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Despite the increasing focus on digital marketing in luxury, the virtual has not supplanted the benefits of in-person
interactions.

Event marketing provides brands with an opportunity to engage everyone from VIP clientele and celebrities to the
public through an experience, taking brand building into the physical world. Whether catering to the interests of a
select group or broadcasting a brand story in a public exhibit, these initiatives offer an opportunity to immerse
consumers in a brand world through multi-sensory activations.

"Nothing replaces exclusive experiences and access when it comes to building a truly engaged audience," said
Shamin Abas, president of Shamin Abas Public Relations, New York.

"While digital connectivity and advanced technology have a critical play in customer experience overall, the real
opportunity to ignite deeper relationships with existing clients and expanded reach to new qualified audiences
comes from time spent with the key players at a brand in an environment that is reserved for a specially invited few,"
she said.

Private affairs

A 2014 survey of luxury industry executives conducted by Wealth-X found that 72 percent of respondents identified
events as the marketing initiative with the highest ROI. Fifty-eight percent noted an ROI of at least 50 percent for their
events.

Two-thirds of those surveyed hold between one and four events a year, looking primarily to grow their client base
and engage existing customers (see story).

Invitation-only events offer luxury brands the chance to cherry pick their attendees, gathering a mix or a selection of
current and potential clients, famous faces, influencers and media, depending on their goal. For this reason, events
are a particularly effective tactic for reaching the ultra-high-net-worth customer, the much sought-after sect with the
assets at hand to buy big-ticket items such as planes and yachts.
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Shamin Abas PR produced La Bella Machina event for Jet Aviation. Image credit: Jet Aviation

According to a panel discussion at Luxury FirstLook: Strategy 2017, the guest list is  often one of the most challenging
aspects of throwing an event (see story).

When trying to reach interested buyers, luxury brands are armed with a number of resources for building their guest
lists.

While looking at data and demographics can be helpful, marketers should go beyond these points and look at
profiles of consumers, investigating whether their passion points will make them a likely strong target for the
particular product or brand being promoted.

"Oftentimes, brands bring us in when they have been challenged by their CEO to address ROI on event marketing,
and/or have made a decision to not invest any further in events that draw what we call 'the free martini crowd,'" Ms.
Abas said. "These are the folks that happily show up for the free drinks and have little potential of being a client of
the brand.

"We work with brands to design 'experiences' around specific clients' interests versus 'having an event,'" she said.
"The magic really happens when you have the perfect mix of loyal clients who are vocal about their love for the
brand and its people, with prospects."

Another popular profile for invitees is the influencer. These individuals with social media followings numbering in
the thousands or millions are desirable attendees due to their power to spread awareness through their networks.
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Last night at @dolcegabbana Thanks @luizaferraz @fashiontomax
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While these social media celebrities can boost awareness, it is  important to also vet them for relevancy, as follower
count is not as important as their relationship to the brand.

"If you add influencers that are authentic and believable as a fan of the brand, the impact is bigger than using
random influencers with high follower numbers and less obvious connection to the brand," said Tapio Pekelharing,
managing director and cofounder of Guest, Amsterdam.

For instance, Lancme invited a group of influencers to the Cte d'Azur on a hunt for Monsieur Big, the imagined
character based on the name of a new product line. This destination event provided a backdrop for content that ran
on both the beauty brand and influencers' accounts (see story).

Similarly, jeweler de Grisogono spent a significant share of its  marketing budget on a single event during the
Cannes Film Festival in 2016. Making good on its investment, the company works with influencers to produce
original content (see story).
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De Grisogono party at Cannes in 2017. Image credit: de Grisogono

Despite the romanticism of far-flung locales, one popular venue for private affairs is a brand's store, allowing the
revelers to peruse or even shop while partying.

Bloomberg noted in 2013 that the store opening is increasingly being attended by not just press, fashion industry
personalities and celebrities, but also high-spending clientele as a way to reward their patronage and instill loyalty.

Also working to reward loyalty are automaker-produced driving experiences, which bring owners or affluent fans
out to racetracks or the ice to get behind the wheel of vehicles and learn from experts. McLaren's ice-driving
experience, for instance, accommodated groups up to 14 at a lodge in Finland for about $15,000 a person (see
story).

