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Luxury sector in India is buzzing with activities. Players are increasingly walking the extra mile 
to overcome barriers typically associated with operating in India.  
 
The year 2012 was dynamic for the luxury market in India, as it continued to grow unabated 
despite weak consumer confidence and an economic slowdown. Non-traditional markets - 
regions beyond metros and tier one cities - and a growing number of ‘HENRYs’ (High Earning 
Not Rich Yet individuals) spending on luxury goods are largely responsible for the growth of 
this market. 
 
The Indian luxury market grew at a healthy rate of 30 per cent in 2013 to reach USD8.5 billion in 
2013. It is likely to continue growing at a healthy pace to reach USD14 billion by 2016. The 
sector includes luxury products such as apparel, accessories, home decor, pens, watches, wines 
and spirits, and jewelry; services such as fine dining, concierge services, travel, hotels and spas; 
as well as assets such as fine art, yachts, and automobiles. Growth was driven by lifestyle 
segments such as fine dining, gadgets, hotels, jewelry, personal care and wines; growing at 30 to 
35 per cent as the luxury consumer refused to compromise on the ‘luxe' life. 
 
At present, India enjoys only 1 to 2 per cent of the global luxury market. Luxury retailers, both 
national and international, are in the race to foray or expand their footprint in India. The frequent 
foreign travels of Indians have significantly increased the brand awareness of India. Along with 
this, the increasing upper middle class in India are the country’s key drivers of luxury retail 
demand. Louis Vuitton, Prada, Gucci and Jimmy Choo are no more unknown brands to India. In 
the last decade, luxury retail has grown significantly and is growing at a rate of almost about 20 
per cent. From luxury cars and apparels to furnishings, are paving their way into the choices of 
Indian consumers.  
 
This special edition of Retaillier focuses on some changing aspects of Luxury Sector. 
 
Have a luxurious reading……….. 

               

 

               

 

“From the 
Editor-In-Chief’s Desk” 

Dr. Sanjeev Bansal 
Editor-In-Chief 
 



1 

 

 

 

 

 
Retail Newsletter 

 

 

Anya Hindmarch mini-mart campaign 

Luxury brands further communicated their personal 

aesthetic through integrated multichannel campaigns 

and event placement. 

From pop-up shops for a cause to timekeeping 

engagements, brands sought out 

beneficial associations to reach consumers on a more 

personal level through their hobbies and interests. 

This year also brought a series of firsts, as brands 

expanded beyond their comfort zones to redefine 

what they are known for. 

Here are the top 10 luxury branding efforts of 2014, 

in alphabetical order. 

British accessories brand Anya Hindmarch set up a 

temporary mini-mart-themed boutique on London’s 

Mount Street. 

A nod to her fall/winter 2014 collection, which 

included cereal box-inspired totes and shoulder bags 

designed to look like metallic potato chip bags, the 

store resembled a classic convenience store. Instead 

of typical fashion retail fixtures, handbags are 

displayed in shopping carts next to gilded cans and 

fruit or what looks like refrigerated cases. 

 

Anya Hindmarch pop-up on Mount Street 

In reference to its 99 Mount Street address, the shop 

will be selling ice creams, or soft serve cones, for .99 

pence, or about $1.70, according to The Telegraph. 

The brand expanded the campaign to social media, 

with an Instagram video featuring a can rolling along 

a counter past generic food items and slightly 

distorted popular icons such as Tony the Tiger. A 

brassy trumpet plays to give the video a giddy, 

carnival-like feel. 

During London Fashion Week, Anya Hindmarch 

teamed up with Kelloggs to distribute boxes of 

“Fashion Flakes,” a limited-edition cereal 

collaboration based on Frosted Flakes, to show goers. 

 

               

 

               

 

-Sarah Jones 

Top 10 luxury branding 

efforts of 2014 

http://www.luxurydaily.com/wp-content/uploads/2014/08/Anya-Market.png
http://www.luxurydaily.com/wp-content/uploads/2014/07/Anya-Hindmarch-mini-mart-185.png
http://www.luxurydaily.com/author/sarah-jones/
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From Audi’s “Dues” commercial 

Audi of America crafted a multichannel 

campaign for its entry-level, sub-$30,000 A3 model 

that hit the United States in April. The effort revolved 

around a television spot featuring comedian Ricky 

Gervais and various other celebrities. 

The central commercial in the campaign is called 

“Dues” and displays celebrities going about their 

work routines while saying the lyrics to Queen’s “We 

Are the Champions.” The toil and grit that the song 

evokes will likely resonate with the target audience, 

who may feel that they have earned a new car. 

Four other spots trailed the lead commercial and 

convey ideas such as resilience and authenticity and 

build upon the buzz that began with the Super Bowl. 

Audi expanded the “Paid My Dues” campaign 

by gathering fan tales of adversity and resilience for 

a live-stream event in May in Santa Monica, CA, 

directed by creative figures such as artists, designers 

and musicians. 

