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New York is the No. 1 luxury market in the world. Join us at Luxury Firs tLook and help s hape luxury in the year ahead

By ST AFF REPORT S

Please click here to register for the Luxury FirstLook 2019: Digital Acceleration conference in New York on
Wednesday, Jan. 16 2019

Luxury Daily returns Jan. 16 with the 7th annual edition of Luxury FirstLook in New York, focused on the outlook for
the year ahead. T he overarching theme of the daylong event is what is upper-most on luxury marketers’ minds:
digital integration plugging into a seamless omnichannel customer experience. Join us at Luxury FirstLook 2019:
Digital Acceleration – the speaker lineup is nonpareil and spots limited.

T opics under discussion include the state of luxury in 2019; digital’s impact on advertising, marketing, media and
retail; transitioning heritage brands to a new century and new customer; how print media and advertising should
adapt and remain relevant; the happy melding of art and online; how the Internet still has its mojo; acquiring and
retaining online and mobile customers; luxury property’s outlook; and digital advertising’s accelerated growth and
nab of share from other media.
T he program also covers the evolution of affluent consumers’ values; what customers want, how and why; which
personalities to watch in 2019 who will shape the business; where rental luxury will drag the rest of retail; digital
disruptors within luxury; and the correct way to measure customer experience across all channels. T he day will be
rounded off by best-practice tips from experts on training store associates, go-to-market strategies for new luxury
brands, navigating the discount-ridden online retail environment, and how best to crack the United States market for
luxury goods and services.
Meet the speakers and network with fellow attendees as well
Offering up their experience and advice are senior-executive speakers from Facebook, Google, Boston Consulting
Group, LVMH’s Moët Hennessy, Lladro, Hearst’s T own & Country magazine, Artsy, Forrester Research, McLaren
Automotive, Valmont, Quintessentially, Flont, Armarium, Perrin Paris, L.K.Bennett, Publicis Groupe’s T eam One,
Martini Media, Vibes, Luxury Portfolio, Douglas Elliman Marketing Development, Concierge Auctions, Luxury
Institute, Customer Experience Group, PMX Agency, T imeless Distributions, Shanker Inc. and Euromonitor

International.
Price for the day is only $795, which includes breakfast, lunch, networking and access to key presentations. T wo
lucky raffle winners will each get a year’s free subscription (value $349) to Luxury Daily – be in the room for the
draw.
Interested in sponsorships? Contact ads@napean.com for breakfast, lunch keynote and summary sponsorships.
Only two high-table spots are left.
Please check out Luxury FirstLook 2019’s agenda below:

Blue s kies ahead?

AGENDA
Luxury FirstLook 2019: Digital Acceleration
Wednesday, Jan. 16, 2019
A Luxury Daily presentation on the outlook for the year ahead for luxury marketers and retailers. T his is the 7th
annual edition
Venue
10 on the Park at T ime Warner Center, 60 Columbus Circle, 10th floor, New York, NY 10019 (entrance is on 60th Street
across from Columbus Circle, between Equinox gym and the Mandarin Oriental Hotel)
7:30 a.m. – 8 a.m.
Sponsored Breakfast and Registration
8 a.m.
Opening Remarks
Ripping the Luxury Playbook in Shift to Ecommerce, Mobile and Omnichannel
Mickey Alam Khan, editor in chief, Luxury Daily
8:15 a.m. – 8:45 a.m.
Research Keynote
BCG: T he State of Luxury 2019
After heady years of growth, the luxury business is bracing itself for a market requiring more dexterity and flexibility
to cope with rapidly evolving shopping behavior and economic and political change. Where is the market moving?
Who is buying and how will loyal will they be to channels and brands? What is the outlook for the year ahead?
Christine Barton, senior partner and managing director, Boston Consulting Group
8:45 a.m. – 9:15 a.m.
Panel
Digital T akeover: T he New Advertising, Marketing, Publishing and Retail Reality
Consumers’ overwhelming dependence on online and mobile devices to conduct their work, play and leisure lives
has ripped the playbook for luxury marketers. Like mass-market players, luxury brands are coming to grips with a