Similarly, taking intimate to the next level, silversmith Christofle worked with clients to host a series of dinners at its
showrooms or private venues. With a table of 10 to 15 guests, the brand was able to educate younger consumers on
entertaining in the modern age (see story).

Gaggenau also tapped into the rise in dining and experiences over goods with a pop-up restaurant. The traveling
Restaurant 1683 hosted invite-only dinners for influencers from the food, fashion, entertainment and art worlds,
transporting them to its home in Germany's Black Forest (see story).

The creation of Gaggenau's Restaurant 1683

Dining and food is a central part of many of Krug's events, including the Champagne house's festival, now in its
second year. From a private island to the wilderness, Krug invites fans to get away from it all and sample fine
cuisine along with its wines in exchange for a ticket price that exceeds the aspirational (see story).

Going public

In addition to performing outreach to potential buyers and the famous, event marketing also has applications for
reaching the broader public through ticketed or public events.

Luxury brands frequently reassert their positioning by aligning with events in categories such as sports,
entertainment and art.

Affluent pastimes such as golf, equestrian sports and yachting are popular partners in sporting.

For instance, Veuve Clicquot just celebrated the 10th anniversary of its  Polo Classic, a ticketed event that includes
matches along with entertainment and hospitality (see story).

Lexus has a similar longstanding role with the U.S. Open Championship, with the automaker setting up a stand
complete with photo-taking opportunities, meet-and-greets and the chance to try their hand on a golf simulator at the
most recent tournament (see story).

Veuve Clicquot Polo Classic 2017. Image credit: Veuve Clicquot

With sports affiliations common, some brands look outside of the box to present games and competitions that will
stand out. Tag Heuer built a floating tennis court in Singapore for a match between Maria Sharapova and Michael
Chang (see story).

Brands also take reference from the sports world for events, such as Hublot's tailgate to celebrate its Hublot Loves
Football campaign, which gathered friends of the brand and players on a New York street (see story).
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Aside from sports, music and film are also common partners for luxury.

Vying for the millennial audience, Tag Heuer sponsored the Coachella Valley Music & Arts Festival in 2016, while
Nordstrom launched a series of pop-up experiences in portable pods at a number of music festivals the same year.
The retailer's pods included a screen-printing station, a "dream closet" and a beauty bar, bringing the store to these
events (see story).

Nordstrom's pods at South by Southwest. Image credit: Nordstrom

Taking it one step further, Gucci hosted its own electronic dance music festival at its  headquarters in Milan (see
story).

Bringing classical music to the masses, BMW has worked with the London Symphony Orchestra to stage free
outdoor concerts, reaching a surprisingly young crowd of first-time concert goers in the process (see story).

Beyond music, luxury brands are also frequent supporters of art shows.

Art Basel's Hong Kong, Miami and Basel, Switzerland iterations have brought out partners such as Audemars Piguet,
La Prairie and BMW. These brands show fairgoers and VIPs hospitality through artistic installations or shuttle
services.

NetJets' Art Basel Miami lounge. Image credit: NetJets

Van Cleef & Arpels, Piaget and Audi have participated in shows such as Art Dubai and TEFAF as exhibitors or
sponsors. For the London Design Festival, Perrier-Jout staged a bio-responsive garden complete with a tasting cellar
(see story).

Another venue for engagement is the trade show. From automotive shows to home design fairs, these events provide
an opportunity for face time with press, buyers and distributors, consumers and industry insiders.

Switzerland's Baselworld typically finds brands trying to upstage each other with elaborate displays. The Financial
Times estimates that booth structures themselves cost about $11.4 million for exhibitors, and that is not counting the
costs of renting the space from the show organizers.

Baselworld 2016 | Impressions

However, in the midst of a difficult watch market, this year's event saw buyers in attendance drop 4 percent (see
story).

Meanwhile, auto shows are proving to be a way to reach millennials, as the generation increases its participation in
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the events. Foresight Research found that this age group's attendance at auto shows grew 57 percent over four years
(see story).

As millennials increasingly age into luxury consumers, brands will need to take note of their differing interests from
their older counterparts. A Shullman Research study found that while Gen-Xers favor traditional affluent activities
such as fashion shows and sports such as golf and tennis, just a generation later, millennials are not as interested in
these pastimes (see story).

Multi-sensory storytelling

Another way to reach the public in an immersive way is through exhibits. Whether held in a museum or a pop-up
space, these allow for storytelling through multiple mediums.

