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Synopsis of the Club e-Luxe International Summit 2015 

 

 

Smart Luxury: Taking Luxury into the Smart Age 
 

  
 

The world has become a smart place. The objects we use daily are also becoming smart.  And the places we 

visit, live, work and play in are increasingly getting smart. But more importantly the current digital generation has 

become even smarter. This smartness is defined by a connected world where wrist watches become mobile 

phones and mobile phones become car keys and cars transform into driverless geo-navigators. ñSmartnessò is 

surely seeping into every sphere of our existence.  

 

Is luxury smart? Should luxury be smart? How can luxury become smart?  

 

These questions are more pertinent than ever as the luxury sector seeks to find its footing in the maze of the 

current digital revolution and the exigencies of its generation of consumers. During the Club e-Luxe International 

Summit, the core issues and challenges related to taking luxury into the ñsmartò era were addressed in-depth 

and strategies, tactics and solutions were proffered, through unparalleled insight, deep analysis, knowledge, 

tech demonstrations, digital solutions and direction to the forward-thinking luxury companies that participated in 

the 2015 edition of the Club e-Luxe International Summit which took place on 4
th
 June 2015.  

 

During this stimulating full-day event, Presentations, Live DEMOs, Debates, Roundtables and Luxury Leader 

Conversations were made by experts of digital luxury, technology analysts, inventors, developers, designers 

and executors, led by Luxe Corpôs team of Business Experts.  
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The highly interactive and stimulating 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 
related to the eventôs theme of ñSmart Luxury: Taking Luxury into the Smart Ageò. This theme led to 
presentations, live demos, debates and workshops around the topics of Smart Social Media, 3D & 4D 
Technologies, Smart Objects & Smart Living, Drone Technology, Video Shopping, Digital Sensory 
Experiences, Optical Illusions & Augmented Reality, Smart Mobile Media and much more.   
 

 
 

The 2015 edition of the Club e-Luxe International Summit began with a presentation by Luxe Corpôs Executive 

Director & Founder Uche Pézard, on the topic of ñMAKING THE CASE FOR CUSTOMIZATION & 

PERSONALIZATION IN LUXURY & FASHIONò.  
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The Presentation focused on bringing to prominence the current ñselfieò movement and the attendant shift in the 

luxury consumer psychology, which is leading them to give less attention to luxury brands and more attention to 

themselves.  

 

The presentation particularly emphasized that the current ñselfieò attitude of consumers meant that luxury 

consumers have not only become more demanding than ever but theyôre also seeking differentiation and 

distinction in their luxury products, services and experiences, hence the need for customization and 

personalization.  

 

 
 
Some of the key points of the presentation are the following. 

 

Á The current consumer society is highly influenced by the internet and social media, which has led the 

current digital generation from the ñMeò generation to the ñSelfieò generation.   

Á The consumer is no longer the king; the selfie is now the king. This means that it is no longer about the 

ñconsumerò but about ñme nowò.   

Á The ñme nowò culture means that consumers are now empowered, entitles, recognized, respected, 

demanding and they want more now.  

Á Consumers currently expect to have a fully customized life within the universe of a luxury brand, from 

their products (fashion, accessories, beauty etc), to their lifestyle features (wines & spirits, travel, hotels 

etc) and across every sphere of services.  They want « their way » and their impatience will drive them 

to brands that can offer customization and personalization.  

Á Currently there are advanced digital tools that offer the possibility of custom luxury across platforms.   

Á Some luxury brands who have mastered the customization factor are Burberry, Perrier Jouet, 

Penninsula Hotel. Others are Louis Vuitton, Fendi and Berluti.  
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The second presentation was made by Russ Rive, CEO of SuperHuber on the topic of ñRE-TELLING THE 

LUXURY STORY TO A DIGITAL GENERATION THROUGH SMART MEDIAò.  

 

The Presentation focused on the enhanced experiences that digital media can enable through virtual reality and 

optical illusions, particularly in merging art, architecture, design and technology.  