As Audi repositions its entry-level vehicles to appeal 

to a broader audience, tapping the universal theme of 

overcoming obstacles likely resonated. Fans 

were asked to submit stories of times when they 

displayed creativity, ingenuity and courage. 

 

 

 

Promotional image for “House of DVF” 

American fashion designer Diane von 

Furstenberg grew her personal brand with a 

television show. 

Prior to the first episode of “House of DVF,” airing 

on E! in November, the brand reached out on social 

media and set up a city-wide installation in New York 

to generate a conversation about the pilot. The show 

appealed to loyalists, while also opening up 

awareness of the brand and founder to a wide 

audience. 

The show cast eight millennial fashion-conscious 

women to vie for the opportunity to represent the 

brand around the world at parties and events. 

Through this TV show, DVF not only introduced 

itself to a younger audience watching at home, but 

also gained a spokesperson who appeals to a younger 

demographic. 

DVF launched a multichannel campaign in New 

York, draping her Heritage collection prints over six 

Lady Liberty statues scattered around the city. 

Consumers who took a photo with one of the statues 

and posted it to social media with the tag 

#HouseofDVF had their picture appear on E! 

Online’s homepage. 

 

 

http://www.luxurydaily.com/wp-content/uploads/2014/03/rsz_audi.png
http://www.luxurydaily.com/wp-content/uploads/2014/10/House-of-DVF-185.png
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Consumer checking in during Faberge’s Big Egg 

Hunt 

Russian jeweler Fabergé sponsored The Big Egg 

Hunt to benefit two nonprofits: Studio in a School and 

Elephant Family. For the event, more than 200 egg 

sculptures, each created by a leading artist, designer 

or creative, were placed around New York. 

The fundraising event claimed to be the largest public 

deployment of Bluetooth-enabled beacons, giving 

participants in a citywide egg hunt a way to access 

clues, rewards and other information. 

During The Big Egg Hunt, consumers could use their 

mobile device to “crack,” or check in, at an egg’s 

location through a dedicated app to participate in the 

game. About a week into the campaign, the eggs 

had been cracked more than 124,000 times, with 

Ralph Lauren’s egg receiving at least 1,400 check-

ins. 

Those who participated in the hunt were 

automatically entered in a sweepstakes for the chance 

to win one of two gem encrusted pendants donated by 

ethical gemstone source Gemfields. 

After the hunt ended, the eggs were gathered together 

at Rockefeller Center and then auctioned off by 

Sotheby’s. 

 

 

 

Hublot Loves Football campaign 

Swiss watchmaker Hublot strengthened its 

connection to world of soccer through its 

international “Hublot Loves Football” campaign in 

the weeks leading up to the start of the FIFA World 

Cup June 12. 

The global tour took Hublot from country-to-country 

where the watchmaker awarded local head coaches 

with timepieces, hosted events and debuted its 

“Official Watch” of the international soccer matches. 

As the official timekeeper of the World Cup, hosted 

in Rio de Janeiro, Brazil, Hublot is aiming to maintain 

retention in cities with a high concentration of soccer 

fans outside of the host city. 

Hublot rounded out its international football 

campaign with a microsite that housed branded 

content and live updates from the FIFA World 

Cup. The microsite allows Hublot enthusiasts to 

enjoy the games with the brand and finds ways to 

include consumers who may have not had a Hublot 

Loves Football event in their region. 

Fans could watch a live stream from the Hublot 

Palace and interact with the watchmaker’s live 

Twitter feed throughout the month-long World Cup. 

The watchmaker also filmed a World Cup television 

commercial, meant to promote Hublot as timekeeper 

of the World Cup and showing a footballer preparing  

http://www.luxurydaily.com/wp-content/uploads/2014/07/Faberge-egg-hunt-Trump-185.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/06/hublot.loves-football-microsite-185.png


 

 

4 

 

for a match. A print campaign featured legendary 

Brazilian footballer Pelé, who is also a Hublot 

ambassador 

 

Karl Lagerfeld EmotiKarl icon 

Karl Lagerfeld, creative director of both Chanel and 

Fendi, spent time curating the fragrance portfolio of 

his eponymous fashion label with an interactive 

digital touchpoint approach to increase awareness for 

the new range. 

After a 10-day countdown of cartoon hands outfitted 

with Mr. Lagerfeld’s signature studded black leather 

gloves, the brand officially debuted its namesake 

fragrances for men and women at London department 

store Harrods March 13. 

Karl Lagerfeld’s dedicated microsite, 

KarlParfums.com, allows consumers to explore the 

fragrance through a campaign video short. The 35-

second video alternates between views of a topless 

man and a woman, wearing studded black leather 

gloves similar to those worn by Mr. Lagerfeld, 

embracing and tousling their hair. 