For instance, Chanel staged a retrospective on its brand founder at London's Saatchi Gallery in 2015, which
included a companion mobile application to guide visitors through the exhibit. During its run, the free
"Mademoiselle Priv" exhibit drew long lines (see story).

Similarly showing the strong interest in exhibits, "Alexander McQueen: Savage Beauty" broke previously held
records for attendance when it was staged at the Metropolitan Museum of Art's Costume Institute in 2011. When it
traveled to the late designer's home base of London at the Victoria & Albert Museum, it was the most-visited exhibit
in the city that year (see story).

Alexander McQueen: Savage Beauty exhibition at the Victoria and Albert Museum, London. Image copyright V&A
Museum

While exhibits have traditionally been limited to their physical location, digital media has allowed these efforts to
reach a wider audience.

Extending its Paris exhibits in its townhouse beyond locals, Chaumet launched an interactive digital version of the
brand display (see story).

Google has also digitized a number of fashion exhibits for its We Wear Culture initiative, allowing consumers to
browse the displays from a device (see story).

Typically shorter than exhibits, pop-up experiences provide the opportunity to reach an interested audience without a
long-term commitment.

Rmy Martin hosted a traveling experience that led groups of 30 through a multi-sensory exploration of its  cognac, as
they tasted, watched, listened and interacted with the spirit (see story).
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La Maison Rmy Martin. Image credit: Rmy Martin

Likewise, Cartier took over French-Vietnamese restaurant Indochine for a weekend-long pop-up for its Panthre
timepiece. For the duration of the millennial-focused event, there were photo experiences, social media activations,
DJ performances and an appearance by Olivia Culpo (see story).

Aside from driving purely awareness, some events link engagement with retail.

Herms made an upscale version of a laundromat where consumers could go to have their worn scarves overhauled.
In this touring pop-up, the brand also offered a chance to buy scarves on-site (see story).

In-store pop-ups can also combine the experiential with the commercial.

Breitling flew into Galeries Lafayette for a temporary shop featuring both an exclusive watch launch and a flight
simulator (see story). In 2014, Kenzo turned a Parisian storefront into a digital aquarium, raising awareness for its
ocean conservation cause while also driving ecommerce purchases in the process (see story).

Guest list

With an interested audience that extends beyond customers to avid aspirational fans, luxury brands attract both sides
of this following to events. While visitors to an exhibit or a pop-up experience may not fit the target profile for luxury
goods, the branding impact and word of mouth generated from these events is still valuable, even if it does not lead
to sales.

Luxury is in a constant push and pull between exclusivity and inclusivity, and brands need to decide how intimate or
broad they want their event to be.

For instance, an exhibit can be a one-night private affair, or it can run for months to reach a constant stream of
locals and tourists.

"There is a lot of congestion in the luxury sector, so it's  even more difficult to capture clients' share of mind," said
Annastasia Seebohm, CEO of Quintessentially USA, New York. "Brands have to differentiate themselves from their
competition, and strike the right balance when it comes to keeping an event exclusive, yet still drive acquisition."

One of the ways to balance this is through digital media.

Even though an event may be limited to a single venue and a set guest list, digital media has opened up the potential
for the celebration to go global.

Live streaming capabilities through social networks such as Periscope and Facebook allow those who could not
make the actual event feel a part of the celebration in real-time.

Applications such as Snapchat and Instagram have also been used to provide a firsthand, unfiltered documentation
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of a party or launch.

Harry Winston Instagram Story. Image credit: Harry Winston

For instance, these capabilities have become widely used by fashion labels looking to allow an unlimited number of
viewers see their fashion shows. Snapchat was also tapped by Hublot to invite the public to a corporate event,
sharing the official opening of its  second manufacturing facility (see story).

MatchesFashion, which has a store presence that is limited to the United Kingdom, set up a townhouse in New York
to engage with its American clientele. During a series of talks and events over three days, the retailer live-streamed
the proceedings on Facebook Live, allowing even those who could not attend to share in the experience (see story).

Even if brands do not leverage live-streaming, party photos posted by marketers and attendees during and after the
event provide a look into exclusive affairs.

While not a private event, LVMH's Les Journes Particulires established its own Instagram handle in 2014, allowing
consumers around the world to follow along with the company's open house (see story).

