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What is the Luxury Business Circle?

The Luxury BusinessCircle isa series of full-day Business Strategy Consulting Sessionsinitiated by Luxe Corp
for young and emerging luxury brands in fashion, leather goods, jewellery, fragrance, cosmetics, skincare,
watches, home fashion, accessories, retail, wines & spirits, personal shopping, concierge services,
hospitality, gastronomy, travel, private clubs, investors, media and other luxury categories .

The objective of the Luxury BusinessCircle isto enable emerging luxury brands, designers and entrepreneurs
to understand and apply the strategic business requirements that are essential in developing luxury brands
for strong positioning and growth .

Held several times a year in Europe, Asia and the Americas , the Luxury BusinessCircle features full-day
immersive business and creative consulting sessionswith presentations, workshops, scenario assessments,
case analysis, illustrations and one -to-one consulting by practicing experts led by Luxe C o r pt&as of
highly skilled BusinessAnalysts.

Each sessionadmits a limited number of participants, to retain the focus on personal attention to each
participant and their business venture .
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Who is the Luxury Business Circle For?

The Luxury BusinessCircle isdedicated to luxury brands that have had ongoing activity for five years or less
as well as brands that are in the process of being launched .

Participants of the Luxury BusinessC i r c fulledaysbusiness strategy consulting sessionsare the initiators of
original creative concepts in different luxury categories . They represent small businesses with the core need
of identifying suitable strategic solutions and applying them albeit a minimal budget .

Participants include brand founders, co -founders, designers, creators, curators, managers, investors or those
directly involved in the launch and management of the brand . Each participant isexpected to submit their
brand portfolio and documentation prior to participation and will be required to provide samples of their
products which may be used as illustrations / case references during the sessions

The luxury categories that are covered include :

-Prét a porter - Haute couture - Leather goods

- Lingerie - Skincare - Cosmetics

- Fragrance - Jewellery - Watches

-Wines & Spirits - Gastronomy - Travel

-Home fashion - Travel & Tourism - Private shopping

-Arts - Hotels & Resorts - Spas & beauty clinics
-Entertainment - Culture - Concierge
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Topic Areas for the 2 nd Asian Edition of the Luxury Business Circle

Brand Building Signature Style Definition

Brand DNA  Consumers Visibility
Client Engagement  Heritage Craft

Global Market  Pricing Media

Selective Retaill eCommerce INnternet
Expansion Products Collaborations

PR Digital Media  social Media
Innovation Best Practices
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Day One
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Planning the International Launch of a Luxury Brand
Monday 11th July 2011

09:00 6 09:20
09:20 6 09:30
09:30 6 10:00
10:00 6 10:50
1050 0 11:15
11:15-11:30

11:30 6 12:30
12:30 6 13:00
13:00 6 14:00

14:00 6 15:00
15:00 0 16:00

16:00 0 16: 20
16:20 6 17:00
17:00 6 17:20
17:20 6 17:40
18:40 6 20:00

Welcome & Registration

Introduction to the Luxury BusinessCircle

Opening Keynote Address

Presentation 1: The Core Strategic Planning Parameters of the Luxury Business
Presentation 2: Understanding & Balancing the Creative Requirements of Luxury Fashion
Coffee Break

Presentation 3: Getting it Right from the Brand Universe to the Product and the Retalil
Case Analysis: Analyzing a Bestand a Worst Practices in International Brand Launch
Lunch

Brand Presentation : The History, Heritage & Style of A Luxury Brand
Presentation 4 : Personal Luxury: Lifestyle, Health And Sustainability as the New Luxury
Directions

Tea & Networking break

Presentation 5: Ten Approaches to establishing a Solid International Retail Network
Questions & Answers session

Closing speech & departure

Cocktail party
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Day Two

Planning the International
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Launch of a Luxury Brand

Tuesday 12th July 2011

09:00 6 09:30 Welcome & Registration
09:30 6 10:15 Presentation 1: Understanding the Three Success Factors of Luxury Today : Markets, Digital
Media & Sustainability
10:00 6 11:00 Presentation 2: Building Lifestyle Travel Brand Experience Through Heritage & Culture
11:00 -11:20 Coffee Break
11:20 6 12:20 Presentation 3: The Impact of the Internet & Digital Media on the Luxury business
12:20 6 13:00 Case Analysis: Analyzing a Best Case and a Worst Practice in Digital Media
13:00 6 14:00 Lunch
14:00 6 16:00 Break -out Consulting Session
Group One : Fashion & Retall
Group Two: Travel & Tourism
Group Three: Wellness & Beauty
16:00 0 16: 20 Tea & Networking break
16:20 6 17:20 Workshop : Creating Global Brand Awareness through the Media, Pressand PR
17:20 0 17:45 Questions & Answers session
17:45 6 18:15 Sending -forth speech & departure
18:30 6 22:00 Runway show and cocktail party
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Day Three Option d Custom Business Consulting Session

Executing the International Launch of a Luxury Brand
Wednesday 13th July 2011

One dto 0 one consulting sessionswill take place throughout the day based on the in-depth review of the
businesses of participants and the development of an execution plan for their business development and
international expansion . The slots for the sessionswill be as follows . All sessionsmust be booked in advance .

Consulting session one 9:00 0 10:00 Company 1
Consulting session two 10:15011:15 Company 2
Consulting session three 11:30 6 12:30 Company 3
Consulting session four 14:30 6 15:30 Company 4
Consulting session five 16:00 6 17:00 Company 5

To book your session, please contact the organizers in advance . Places will be reserved on a first basis.
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Highlights of the Luxury Business Circle 2010
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Highlights of the Luxury Business Circle

Each participant to the Luxury Business Circle will have the possibility of
autographing their copies of the bestsellers, Luxury Fashion Branding - Trends,
Tactics, Techniques , and the recently published Luxury Online & Styles, Systems,
Strategies, both written by Luxe Co r pHExscutive Director & Founder, Uché
Okonkwo .

Luxury Fashion Branding isthe first book to address the business of luxury from a
strategic viewpoint . It critically analyses the essential aspects of the luxury
industry and the intricacies of luxury management through tracing its origins,
analysing its current state, assessing its consumer behaviour , retailing tactics,
brand building, marketing strategies, product development, e-business tools
and techniques, the luxury market evolution, environmental analysis, product &
services customisation methods, business modelling and best and worst

ractices .
Luxury P
gn"ne Luxury Online & Styles, Systems, Strategies isthe firstbook that analyses the luxury
. g business in the context of the internet, digital media and new technologies . It

examines the paradoxes that have prevailed between Iluxury and the internet
and presents the solutions required for luxury brands to find their place in the
new digital world of innovation .

For more information visit: www.luxuryfashionbranding.com and
www.luxuryonlinebook.blogspot.com
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Previous Participants & Emerging Luxury Brands

Some of the promising emerging luxury brands that have been involved with Luxe Corp in the recent past

Pure Distance Sylvia Toledano SRiE Aschaobi

(Austria) (France) ltaly / USA) (France 6 USA, Sierra Leone)
Fragrance Womend6s clutch Bag ends Shoes Womend6s Fashion
Created in 2008 Created in 2007 Created in 2007

Created in 2006

MONALL

La Favorite Gottesman , Paris Analeena Daniele de Winter
(France) (France) (France) (Monaco)

Pet 8s Acces s orDiagends & jewellery Leathergoods Beauty & Well -being
Created in 2009 Created in 2007 Created in 2008 Re-launched in 2003
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Some of the press features that the 2010 Asian Edition of the Luxury Business Circle attracted
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