To ensure a lasting impression among consumers 

who visit the microsite, Karl Lagerfeld also included 

a Emoti mobile application for Android and Apple 

devices. The section’s copy reads “Say it with 

EmotiKarl” to “Karlify your messages” to explain 

that the app includes various Karl Lagerfeld codes 

that can be incorporated into emails, text messages, 

Facebook posts or tweets. 

The fragrance launch was also accompanied by an out 

of home tactic. If London consumers hailed a taxi cab 

adorned with black and white Karl emoti icons they 

would receive a free sample along with the ride. 

 

Kenzo digital pop-up exterior 

French fashion house Kenzo is partnering with 

Britain-based conservation group Blue Marine 

Foundation to help protect the oceans through 

fashion. 

Kenzo has launched a Blue takeover of both its 

London flagship store and its Web site, as well as a 

capsule collection to benefit the organization 

designed by the label’s creative directors Carol Lim 

and Humberto Leon. As consumers are more and 

more interested in ecological causes, seeing a fashion 

brand take initiative on an issue will have a positive 

impact. 

Kenzo launched its collaboration with Blue during its 

spring/summer 2014 collection runway show in 

September, with the unveiling of a t-shirt that bore the 

slogan “No fish, no nothing.” The capsule collection 

contains clothing and accessories for both men and 

women, including t-shirts and sweatshirts, dresses 

and backpacks emblazoned with “No fish, no 

nothing” or fish motifs. 

http://www.luxurydaily.com/wp-content/uploads/2014/03/karl.karlparfum-185.png
http://www.luxurydaily.com/wp-content/uploads/2014/03/IMG_POPUP_NOFISH_V2.jpg
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Kenzo blended social media and awareness with 

ecommerce in a Parisian digital pop-up store for its 

NoFishNoNothing line. 

Kenzo’s pop-up was open for a week, and allowed 

consumers to shop the collection via ecommerce and 

interact with digital screens by sharing the campaign 

on Instagram. 

 

Ms. Wallis in Maserati’s “Strike” 

Italian automaker Maserati reinforced its dedication 

to the North American market during the Super Bowl 

with its first television commercial. 

The commercial promoted the Ghibli model, the 

brand’s first under $100,000 vehicle, evincing a 

movement toward inclusivity. Also, the 

commercial’s cinematic nature featuring 

actress Quvenzhane Wallis aligned with the brand’s 

image during an occasion that often has less to do 

with reputation building than with conversation 

shaping. 

The 90-second spot is titled “Strike” and appeared 

during the first quarter of the Super Bowl. Unlike 

other luxury automakers such as Jaguar and Audi, 

Maserati withheld its commercial until game day, and 

likely surprised many consumers who have never 

seen a Maserati commercial. 

Ms. Wallis, known for her lead role as “Hushpuppy” 

in the film “Beasts of the Southern Wild,” narrates a 

poem about the courage one needs to stand up to 

giants. Soon, the commercial alternates between Ms. 

Wallis and workers of various professions working 

hard. 

 

Ralph Lauren’s cup of Ralph’s Coffee 

U.S. fashion label Ralph Lauren extended its 

lifestyle offerings beyond apparel, accessories and 

homewares to include a selection of finely roasted 

coffees. 

Numerous brands have tried their hands at edibles, 

oftentimes sticking to chocolates or small treats, to 

allow consumers to taste the brand’s aesthetic. 

Ralph Lauren introduced its coffee to enthusiasts on 

social media and has even created a dedicated Twitter 

account to track development and build awareness for 

the product as well as its branded coffee truck, a 1965 

hunter green Citroën. 

Within the Ralph Lauren Polo flagship, the brand has 

also designed an in-store coffee shop on the second 

floor that serves Ralph Lauren brew and baked goods. 

Ralph’s Coffee seats up to 22 guests at marble tables 

with antique bistro-style chairs and wooden benches. 

U.S. lifestyle brand Ralph Lauren continued to round 

out its culinary offerings with the opening of a its first 

restaurant in New York. 

http://www.luxurydaily.com/wp-content/uploads/2014/02/Strike1.png
http://www.luxurydaily.com/wp-content/uploads/2014/09/ralph-lauren.ralph-coffee-1851.png
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Ralph Lauren’s The Polo Bar is housed at 1 East 55th 

Street, around the corner from the entrance of the 

brand’s new Ralph Lauren Polo flagship on Fifth 

Avenue. The Polo Bar offers a classic, yet refined, 

setting for food and drinks while paying homage to 

“the distinguished sporting lifestyle long 

synonymous with the Ralph Lauren brand”. 

 

Veuve mail 

LVMH-owned Veuve Clicquot sent a branded truck 

around the United States and encouraged individuals 

to send hand-written letters to friends and family. 