new reality: digital is the lens through which consumers make shopping and buying decisions. For brands, it is
makeover time, or else.
Jake Annear , head of innovation, LVMH’s Moët Hennessy USA
James Hathaway, international director, L.K.Bennett
Brian Fitzgerald, CEO, Martini Media
Jack Philbin, CEO, Vibes
Moderator: Mickey Alam Khan, editor in chief, Luxury Daily
9:15 a.m. – 9:35 a.m.
Brand Keynote
Lladro: Porcelain in the 21st Century
How will a storied porcelain maker of figurines craft its next iteration, crack new markets, ink new partnerships and
embrace younger affluent consumers?
Sandra Jordan, CEO of the Americas, Lladro
9:35 a.m. – 9:40 a.m.
Summary
Key T akeaways from the Previous Sessions
9:40 a.m. – 10 a.m.
Networking Break
10 a.m. – 10:30 a.m.
Fireside Chats
T own & Country: Class and Media in the 21st Century
A heritage brand with a dedication to a life well lived, T own & Country strives to refine, instruct and amuse its
readers through an ever-evolving dialogue. As the lifestyle authority to good taste, T &C provides a clear lens into the
historical significances of the past with a deep responsibility to inform and influence the present. In this modern
era, how have the tastes and lifestyles of the uber-affluent evolved? What do these changes mean for the brands that
serve the luxury market? And how have media brands emerged to better serve the demands of the luxury advertiser
and clientele?
Jennifer Levene Bruno, vice president/publisher and chief revenue officer, Hearst’s T own & Country
Artsy: Discovery, T rust and T ransparency in Art T ransactions Online
Backed by bold-faced names such as Larry Gagosian, Wendi Murdoch, Dasha Zhukova and members of the
Rockefeller and Acquavella families, Artsy has become the go-to digital platform for information and sales of art
across schools and ages. Galleries, collectors and auctioneers rely on Artsy for the purchase and sale of paintings,
sculptures, photographs, prints and film ad video work. How is Artsy working with luxury brands and retailers and art
fairs? How has the market changed for both buyer and seller? Are there parallels with other luxury sectors?
Sebastian Cwilich, cofounder and chief operating officer, Artsy
Nina Lawrence, chief revenue officer for content, Artsy
In conversation with Mickey Alam Khan, editor in chief, Luxury Daily
10:30 a.m. – 11 a.m.
Keynote
Back to the Future: Why the Web is Still the Next Big T hing
T hirty years ago, the Web was the next big thing, but the vision for a great user experience was ahead of its time. Now
the Web feels tired, even somewhat cumbersome. By addressing these problems head-on, users are having a better
experience on the open Web. But there is still more work to be done. In a tech climate that is looking towards