 

Some of the key points of the presentation are the following. 

 
Á Enhanced virtual reality initiatives in luxury should be experiential and based on touching on the 

emotions through the senses.  

Á Smart media has moved beyond the web and has permanently lodged in mobile media through smart 

phones. The next wave of virtual reality experiences will be driven by the mobile.  

Á The technology lifecycle is becoming shorter as the time-frame of innovation roll out is quicker.  

Á Consumers have also become content producers and storytellers in their own right, using the internet 

and social media as their platform.  

Á Artificial intelligence will eventually enable the creation of hyper personalized experiences through 

understanding individual customers through their content patters found on big data. 

Á There are 3 main trends that will define Smart Media in the near future and they are as follows:  

Á Hyper Personalization  

Á The Internet of Things  

Á Virtual Reality  

Á The digital tools for providing enhanced experiences through virtual reality are available off the shelf 

and at low cost. They will get even less expensive with time.  

Á One of the ways of ensuring exceptional experiences in the universe of a luxury brand is through 

making Smart Media part of the brandôs narrative.  
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The third presentation was made by Roeland de Jong, the CEO and Founder of Fashionqlic and 

ShopAMotion, on the topic of ñTRANSFORMING THE E-SHOP TO AN ENTERTAINMENT PLATFORM 

THROUGH V-COMMERCE, MOTION PICTURE & BRANDED  CONTENTò.  

 

The presentation focused on analysing and clarifying the opportunity brought by shoppable video technology 

and how to marry this new channel with branded content and client services.  

 

The presentation especially emphasized on the current evolution of ñfilm--to-commerceò where brand storytelling 

is channelled using elements from film + tech + experience.  

 

Some of the key points of the presentation are the following. 

 

Á Customer experience is channeled through emotions and luxury is about emotional experiences. There 

is few experiences that evoke more emotions than the world of cinema, videos and motion pictures; and 

including commerce in this world ensures a higher impact for a brand.  

Á Luxury consumers want to be engaged and inspired and they have therefore become hungry for 

branded content which they need to share to connect with other consumers, especially through social 

media. Shoppable videos is one of the best ways of proving consumers with content; and there is no 

better time to catch them than when theyôre engaged.  

Á Shoppable videos also offer a level of interactivity that invite clients to become not only a part of the 

experience but also control their experience. This gives a sense of empowerment to clients which they 

crave.  

Á Shoppable videos enable luxury brands to integrate affiliate marketing tools in their branded content to 

enable effective campaign result measurement and quicker conversation rate. 

Á Some of the brands that have successfully engaged consumers through shoppable videos are Gucci, 

Barneys New York, Diane Von Furstenberg, Nowness and several others.  
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The fourth presentation was made by Jean Stock, Chairman & CEO of Luxe.TV, on the topic of 

ñTRANSFORMING THE LUXURY CONTENT INTO A PRODUCTò.  

 

The presentation focused on using Luxe.TV as a case reference to showcase the current status, success 

strategies and  future evolution of branded content creation and diffusion in the luxury sector.   

 

Some of the key points of the presentation are the following. 

 

Á Luxe.TV is the worldôs leading international television channel fully dedicated to the luxury lifestyle. The 

channel is shown in more than 22 million homes in 122 countries, across Europe, North America, Asia, 

Australia, Middle East and Africa.   

Á The key success factors of Luxe.TV are its inclusive business model, its ability to keep a coherent 

luxury message while adapting to local undertones, including adopting 7 languages; and its advanced 

technology platforms using the highest definition of content streaming.  

Á Luxe.TV is also the ultimate mirror into the world of luxury and lifestyle as the channel offers content 

across all luxury categories (fashion, accessories, timepieces, beauty, hotels, automobile, technology, 

events, destinations and kids wear etc).  

Á Luxe.tv also prides itself in having an extensive catalogue of custom-created content that covers every 

aspect of the luxury lifestyle.  