The signature yellow truck honored Madame 

Clicquot, the woman who helped create the brand, 

and her letter writing style behind the business. The 

truck traveled the U.S., bringing awareness to the 

brand and the unique packaging style the brand has 

adopted. 

The mail truck hosted a special photobooth, food, a 

live DJ and Veuve samples. The truck also 

encouraged visitors to write and mail a letter. The 

journeys of the truck could be followed on the brand’s 

Twitter and Instagram page. 

People who saw the truck in transit were encouraged 

to upload pictures to Instagram and tag the brand’s 

handle. The brand also used the hashtag 

#ClicquotMail to encourage fans to post on social 

media. 

Veuve Clicquot added a charitable element to its 

traveling mail-themed effort by asking consumers to 

design a branded mailbox. The brand’s “Re-creation 

Awards” began on Oct. 1 and welcomed the public to 

design a mailbox specifically for the Champagne 

brand’s Clicquot Mail package. 

Source:- http://www.luxurydaily.com/top-10-luxury-branding-efforts-of-2014/ (accessed on January 2, 2015) 
 

http://www.luxurydaily.com/wp-content/uploads/2014/07/Veuve-mail-185.jpg
http://www.luxurydaily.com/top-10-luxury-branding-efforts-of-2014/
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Promotional image for Louis Vuitton Iconoclasts line 

French leather goods maker Louis Vuitton is Luxury 

Daily’s 2014 Luxury Marketer of the Year for its 

seamless transition to new creative director Nicolas 

Ghesquiere’s vision. 

Louis Vuitton won over first runner’s-up Hermès and 

second runner’s-up Dior for keeping a consistent 

visibility across channels. Throughout this year, all 

three brands showed a strong ability to keep their 

presence known through efforts spanning print and 

online, maintaining key placement in important 

fashion publications and speaking directly to their 

audience through social media. 

The Luxury Marketer of the Year award was decided 

based on luxury marketing efforts with impeccable 

strategy, tactics, creative, executive and results. All 

candidates selected by the Luxury Daily editorial 

team and from reader nominations had to have 

appeared in Luxury Daily coverage this year. Judging 

was based purely on merit.` 

Smooth transition 

This was the first full year with new creative director 

Nicolas Ghesquière at the helm. The designer was 

appointed in November 2013 to succeed Marc 

Jacobs. 

Compared to the spectacle Louis Vuitton runway 

shows became known for under the creative direction 

of Marc Jacobs, the label’s fall/winter 2014 fashion 

show, the first by Mr. Ghesquière, showed a focus on 

simplicity. 

 
Louis Vuitton fall/winter 2014 runway show 

 

               

 

               

 

Louis Vuitton is 2014 

Luxury Marketer of the 

Year 

-Sarah Jones 

http://www.luxurydaily.com/wp-content/uploads/2014/09/Louis-Vuitton-Iconoclasts-185.png
http://www.luxurydaily.com/wp-content/uploads/2014/03/Louis-Vuitton-fw14-look.jpg
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The set was much quieter, allowing the clothing to be 

the focus, which also showed a new direction for the 

label. Because Mr. Ghesquière is only the 

second designer to interpret the Louis Vuitton brand 

into apparel, he will help shape the aesthetic of the 

house’s ready-to-wear. 

Louis Vuitton’s print campaigns also took a 

simplified approach under the new direction that still 

felt on-brand. 

At the beginning of the year, Louis Vuitton’s ad 

efforts still reflected Mr. Jacob’s aesthetic. First came 

a handbag campaign paying homage to his muses, 

including Sofia Coppola and Catherine Deneuve. 

This was followed by a “Spirit of Travel” campaign, 

which placed models on a safari feeding giraffes or 

strolling alongside leopards. 

 
Louis Vuitton Spirit of Travel campaign image 

Louis Vuitton reinterpreted the house’s codes and 

visual imagery under the direction of Nicolas 

Ghesquirère for his first advertisement campaign as 

creative director, titled “Series 1.” 

Mr. Ghesquière recruited three iconic photographers 

to interpret his designs from the fall/winter 2014 

collection. The campaign features the work of Annie 

Leibovitz, Juergen Teller and Bruce Weber, all of 

whom chose their own model and scenario. 

 
Louis Vuitton Series 1 campaign image 

For Mr. Ghesquière’s first collection, Louis Vuitton 

secured retail placement to promote the line. Louis 

Vuitton inhabited all 16 windows of Saks Fifth 

Avenue’s flagship New York store starting Aug. 29 

for the extent of New York Fashion Week. 

The windows showcased pieces from the new 

creative director’s first runway show, according to 

The New York Times. Never before had Louis 

Vuitton taken over an American retailer’s facade on 

this scale, which helped consumers embrace the 

brand’s aesthetic transition. 

Louis Vuitton’s ads ran across fashion publications 

worldwide, as well as in display ads online. In 

addition to placement within the book, Louis Vuitton 

took the coveted back cover position in a number of 

publications throughout the year, including W’s 

November gift-themed issue. 