artificial intelligence and all things mobile, the Internet still remains the gateway to the world economy.
Adam Greenberg, global product partnerships, Google
11 a.m. – 11:30 a.m.
Research Keynote
Forrester: How to Win, Serve and Retain Digitally Savvy Luxury Consumers
Luxury consumers are digitally savvy early adopters with high brand expectations, even more so than mainstream
consumers. Despite much activity over the past year, luxury brands still have lots of ground to cover to create the
exceptional omnichannel customer experiences that their luxury customers expect. How should luxury brands reorientate around the customer, over products and channels, to successfully attract serve and retain ever more
empowered customers? Other points under discussion are:
• How technology is empowered consumers and changing their attitudes and shopping behavior
• What luxury brands are doing to chase digitally mature luxury consumers
• What luxury brands must do to compete in an omnichannel retail landscape?
Michelle Beeson, retail analyst, Forrester Research
11:30 a.m. – 12 noon
Panel
Getting Real: Property Retailing and Sales
Luxury property sales have ridden a wave of stupendous growth over the last few years. New developments with
apartments in the eight figures and grand houses fetching prices that stretch the imagination were routine. Now, as
stock markets around the world wobble and markets such as China and the European Union post slower growth, the
search for international buyers gets more intense. Even getting domestic demand up takes more sweat as properties
linger longer on the market. What is going on with the luxury real estate seller and buyer? What is working and what
is not? What is in fashion and what is out?
Stephanie Anton, president, Luxury Portfolio International
Laura Brady, CEO, Concierge Auctions
Susan de França, president, Douglas Elliman Marketing Development
Moderator: Mickey Alam Khan, editor in chief, Luxury Daily
Noon to 12:05 p.m.
Summary
Key T akeaways from the Previous Sessions
12:05 p.m. – 1 p.m.
Sponsored Lunch Break
1 p.m. – 1:30 p.m.
Post-Lunch Keynote
Facebook/Instagram: Luxury Lift: Role of Social to the Refined Consumer
Facebook and Instagram are leaders in luxury advertising in social media, helping brands define their digital
identity and posture to customers and prospects. Luxury consumers turn to these platforms during their entire
journey from discovery and inspiration, to shopping and purchasing. T his session will explore the ways in which
luxury brands can connect to their audiences with curated and hyper-relevant content. From visually stunning
imagery to virtual white-glove service, it will explore ways to put the customer’s needs first while generating real
business success.
Karin T racy, head of industry for beauty, fashion and luxury retail, Facebook, Instagram and Messenger
1:30 p.m. – 2 p.m.

Research Keynote
T eam One: T ransformation from the Inside Out: Findings from the Global Affluent T ribe Study
How do five key values – mobility, success, status, belonging and consumption – continue to evolve and what does
it mean for luxury marketers in the year ahead as they grapple with unprecedented change in their sourcing,
manufacturing, marketing and drive for exclusivity and authenticity?
Joanna Young, managing director of strategy, Publicis Groupe’s T eam One
2 p.m. – 2:30 p.m.
What Does Your Customer Want, How and Why?
As millennials enter key earning years, are they turning more into baby boomers and Gen-Xers, or is the drive to
experience over possession of luxury goods permanent? Is Gen Z a clone of the millennial demographic? Do
demographics even matter anymore? Do sustainability and philanthropy still have their ring of authenticity and
pulling power? What will drive consumers to make the buying commitment in key luxury sectors such as apparel and
accessories, beauty care, watches and jewelry, spirits, automotive and hospitality?
Chris Paradysz, founder/co-CEO, PMX Agency
Andy T hom as , vice president of marketing, McLaren Automotive
Cedric Roget, CEO for North America, Valmont
Moderator: Annastasia V. Seebohm, global CEO, Quintessentially
2:30 p.m. – 2:35 p.m.
Summary
Key T akeaways from the Previous Sessions
2:35 p.m. – 2:55 p.m.
Networking Break
2:55 p.m. – 3:15 p.m.
Keynote
3 Personalities Who Will Shape Luxury in 2019
Let us take a punt: Which three executives will shape luxury in the year ahead? How are his or her actions likely to
goad others to follow suit? What does this mean for the larger luxury business? Bonus: the one luxury personality
who had the most influence in the past year.
Milton Pedraza, CEO, Luxury Institute
3:15 p.m. – 3:35 p.m.
Panel
Sharing is Scaring? What the Growth of the Rental Luxury Market T ells Us
Every expert worth their salt has been advising luxury brands to keep their eye on “experience” and the rental trend –
all supposedly driven by millennials. What is clear, though, is that affluent younger generations may not be into
ownership of product – at least in certain categories – as much as their parents or grandparents. Smart luxury brands
have latched on to this sentiment and launched retail brands in fashion apparel and watches and jewelry. What will
rental luxury growth’s mean for established retail models and brands who thrive on rapid product sales? How are
consumers redefining ownership in luxury?
T risha Gregory, cofounder and CEO, Armarium
Brooke Magnaghi, creative director, Flont
Moderator: Mickey Alam Khan, editor in chief, Luxury Daily
3:35 p.m. – 4 p.m.
Research Keynote