Another way that digital has provided a platform for inclusivity is by encouraging consumers to celebrate wherever
they are. Mot & Chandon used digital channels to connect consumers with existing events and encouraged fans to
host their own soirees on a global #MoetPartyDay (see story).
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Celebrate Mot Moments. Courtesy of Mot & Chandon. Photo by @dulceida1

Social media has also become a means for brands to build a guest list for an event, such as Domaine Chandon's
Instagram invite-only affair that asked its Instagram community to follow a link to get on the list (see story).

Aside from social media extending the impact of an event, sometimes marketers strategize their event around the
content that can be generated.

For instance, Ritz-Carlton's Room No.8 installation featured performance art, theater and audiovisual displays.
Produced in partnership with British GQ and Vogue, the resulting footage turned into sponsored content on both of
the titles (see story).

The Ritz-Carlton Room No.8

Lexus also hosted an interactive experience for 100 guests, allowing them to assume the role of a celebrity as they
moved through the Mondrian Hotel in London. An extension of the brand's advertising campaign featuring Jude
Law, the eventwhich included a surprise appearance by the actorwas captured with 360-degree hidden cameras (see
story).

While social media has many positives for event marketing's reach, it also holds risks, as any failure can now be
broadcast by all attendees.

Perhaps the best recent example of a luxury event fiasco is the Fyre Festival, which promised an upscale weekend in
the Bahamas with music, yachts and high-end accommodations. What revelers were met with when they arrived was
far from the promoted experience, with disaster relief tents and lackluster food that was in short supply.

Attendees, some of whom paid thousands of dollars for entry, took to social media to document their frustration,
causing a PR crisis for the organizers (see story).

"Social has changed things for sure," said Guest's Mr. Pekelharing. "You used to organize an event, invite guests
through a PR agency, have a professional photographer you instruct take amazing pics and you had relative control
on outcome, so things were left mostly unrecorded.

"Nowadays, everything is out there, so each moment of each event has to be Instagrammable," he said. "This puts
more pressure on event agencies, where the behind-the-scenes are also [key]."

Fyre Festival proves the importance of delivering on expectations. While important for all events, when working with
super-discerning luxury clientele, this becomes even more imperative.

"As consumers evolve and become more sophisticated and demanding, brands are challenged to move beyond
traditional marketing tactics towards high-touch, immersive and, above all, educational experiences,"
Quintessentially USA's Ms. Seebohm said. "Events are trending toward purpose, providing a platform for education
and thought-leadership.

"Events are becoming more localized and intimate, with focus on building direct and more meaningful
relationships with clients," she said.

"Partnership marketing is on the rise, as brands come together working towards the same objectives: retaining their
best clients and acquiring new top clients they're able partner in order to maximize budgets, while providing
cohesive, dynamic and elevated experiences that touch a more rounded view of the consumer's lifestyle."

Best practices for luxury events marketing:
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Annastasia Seebohm, Quintessentially USA

"Invest in real consumer insights. Too often brands become formulaic about their strategies and it's  a
missed opportunity to truly understand the drivers and passions of the consumer firsthand. It is  important
to have an open dialogue with your customers and listen to their needs. On the other hand, understanding
the consumer through data, research and insights can help assess the consumer landscape as a whole
and can be overlaid to more qualitative understanding.

Shamin Abas, Shamin Abas Public Relations

"Celebrities can certainly be helpful to have participating at such an event and engaging with clients and
prospects, no matter how high the net worth of the target audience, but it's  critical to choose the right
celebrity. It should most certainly appear that they are there because they are already engaged in that
interest, whether it be fashion, jewelry, watches, automotive, aviation and not making a 'paid appearance.'
More often than not, we would prefer to focus instead on the triggers that resonate with the true
connoisseur and this centers around having someone from the brand who can truly speak to the detail
behind the innovation, craftsmanship, technology and inspiration. This is ideally the visionary or
designer."

Tapio Pekelharing, Guest

"Concepting is key. Have an idea, think of a new concept around an existing proposition. A lot of luxury
brands stick to stay inside the lines, not trying to enhance the brand feeling or creating new experiences.
You would be surprised on how many events and activations are boring repetitions of similar concept, all
neatly within the brand guidelines and brand books, focusing on catering and decorating a venue and
some random luxury elements as valet parking. Surprise people, engage them, let them actively
participate, instead of only be the cocktail sipping guest."
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