 
Louis Vuitton ad in W magazine October 

http://www.luxurydaily.com/wp-content/uploads/2014/12/Louis-Vuitton-Spirit-of-Travel.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/07/lv.series-1-jteller.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/10/wmag.october-louis-vuitton.jpg
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Louis Vuitton has also entered the publishing game 

itself. Starting in October Louis Vuitton began 

publishing “The Book,” a biannual, in-house glossy 

magazine. The branded print publication will be 

translated into 11 languages and mailed only to select 

Louis Vuitton clients. 

Examining the codes of the house from a different 

perspective was a theme for Louis Vuitton this year. 

In celebration of its heritage, Louis Vuitton brought 

in six “Iconoclasts” to reinterpret its monogram. As 

Louis Vuitton continues its transition to a new 

creative director, looking back at its heritage helped 

show the brand’s continuity and timelessness. 

For this project, Louis Vuitton chose shoe designer 

Christian Louboutin, photographer Cindy Sherman, 

architect Frank Gehry, fashion designer Karl 

Lagerfeld, industrial designer Marc Newson and 

fashion designer of Comme des Garçons, Rei 

Kawakubo. 

 
Campaign image for Iconoclasts collection 

Louis Vuitton’s multichannel campaign for the 

collection included whimsical videos depicting each 

creative’s vision. 

The brand also paid homage to its heritage as a maker 

of steamer trunks by creating a leather case for the 

FIFA World Cup trophy that was presented to the 

winners of the international football matches in 

Brazil, putting the brand on the world stage. 

 
Louis Vuitton trunk for FIFA 

This year, Louis Vuitton also lent support to LVMH’s 

newly opened Fondation Louis Vuitton, holding its 

spring/summer 2015 runway show in the space. 

The museum, opened to the public Oct. 27, was both 

the backdrop and the focus of the beginning of the 

show, in which large holograms of a mix of men and 

women spoke with a single monotonous voice about 

the “place that doesn’t exist for now,” “a ship that 

serves as an incubator and ignites our fellow creative 

minds.” This served to further connect the 

eponymous label with the art project conceived by 

LVMH. 

http://www.luxurydaily.com/wp-content/uploads/2014/09/Louis-Vuitton-Karl-Lagerfeld-Monogram.png
http://www.luxurydaily.com/wp-content/uploads/2014/07/louis-vuitton.fifa-trophy-case-giesele.jpg
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Louis Vuitton runway show at Fondation Louis 

Vuitton 

Louis Vuitton’s parent company LVMH reported a 4 

percent growth in revenue, rising to $26 billion for 

the first nine months of the year. 

Louis Vuitton was ranked among the top 100 global 

brands, according to Interbrand’s 15th annual Best 

Global Brands 2014 report. Contrary to the notion 

that big name fashion labels are losing their luster 

among Chinese consumers, a study from ContactLab 

finds that Louis Vuitton is at the top of the list for 

brand awareness. 

According to a report from Millward Brown,Louis 

Vuitton had the highest ranking within the luxury 

category, with a brand value of $25.873 billion. This 

was a 14 percent growth from the previous year. 

Source:- http://www.luxurydaily.com/louis-vuitton-is-2014-luxury-marketer-of-the-year-2/ (accessed on January 2, 2015) 

 

http://www.luxurydaily.com/wp-content/uploads/2014/10/Louis-Vuitton-ss15-show-2.png
http://www.luxurydaily.com/louis-vuitton-is-2014-luxury-marketer-of-the-year-2/
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Exterior of Selfridges’ Oxford Street store; photo 

credit Andrew Meredith 

British department store chain Selfridges is Luxury 

Daily’s 2014 Luxury Retailer of the Year for its use 

of entertainment to make itself a shopping 

destination. 

Selfridges won over first runner’s-up Saks and 

second runner’s-up Net-A-Porter for its creative 

multichannel campaigns to draw consumers in-store 

and got them talking online. These retailers all 

worked to elevate their customer service and make 

shopping enjoyable and fun for their consumers. 

The Luxury Retailer of the Year award was decided 

based on luxury marketing efforts with impeccable 

strategy, tactics, creative, executive and results. All 

candidates selected by the Luxury Daily editorial 

team and from reader nominations had to have 

appeared in Luxury Daily coverage this 

year. Judging was based purely on merit. 

Destination retail 

Selfridges operates four physical store locations in 

Britain, including its flagship on Oxford Street in 

London. It has made a number of investments in 

2014 that show its commitment to bringing a 

heightened sense of customer service and 

amazement to its shoppers. 

Selfridges keeps up a continual stream of inventive 

in-store events, from a walking chocolate tour 

through its confectionary department to a new 

cinema playing both new and classic films. 

