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Coco Chanel said, "Fashion is not something that exists in dresses only. Fashion is in the sky, in the street, fashion
has to do with ideas, the way we live, what is happening." T he "way we live" is will increasingly being shaped by the
"Intelligent Luxury Economy."
T he intelligent luxury economy is changing the way that luxury consumers work, live, learn, create and play. It is a
mash-up of intelligent cyber-physical systems that create new capabilities for people and machines.
Smart luxe
T he Internet of things (IoT ) meets the luxury of things (LoT ) with connected cars, sensors in homes and smart
clothing as present-day examples of the intelligent luxury economy.
T he intelligent luxury economy is powered by imagination, design, innovation and massive amounts of data.
Amazon, Google, Microsoft, Facebook, AT &T , Verizon, Sprint, T -Mobile, other global telecoms players, SAP, Oracle,
Palantir and many others are well positioned to capitalize on the intelligent luxury economy.
Ralph Lauren introduced the data-rich biometric smart shirt in 2014 at the U.S. T ennis Open. It is an early example of
what to expect.
Innovative companies such as Ralph Lauren are following the founder's vision.
"T he clothes that I design and everything I've done is about life and how people live and how they want to live and
how they dream they'll live," Mr. Lauren said. "T hat's what I do."
Each phase of past revolutions had distinct characteristics and builds upon the prior revolution.
T he first industrial revolution was propelled by the steam engine while the second industrial revolution was
powered by electricity and the assembly line.
T he third industrial revolution was enabled by technology and the mass efficiencies of the digital world.
Almost daily, we read about new technologies and innovative startups.

How do executives and the organizations they serve make the time needed to understand, prioritize and navigate in
a period of accelerated change?
Who in your organization is tasked with understanding the impact of rapidly changing transformative technologies
on the consumers and markets in which you operate?
How do these technologies and changing behavior affect your product or service and the bottom line? What is your
plan to navigate the intelligent luxury economy in 2017?
Change measured in months
In the intelligent luxury economy, change cycles are measured in months versus years.
T ake the launch in October 1957 of the Soviet launch of Sputnik, which stunned the world.
MIT scientists observed that the frequency of the radio waves transmitted by Sputnik increased as it approached the
receiver and decreased as it moved away. T his marked the creation of the Doppler effect.
Scientists observed that satellites could be tracked by measuring the radio waves. It took 60 years for the true effect
of the Sputnik to be appreciated.
T he concept of the modern day GPS in your phone or car was a direct result of the Sputnik launch. T hat was then and
today cycles are shorter and impactful.
While the effect of Sputnik took 60 years, the global influence of the iPhone took only 60 months.
T he smartphone user interface pioneered by Apple provides an example of the potential for explosive growth of the
intelligent luxury economy.
T he iPhone user interface elegantly marries cognitive thinking, sight, sound and motion with software. It caused the
smartphone effect, which makes the smartphone an indispensable extension of our work and life today.
T he impact of the iPhone and its unique user interface replicated by its competitors is projected to reach 5 billion
smartphone users by 2020.
Apple cofounder Steve Jobs said at the launch of the iPhone that "every once in a while, a revolutionary product
comes along that changes everything."
When Mr. Jobs said "we're gonna reinvent the phone. Now, we're gonna start with a revolutionary user interface ...
the result of years of research and development, and, of course, it's an interplay of hardware and software."
Navigate, identify and capitalize
Angela Ahrendts, senior vice president of retail at Apple and former CEO of Burberry, said, " I grew up in a physical
world, and I speak English. T he next generation is growing up in a digital world, and they speak social.
"T oday, when you ask CEOs and CMOs today what is their long-term planning horizon, they will tell you that it is
between 18 and 24 months," Ms. Ahrendts said.
T he following outlines the principles that will help your organization succeed, prosper and navigate the intelligent
luxury economy.
Watch: While most observers watched the launch of Sputnik, few could translate the impact of the Sputnik launch to
their organizations.
Again, it was the trained minds of the scientists at MIT who first noticed that the frequency of the radio signals
transmitted by the small Soviet satellite.
Every inflection point sends signals that the trained expert can see and translate into action. T his is the most difficult
first part of the process.
Clayton Christensen, author of the "Innovator's Dilemma," says in his book that few companies can successfully
navigate change.
One suggestion he offers to organizations is "watching how customers actually use a product provides much more
reliable information than can be gleaned from a verbal interview or a focus group."
Social media can also be very useful in trend detection. T hese are effective ways for companies to see how they
need to observe change to meet consumer's expectations in the intelligent economy.

Innovate: Innovation, learning and experimentation are a daily business requirement for business today.
"T he customer is the final filter," designer Marc Jacobs once said. "What survives the whole process is what people
wear. I'm not interested in making clothes that end up in some dusty museum."
Jack Ma, founder/CEO of Chinese Internet giant Alibaba, was reported as saying, "T he lessons I learned from the
dark days at Alibaba are that you've got to make your team have value, innovation and vision.
"Also, if you don't give up, you still have a chance," he said. "And, when you are small, you have to be very focused
and rely on your brain, not your strength."
Peter Diamandis, cofounder of Singularity and chairman of the X Prize Foundation, had an equally smart insight.
"Companies have too many experts who block innovation," he said. "T rue innovation really comes from
perpendicular thinking."
Indeed, Apple's Jobs once said that "innovation distinguishes between a leader and a follower."
Navigate: Paradigms and change cycles are rapidly accelerating. Navigating your organization for a successful
outcome in the intelligent luxury economy is a business requirement.
We now live in a fast-paced, 365-days-a-year, 24/7 global market. Most innovations and inventions seem random
and serendipitous to the unobservant.
Staying on the cutting edge requires reading, networking and experimenting.
VOGUE EDIT OR IN CHIEF Anna Wintour was once quoted as saying, "It is so important for designers not to run
scared, and not to be too worried about what's safe and what's commercial."
I believe management guru Peter Drucker got it right when he said that "the best way to predict the future is to create
it."
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