Euromonitor: Disruptors Within Luxury and the Impact on the Overall Business
Consumer activism and technology-driven behavioral changes are forcing luxury marketers to look anew at
sustainable manufacturing, digital marketing, ecommerce and mobile, targeting millennials and Gen Z without
alienating baby boomers and Gen X, and the resale and rental markets. How are these factors likely to change their
way of doing business in the year ahead?
Fflur Roberts, head of global luxury goods, Euromonitor International
4 p.m. – 4:05 p.m.
Summary
Key T akeaways from the Previous Sessions
4:05 p.m. – 4:20 p.m.
Networking Break
4:20 p.m. – 4:40 p.m.
Keynote
Measuring Customer Experience Across In-Store, Mobile, Online and on Phone
What is the state of customer experience in key luxury sectors, how has customer behavior caused luxury marketers
to adapt, and how customer experience in channels other than store is still work in progress? Also, how and what
metrics to use to measure customer experience across different channels and together in a larger omnichannel
picture. Finally, three best-practice tips for customer service and its reliable measurement and tracking.
Christophe Caïs, CEO, Customer Experience Group
4:40 p.m. – 5:25 p.m.
Best Practice in Luxury for 2019: Experts Share the Secret Sauce in 3 T ips
T raining Successful Sales Associates for Luxury Stores
Martin Shanker, CEO, Shanker Inc.
How to Navigate Luxury Retail in a Discount-Driven Online Environment
Olga Pancenko, chief operating officer, Perrin Paris
How to Crack the U.S. Market?
Stephane Barraque, principal managing partner, T imeless Distributions
5:25 p.m. – 5:30 p.m.
Summary
Key T akeaways from the Previous Sessions
5:30 p.m. – 5:40 p.m.
Closing Remarks
So Where is Luxury Likely Headed in 2019? Five T akeaways
Mickey Alam Khan, editor in chief, Luxury Daily

Note: Please check in early for the conference since it starts promptly on time. Also, please carry photo ID and
business card for building security and registration requirements. Give yourself 10 minutes for the security checkin
and registration process. Please check your carry-on bag and coat in the coat check area adjacent to the conference
floor front desk.
Agenda subject to change. Refunds will not be given after 12:01 a.m. on Monday, Jan. 14, 2019
Please click here to register for the Luxury FirstLook 2019: Digital Acceleration conference in New York on
Wednesday, Jan. 16 2019
Check out photos from Luxury FirstLook 2018
Hotels in the Midtown Manhattan neighborhood (from nearest to farthest):

Mandarin Oriental New York
80 Columbus Park at 60 th Street, New York, NY 10023; tel: 212-805-8800
Please click here for the Web site
T rump International Hotel & T ower Central Park
One Central Park West, New York, NY, 10023; tel: 212-299-1000
Please click here for the Web site
T he Pierre New York
2 East 61st Street, New York, NY 10065; tel: 212-838-8000
Please click here for the Web site
T he Peninsula New York
700 Fifth Avenue, New York, NY 10019; tel: 212-956-2888
Please click here for the Web site
Hudson New York
356 W 58 th Street, New York, NY 10019; tel: 212-554-6000
Please click here for the Web site
JW Marriott Essex House New York
160 Central Park South, New York, NY 10019; tel: 212-247-0300
Please click here for the Web site
T he Hilton New York
1335 Avenue of the Americas, New York, NY 10019; tel: 212-586-7000
Please click here for the Web site
T he Palace Hotel
455 Madison Avenue, New York, NY 10022; tel: 212-888-7000
Please click here for the Web site
T he Bryant Park Hotel
40 West 40th Street, New York, NY 10018; tel: 212-869-4446
Please click here for the Web site
New York Marriott Marquis
1535 Broadway, New York, NY 10036; tel: 212-398-1900
Please click here for the Web site
Sheraton T imes Square
811 Seventh Avenue, New York, NY 10019; tel: 212-581-1000
Please click here for the Web site

Agenda subject to change. Refunds will not be given after 12:01 a.m. on Monday, Jan. 14, 2019
Please click here to register for the Luxury FirstLook 2019: Digital Acceleration conference in New York on
Wednesday, Jan. 16 2019
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