For instance, during the holidays, Selfridges 

launched Destination Christmas in-store, which 

included a Paddington Bear-themed pop-up, wintry 

restaurant and live entertainment. Getting consumers 

involved outside of the store, Selfridges created a 

mobile game that allowed them to play as a sales 

associate. 

 
Selfridges’ “Elfridge and the Enchanted Forest” 

game 

               

 

               

 

Selfridges is 2014 Luxury 

Retailer of the Year 

-Sarah Jones 

http://www.luxurydaily.com/wp-content/uploads/2014/11/Selfridges-185-Andrew-Meredith.jpeg
http://www.luxurydaily.com/wp-content/uploads/2014/12/selfridges.elfridges-game-1.jpeg
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Selfridges has also been working to expand its 

selection of high-end fashion and jewelry, making 

itself more of a destination for luxury goods. 

The retailer has revamped its menswear offerings 

with the addition of in-store boutiques. The newly 

opened boutiques, from brands including Givenchy, 

Dries Van Noten, Lanvin and Rick Owens, are 

meant to create a menswear destination within 

Selfridges’ London location. 

 
Men’s Lanvin boutique at Selfridges 

Working to become the largest and most 

comprehensive destination for accessories, 

Selfridges is investing $465 million in the 

department, claiming to be the largest investment in 

a single project by any department store globally. Its 

handbag area will get an overhaul, doubling its size 

to more than 50,000 square feet, and will join its 

shoe salons and Wonder Room, creating an overall 

space larger than 100,000 square feet. 

Luxury brands have also trusted Selfridges for 

unique multichannel distribution. Cartier, Chopard 

and Bulgari are all available online through 

Selfridges’ Click & Collect service, tied to its 

Wonder Room fine jewelry section. 

 
Promotional image for Cartier click & collect 

Selfridges is also making investments in its 

multichannel shopping experience. The store was an 

early adopter of click and collect, but has also 

worked to ensure that its consumers outside of the 

United Kingdom have a positive online shopping 

experience. 

The retailer relaunched its online store Oct. 1 with a 

new look and touch-first approach. 

 
Selfridges updated online store 

Selfridges made a commitment to invest more than 

$64 million over the next five years in its Web site, 

http://www.luxurydaily.com/wp-content/uploads/2014/07/selfridges.mens-lanvin-boutique-.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/07/Cartier-and-Selfridges-FB.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/10/Selfridges_Homepage1.jpg
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committing itself to making a seamless, fulfilling 

multichannel shopping experience for consumers. 

As consumers become more comfortable buying 

luxury products online, having an easy-to-

use ecommerce platform is a major customer 

service. 

Selfridges is the most trafficked premium online 

store in the United Kingdom, with 1 million visits 

per week, a statistic 30 percent higher than its 

closest competitor. In addition, sales through the 

online channel have more than doubled each year-

over-year since its launch in 2010. 

Selfridges’ work has paid off. The retailer is not a 

public company, but it shared its record financial 

results for 2013, in which all of its channels saw 

year-on-year growth. 

Selfridges’ gross sales in 2013 rose 10.4 percent 

year-over-year to $1.9 billion and its operating profit 

was a record approximate $240 million operating 

profit, an increase of 12.3 percent. The department 

store credits its international expansion and 

investment in multichannel for its record year, 

which will remain priorities going forward. 

First runner’s-up: Saks Fifth Avenue 

Throughout 2014, Saks Fifth Avenue was 

transformed under the vision of new president 

Marigay McKee, formerly of Harrods. New owner 

Hudson’s Bay Company, which also has Lord & 

Taylor in its stable, also had an influence on the 

retailer during its first full year of ownership. 

Saks unveiled a new look for its catalog that is more 

editorially-focused, and also changed the image of 

its packaging. 

Hudson’s Bay Company invested in ecommerce and 

digital, tapping Michael Burgess, who was the 

former president of Saks.com, to oversee digital 

marketing for all of its retail brands. 

The new HBC Digital group consists of experts who 

create the ecommerce and marketing strategy for the 

group, applying best practices and sharing 

knowledge across the brands. Each of the retail 

chains under the HBC umbrella, including 

department store chain Saks Fifth Avenue, benefit 

from shared knowledge, since the approach raises 

the ROI on digital marketing spend. 

For the first time, Saks live-streamed its holiday 

window unveiling, which included a live 

performance from the Rockettes of the Radio City 

Christmas Spectacularand a light show, which was 

touted as the first of its kind due to its integration of 

LEDs, strobes, up-lights, video projections and 

music. 

 

Rockettes for Saks 

http://www.luxurydaily.com/wp-content/uploads/2014/11/saks.rockettes-holiday-2014.jpg
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Saks heightened its sense of 

community through a new 

content hub that streamlines 

social media interactions 

with consumers. 