Á Another major success factor is the mixed model of in-house content creation and production in the 

channelôs studio in Luxemburg and post-production of purchased images. This model enables the 

company to diffuse extensive content in record time.  

Á The most viewed luxury categories on the channel are automobile, design objects, watches and 

jewellery and fashion.  

Á The secret of the successful evolution of luxury beyond products and services and into the branded 

content arena is to act like media companies such as Luxe.TV!  
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The fifth presentation of the Club e-Luxe International Summit was made by Naziha Metsaoui, Digital 

Architect & Artist and Co-Founder of Electronic Shadow, on the topic of ñUSING DIGITAL VISUAL OPTICS, 

ILLUSIONS AND RECOGNITION TECHNOLOGY TO ENHANCE THE  LUXURY UNIVERSEò.  

 

The Presentation brought attention to the multiple facets of virtual reality and gave a powerful demonstration of 

how technology can be merged with the physical world to produce powerful emotions, through the ñOne Heart, 

One Treeò project.  

 

Some of the key points of the presentation are the following. 

 

Á Currently existing technological innovations have made it possible for strong physical experiences to be 

driven by technology including powering the experiences triggered through the human senses.  

Á The ñone heart, one treeò project is designed to use technology and digital media to influence human 

actions and behaviour, as well as digitally monitor the progress being made by human initiatives in the 

physical world.  

Á The project which proposes to people to plant a virtual tree through a smart phone application, uses 

their real heartbeat to measure the growth of the planted tree in the physical world.  

Á The ñone heart, one treeò initiative also projects a forest of names, heartbeats and trees on the faade 

of national monuments in major cities including Paris. This shows that the journey may begin in the 

virtual world and end in the physical world and vice versa.  

Á The same technology that powers the ñone heart, one treeò project can also be used in the universe of a 

luxury brand, including in PR, Markeitng, Communications, Events, fashion shows, store retail, 

merchandinzing and other contexts.   
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The sixth presentation was made by Morin Oluwole, Luxury Client Partnerships Lead at Facebook and 

Instagram, on the topic of ñSMART SOCIAL MEDIA ï BRIDGING THE GAP BETWEEN VISUAL AND VERBAL 

COMMUNICATIONSò.  

 

The presentation particularly brought to light the current patterns, shifts and trends that have emerged in the 

way consumers interact with one another through social media and how this impacts the luxury communications 

and client services model. It also gave indications of what to expect from Facebook and Instagram in the near 

future in terms boosting brand engagement levels with users, as well as increasing conversion rates. The 

presentation also gave examples of successful social media initiatives by luxury brands through case studies.  

 

Some of the key points of the presentation are the following. 

 

Á Digital and mobile media is the equivalent of the industrial revolution of the 21
st
 century. It has 

completely altered the way both the world and humanity function.  

Á The growth of mobile media means that people are never offline. They are permanently connected to 

the internet and other users on an ongoing basis and this means living parallel online and offline lives. 

The major marketing challenge in the digital era is pressure and personalization. The pressure comes 

from everyone being connected to everyone else; and the personalization comes from the new 

expectation of consumers as they have become more savvy and demanding.  

Á Facebook has 1.4 billion users in the world with 81% of the users outside the USA; and represents 1 in 

5 minutes of time spent online.  

Á There are more than 3 billion videos viewed on Facebook everyday with more than 5% of the video ads 

in News Feeds. Also there is 7 times more viewing for videos on autoplay than videos imported from 

Youtube links or other channels.   

Á Luxury brands seeking to optimize their social media cachet need to first build their community and 

target them according to their behavioural and  demographic indices. Brands need to personalize their 

marketing message to scale their communities.  

Á Facebookôs approach to measurement combines reach + brand resonance + reaction 

Á While Facebook is suitable for personalized & relevant stories, Instagram is for inspiration & brand 

objectives  

Á Instagram reaches 60% of adults aged 18 ï 24 and its power lies in finding a passionate community, 

communicating with a visual language and inspiring through a creative context. 

 


