








 
 

Day One: Thursday, June 23rd, 2011 

 

8:00 Registration 
 

8:45 Welcome address from Chairman 
 

Global Perspective 

9:00 State of Luxury Industry in 2011 
In the wake of world financial crisis which brought blow to luxury industry, how will the latest 

world economic, political and environmental pattern influence luxury industry? 

 

9:30 Redefining ‘Luxury’ from Global Perspective 
Ushering into 2011, luxury consumption is more than mere product experience or consumption, 

it integrates design creativity, cultural tradition, elegance and spirit etc. Therefore, luxury has 

been a distinct carrier of economy, culture, history, lifestyle, spirit and many more.  

 
10:00 Morning Tea Break 
 
10:30 Case Study: Being Successful in Capital Market 
The success of a brand largely depends on its capital market. The session will showcase you 

practical experience on capital operation and management.   

 
11:00 What has Technology brought to us? 
In the era of information technology, luxury industry has been witnessing great evolvement 

with the utilization of innovation & technology, besides traditional luxury clothes, watch, 

jewelry, cosmetics, a series of luxury yacht, vehicle, electronic device, private jet is beginning to 

be indispensable part of someone’s life.  

 

11:30 Panel Discussion: Where should we go?---Highlighting Opportunities and 
Challenges against Industrial Rebound 
Against the world luxury background, what specific strategies should be made to seize the 

opportunities to develop variant markets will be discussed and highlighted. 

 

12:00 Luncheon 

   



 

 

Emerging Market Insights 

14:00 What Influence has Emerging Market Contributed to the Industrial Pattern? 
Besides traditional mature markets such as the US, Europe, Japan, a certain emerging markets 

represented by China, Russia, India, Middle-east has been an innegligible power contributing to 

world luxury industry. What role this power will play in the world luxury pattern in the 

following years deserves exploring and illustrating. 
 
14:30 Formulating Tailor-made Strategies in Terms of Specific Culture, History and 
Lifestyle Background 
Nowadays, the success model of one luxury brand is more than mere copy. The successful 

experience in mature market isn’t necessary feasible in a niche market, which boasts specific 

cultural, historical, religious, lifestyle even political background. Therefore, how to have an 

in-depth knowledge of the market and thus formulating tailor-made strategies should be taken 

into account.  

 
15:00 Afternoon Tea Break 
 
15:30 Efficiently Building up Brand Image and Awareness in A Niche Market 
As a relatively new entrant in a niche market, specific strategies serve as the key to brand 

success. Facing competition from other brands as well as consumers’ unfamiliarity, how to 

efficiently build up brand image and awareness through diversified channels to enhance 

consumers’ brand familiarity, purchasing power and loyalty is worth deeply studying. 

 
16:00 Face-face Interview: Significant Track of Trail-blazer 
This session will invite one senior management from top luxury brand to share practical 

experience in successfully promoting brand in a niche market with us. 

 
16:30 How to Successfully Promote Local Brand in Emerging Market? 
Besides booming luxury consumption in emerging market, a certain local talented designers are 

beginning to promote their own brands. However, a successful brand doesn’t merely lie in 

product quality or brand tradition, it serves as a carrier of culture, lifestyle, commercialization, 

communication. Bearing such in mind, just like Japanese brands did in the past decade, it is 

expected that one or more international luxury brands will turn up from emerging markets like 

China, India, Middle-east and Russia.   