Using New York Fashion 

Week as a backdrop, Saks’ 

content page, housed on the 

retailer’s Web site, 

launched Sept. 4. The new 

aspect of Saks’ Web site, 

dubbed as a “fanreel,” will 

create a center for the 

retailer’s fashion-forward 

consumers to gather and 

share via social media. 

 

SaksStyle hub 

Saks finds ways to open up 

with consumers via social 

media, whether that means 

sharing a video of Ms. 

McKee accepting the Ice 

Bucket Challenge or giving 

a teddy bear a voice. 

As a result of its digital 

efforts, Saks landed in the 

top two of L2’s department 

store report. 

The retailer has also found 

ways to reach affluent 

consumers through 

unexpected print placement. 

Saks will be the first major 

department store to partner 

with MediaJet, a newsstand found in private airports 

nationwide, to offer consumers the ability to shop 

and fly instantaneously. 

The retailer will have its 

catalog on newsstands 

across the country. Private 

aviation guests will have the 

opportunity to pick up a 

catalog and browse Saks’ 

collections while inflight, 

creating a space for midair 

shopping among affluent 

consumers. 

Saks also sponsored Condé 

Nast-owned W magazine’s 

upcoming stand-alone 

special issue W:Art. 

 

Saks ad in W: Art 

The 88-page W:Art focuses 

on the direction of 

contemporary art, from 

galleries to music producer 

and recording artist Pharrell 

Williams. By acting as 

primary sponsor and 

exclusive retail partner of 

this issue, Saks was able to 

more fully immerse itself in 

the art community and other 

creative channels, a mission 

of Ms. McKee.  

Keeping up a level of 

customer service, Saks also 

allows for personal 

shopping services in select 

markets.  

It continues to invest in its 

omnichannel shopping 

experience, ensuring that however consumers want 

to shop, they are taken care of with free shipping 

and sharing inventory across channels.  

http://www.luxurydaily.com/wp-content/uploads/2014/09/saks.saksstyle-feed.jpg
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Saks personal shopping experience van 

Saks saw ecommerce sales of $166 million in the 

third quarter, representing 1 percent growth, 

bringing the year’s total to $444 million. 

The retailer is expanding its physical retail presence, 

with plans to open in lower Manhattan and Canada. 

Second runner’s-up: Net-A-Porter 

Net-A-Porter may not have a physical store, but has 

instead created a community online for its shoppers 

to interact with each other and with 

brand representatives. 

The retailer launched Net-A-Porter Live, which 

shows users who is buying what where through 

Google Maps. On a dedicated page, consumers can 

see a scrolling feed of what is being purchased 

around the world, giving them an insight into what 

is popular. 

Net-A-Porter also encourages a social conversation 

surrounding recent purchases, by asking consumers 

to post images of their merchandise and tag it 

#TheNetSet. 

Venturing outside of online, this year, Net-A-Porter 

launched its first print magazine, “Porter” that 

leverages curated editorial content to increase 

engagement with consumers. 

 
Inside Porter issue one 

The first issue of Porter was sent to subscribers’ 

mailboxes and newsstands in February. The branded 

magazine allows Net-A-Porter to connect with 

consumers beyond the initial point of sale to give 

more context to products and services. 

As many luxury publications have slowly turned 

toward mass in response to the changing publishing 

industry, Porter’s introduction, the retailer’s first 

venture into print media, has created tension among 

competitors because of how far down the purchasing 

http://www.luxurydaily.com/wp-content/uploads/2014/05/Saks-WArt-ad-Chloe.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/09/Saks-Personal-Shopping-Van.png
http://www.luxurydaily.com/wp-content/uploads/2014/02/porter.issue1-pages.jpg
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funnel it resides. With no regional content and only 

pure fashion and beauty coverage, Porter instantly 

appeals to Net-A-Porter’s following of 6 million in a 

way that other imprints may have trouble competing 

against. 

Porter’s most competitive element is that although 

the campaign efforts from designers such as Gucci, 

Fendi and Valentino can be seen in other established 

imprints, Porter’s readers can shop its pages 

instantaneously. 

The retailer competes with physical retail stores by 

offering same-day delivery in select markets and 

allowing for live chat on its Web site to solve any 

sartorial questions. 

 
Net-A-Porter promotional image 

Net-A-Porter, despite growth, is currently 

unprofitable, but the retailer’s parent company 

Richemont continues to see potential. In its interim 

results for the six month period ending Sept. 30, 

Richemont said, “Sales growth at Net-A-Porter 

continued to exceed the group’s average and that 

business reported improved results.”  

Source:- http://www.luxurydaily.com/selfridges-is-2014-luxury-retailer-of-the-year-2/ (accessed on January 2, 2015) 

 

http://www.luxurydaily.com/wp-content/uploads/2014/04/net-a-porter-same-day-delivery-promo-image1.jpg
http://www.luxurydaily.com/selfridges-is-2014-luxury-retailer-of-the-year-2/
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Condé Nast’s Vogue, September 2014 

Publishing conglomerate Condé Nast is Luxury 

Daily’s 2014 Luxury Publisher of the Year for its 

move toward industry transparency and its evolution 

beyond traditional print in the luxury publishing 

sector. 

