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By SARAH JONES

NEW YORK Catering to the changing demands of the luxury business and affluent consumers, a number of startups
are tackling issues such as the challenging retail environment, endless ecommerce options and data vulnerabilities.

Leveraging experience in their respective fields, three women made the leap from corporate employee to
entrepreneur. During a panel discussion at the Italy-America Chamber of Commerce's Luxury Summit 2019 on Nov.
19, moderated by Luxury Institute CEO Milton Pedraza, four founders shared what they have learned as they navigate
the process of building their businesses.

"[As an entrepreneur,] not everyone is going to understand your journey and your area of expertise, and your world
views and life experiences and perspective that made you the perfect person to deliver whatever the solution is,"
said Lisa Morales-Hellebo, cofounder/general partner of Refashiond Ventures and cofounder of The New York
Supply Chain Meetup and The Worldwide Supply Chain Federation. "And I think it's  universal, but even more so for
women and people of color.

"The more you can trust in finding your own path and more importantly finding your peoplepeople who understand
and support you on that path, to be champions," she said. "Not saying that you don't need people that are giving you
valuable critique, but valuable critique, not just to tear you down. And being able to identify the difference is
invaluable."

Social shopping
Kareen Mallet, founder of Replika Software, said that raising money has been the toughest part of launching her
startup. She chose to pitch to firms in the retail and fashion business who would understand the need for her
product.

The former fashion director at Neiman Marcus Group, Ms. Mallet noticed that consumers were visiting stores less
and they were getting their inspiration from social media. Combining these two trends, Replika allows brands to
leverage both store associates and consumers as peer-to-peer influencers, or "social sellers." After starting with
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smaller brand partners, the startup's software is now being used by companies including L'Oreal Group.

At L'Oreal salons, stylists can use Replika to suggest products to their clients. On the back end, the group can see
data about transactions.

Replika Software customer experience. Image credit: Replika Software

As more shopping moves online, former Net-A-Porter stylist and Belstaff head of visuals Clea O'hana saw the need
for a more guided and personalized ecommerce experience. Ms. O'hana cofounded Wishi, which enables shoppers
to engage a stylist who will help pick out personalized recommendations from retailers including Nordstrom and
Shopbop.

Wishi works on both a B2C and B2B basis. Along with the consumer-facing services, brands can tap Wishi to offer
their own customers the styling experience.

Consulting with a stylist increases the chances of relevant products being shown to the customer. Since the stylists
are not affiliated with a brand, consumers are more trusting of their opinions, and conversation rates rise.

Startups are also connecting consumers with small businesses and craftspeople.

Morales-Hellebo shared the example of Milaner, a startup that gives artisans in Italy a direct-to-consumer shopping
platform.
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New weekender with unique woven details, made in Italy by our art isan partners. For all of our sophist icated
travelers out there.

A post shared by MILANER (@bymilaner) on Nov 19, 2019 at 1:11pm PST

Milaner runs DTC selling for Italian artisans

In her work as a venture capitalist, Ms. Morales Hellebo focuses on the fashion supply chain, which she says was
misunderstood or overlooked by a lot of VCs.

Privacy push
Along with creating a need for new tools to shop more seamlessly, the rise of digital channels has also created an
opening for high-end data security protection.

Growth in data availability has opened up doors for marketing and is driving economic growth, but the tradeoff has
been the individual's loss of control over their own information, according to an executive from Identity Praxis.

As the number of connected devices and smart technology the typical consumer owns grows, so does their ability to
be tracked, leading to big business for big data. During the "You Heard It Here First: Personal Data is the New Luxury
Good" keynote at Luxury FirstLook 2018, the executive predicted that in the future, privacy will be afforded only by the
affluent class, turning it into a luxury (see story).

Ayana Miller, founder of Privilgd, has used her experience running privacy programs at Facebook, Snapchat and
Pinterest to create a service for affluent individuals to safeguard their data. While working in Silicon Valley, she
noticed that while many consumers were not very concerned about their privacy, the VIP users showed a keener
interest in it.

Currently in beta, Privilgd is a white glove service starting at about $25,000 that hacks clients with their permission to
uncover weak links in their data security.

"Wealthy luxury clientele are naturally private," Ms. Miller said. "And so when you try to sell them a product that is
about privacy, they're not so open to that.

"So our channels for scaling have been word of mouth and just going slowly and taking our time and making sure
that the product is right," she said. "That takes time, and it's  a lot different than the corporate world.

"The motto at Facebook was 'Move fast and break things,' and across Silicon Valley that is the approach...With the
field that I'm in, we have to build trust and credibility, so for us being intentional, being slow, taking our time is more
valuable than going fast and getting hundreds of thousands of clients."
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