 
17:00 Grand Award Ceremony 
 
18:30 Cocktail Party 
 



 

 

Day Two: Friday, June24th, 2011  

ROI Focus---Brand Retailing 

9:00 Integrating Diversified Retailing Strategies to Realize Ideal ROI 
In a niche market, market players have many retailing solutions such as opening boutique, 

looking for local retailer, choosing online retailing etc. However, there is no panacea assuring 

stable profit growth considering variant cultural backgrounds, consumers’ brand awareness, 

consumer psychology etc. Therefore, market player, old or new, should equip in-depth 

knowledge and insights to realize ideal ROI and avoid unnecessary loss 

 
9:30 Cultivating Retailing Talents to be Brand Ambassador 
In the past few years, world luxury brands were largely focusing on setting foot on different 

cities in emerging markets featuring the opening of a lot of boutiques. The professionalism of 

local retailing staff is still falling behind that of foreign ones. What’s more, take China for 

example, with luxury brands setting foot on a certain second even third-tier cities such as 

Chengdu, Shenyang, Wuhan, the lack of qualified luxury retailing talents calls for the 

establishment of internal comprehensive cultivation system as well as collaboration with 

external human resources institutions, thus making retailing staff be brand ambassador.  

 
10:00 Morning Tea Break 
 
10:30 Selecting and Decorating Your Boutique Contributing to  
Effective Retailing 
For a luxury brand, boutique serves as the main gateway for consumer to experience and 

purchase luxury product, the venue selection and boutique decoration is based on the detailed 

study of surroundings, consumer psychology, consumer behavior and many more. Such factors 

should be taken into account for contributing to retailing business. 

 
11:00 Technological Progress Contributing to Luxury Retailing 
With the evolvement of technological innovation which has been playing increasingly 

important role in luxury industry, it is doubtless that luxury will closely interact with technology 

especially in retailing aspect featuring the utilization of advanced payment system, retailing 

solution and online retailing. 

 
11:30 Looking into Specific Consumption Psychology to Realize Effective Retailing 
It is known to all that the consumption psychology of today’s luxury consumers is greatly 

different, for luxury consumption is more than pursuing superior lifestyle or showcasing social 

status, but caring for boutique environment, excellent after-sale service, service standard from 

luxury staff, even specific brand culture and tradition, facing intense competition among 

variant brands, it is necessary to have in-depth knowledge of clients’ consumption psychology 



 
 
12:00 Panel Discussion: Online Retailing Prospect from Brand’s Perspective? 
It is the fact that now a certain luxury brands are beginning to develop online luxury retailing 

platform while many others still regard boutique retailing as main channel. Meanwhile, the 

emergence of a certain luxury online websites such as Net-a-Porter, YOOX, Glamour Sales, it is 

inevitable that current consumers will have more channels to purchase and experience luxury. 

However, what are the views on online retailing from brand’s perspective? Will it be one of 

diversified retailing channels or just tailor-made for specific target clients? Will online 

distributor bring challenges to brand retailing? 

 
12:30 Luncheon 
 

ROI Focus: Brand Management 

14:00 Optimizing Brand Equity and Enhancing Brand Awareness 
Facing increasing market competition among variant luxury brands, it is essential for luxury 

brands to optimizing brand equity by means of carrying out diversified brand communication, 

brand extension, crossover and many more, thus fostering in-depth brand awareness and brand 

difference among clients 

 
14:30 Social Media---A Growing Trend 
Nowadays, the main communication channels for luxury brands focus on commercials, 

newspapers, magazines and online media, which seem more intuitive and efficient, however, 

with the spread of social media like facebook, twitter, MSN whose platform is characterized by 

rapid spread and low cost, therefore, will more luxury brands utilize social media as its 

communication channel and what’s its role and influence in brand communication? 

 
15:00 Launching Diversified Campaigns to Enhance Brand Image 
Besides a certain marketing campaigns like press release, fashion show and other PR events, 

brands have been contributing to focusing more on diversified campaigns covering cultural, 

historical and especially charity elements enhance brand image in a niche market 

 
15:30 Afternoon Tea Break 
 
16:00 Case Study: Establishing Comprehensive CRM System Contributing to Brand 
Success 
For successful luxury brands, CRM plays an essential role in brand management, the session will 

invite one senior CRM personnel to showcase how to establish and maintain globally 

comprehensive CRM system to offer top on-site and after-sale service, thus fostering client 

loyalty and contributing to brand success 

16:30 Panel Discussion: What will Luxury be Like in the Future? 
 
17:00 End of Forum 


