GThe Online Luxury Society isHere
to Stay: How Luxury Brands can Tap into ThisWo r | pte8ented by André
Kolasinski, CEO of LuxuryCulture .Com, the luxury i n d u s tefergndes in e-
Communications

André took the audience through a passionate presentation on how the
luxury online society isevolving and what the new expectations are for luxury
brands . The core of his message was that the majority of luxury companies
were hesitating between TOBE,TOSELLand TO ADVERTISBN the internet .

He reiterated that the internet is not an advertising medium but israther 6 a
c onver s wheie duxwy brands should talk to their consumers in the way
that befit both the brands and the consumers. He also demonstrated how
luxury companies can translate their boutique atmosphere onto their
website through an integrated message .
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The participants of the Club e-Luxe Summit enjoyed a 3-course French
meal for lunch, served in a private restaurant reserved for Club e-Luxe.

Participants enjoyed Queues de gambas roties au fenouil, sauce safran
as an entrée, Blanc de pintade poélé, embeurrée de choux vert d d ® et®
fagot de pomme/ Mignon de boeuf, jusde gingembre, fine semoule aux
petits légumes as a main dish and Sucette a la noix de coco, framboise
fraiche a la rose as dessert.

The meal was presented impeccably by the renowned chefs at the Ritz
Hotel in the fresoe decorated private restaurant overlooking the
courtyard garden .
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Panel Debate

The Panel Debate featuring Ann Kenigsberg (Founder of Sac De Luxe),
Myriam Ballaratti (Second Life Expert) and Jonathan Siboni (CEO of DEAL
China), provided insights and analysis into the very relevant subject of
the impact that consumer communities and networks have on luxury
brand perceptions and e-communications

The sessionwas opened with each speaker giving their different views on
online user-to-user communities such as blogs, forums, social networks
and virtual worlds. They further identified social forums and virtual worlds
as popular environments for online luxury consumers. There was an
animated debate on how luxury brands should approach virtual worlds
and user-to-user communities with frequent exchanges and contributions
from the audience . They also revealed the wo r | modtsread blogs and
top blogging languages .

The Panel Debate also featured a presentation which provided statistical
analysis of the usage rates and patterns of user-to-user communities and
the composition of the wealthy in these communities . Recommendations
on how these channels could be approached were made to the luxury
brands .
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