Condé Nast won over the first runner’s-up The New 

York Times and second runner’s-up The Wall Street 

Journal’s WSJ. magazine, a lifestyle supplement 

inserted into the newspaper monthly. These top 

luxury publications aimed to appeal to the lifestyle 

of affluent readers by featuring advertisements from 

the industry’s leading fashion houses, services and 

travel destinations while providing an outlet for 

relevant content. 

The Luxury Publisher of the Year award was 

decided based on luxury marketing efforts with 

impeccable strategy, tactics, creative, executive and 

results. All candidates selected by the Luxury Daily 

editorial team and from reader nominations had to 

have appeared in Luxury Daily coverage this year. 

Judging was based purely on merit. 

The pages of Condé 
Condé Nast is the publishing force behind such 

high-end titles such as Architectural Digest, 

Condé Nast Traveler, Vanity Fair, Vogue and W 

magazine. The conglomerate is also the publisher of 

mass fashion and lifestyle publications Details, 

Lucky and Style.com, among others. 

The aforementioned titles include the industry’s top 

ad efforts from across sectors such as jewelry and 

watches, apparel and accessories, automotives and 

travel and hospitality. Each magazine, different in its 

own right, stands up to the quality of execution and 

content expected by readers of Condé Nast titles. 

 
2014 also saw Condé Nast’s move to new offices at 

One World Trade Center  

               

 

               

 

Condé Nast is 2014 Luxury 

Publisher of the Year 

-Jen King 

http://www.luxurydaily.com/wp-content/uploads/2014/12/conde.pubs-in-window-.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/12/conde.pubs-in-window-.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/12/condenast.september-vogue-pile-185.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/12/conde.pubs-in-window-.jpg
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Beyond traditional print campaigns being placed in 

Condé Nast publication’s pages, the publishing 

house’s imprints also work with ad partners on 

larger initiatives, to an end that benefits both brand 

and title. These initiatives enhance the reader’s 

experience by tapping into the culture that surrounds 

Condé Nast publications and is a force in the lives of 

its audience. 

For example, department store chain Saks Fifth 

Avenue sponsored Condé Nast-owned W 

magazine’s stand-alone special issue W:Art. 

The 88-page W:Art focused on the direction of 

contemporary art, from galleries to music producer 

and recording artist Pharrell Williams. By acting as 

primary sponsor and exclusive retail partner of this 

issue, Saks was able to more fully immerse itself in 

the art community and other creative channels, a 

mission of new president Marigay McKee. 

 
W:Art cover of Pharrell Williams by Urs Fischer, 

photography by Joshua White exclusively for W 

Magazine 

Given the market recognition and strength of its 

main luxury publications, Condé Nast has been able 

to expand its offerings outside of the pages of 

traditional print titles. 

For example, Condé Nast Entertainment, the 

publishing house’s division responsible for film and 

television content, looked to go viral with a curated 

video platform. 

“The Scene” hosts digital video content, including 

original series, from the publisher’s titles, such as 

Vogue and Vanity Fair. Keeping its video content 

on a distinct branded platform guarantees that 

Condé Nast Entertainment’s films do not get lost in 

between user uploaded videos, as they might on 

YouTube. 

Condé Nast also spent a significant amount of time 

in 2014 ensuring that its advertising partners get the 

best out of promoting their wares within the brand’s 

publications. 

First, Condé Nast launched shoppable banner 

advertisements for luxury beauty marketers, such as 

Gucci and Dolce & Gabbana to reach consumers 

and get conversions without leaving content pages. 

The first ads using Shopbeam’s AdShops 

technology appeared on the digital versions of 

Allure magazine, letting readers shop directly from 

the ad without leaving the page. As brands struggle 

to find ways to rise above the traditional banner ad, 

allowing this level of customer interaction will help 

get consumers engage. 

Given the limitations of print marketing, Condé Nast 

has invested in the digital editions of its publications 

because of the expansive possibilities the medium 

allows. To this extent, Condé Nast has 

acknowledged that there are flaws in digital 

marketing in the form of traditional banner ads and 

pop-ups. 

 

http://www.luxurydaily.com/wp-content/uploads/2014/05/W-Art-Cover-Pharrell-Urs-Fischer-page-001.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/05/W-Art-Cover-Pharrell-Urs-Fischer-page-001.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/05/W-Art-Cover-Pharrell-Urs-Fischer-page-001.jpg
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Example of AdShops Dior ad  

This understanding of the market resulted in Condé 

Nast and media investment firm GroupM coming to 

an agreement regarding how mobile ads will be 

viewed across the publisher’s channels. 

The terms of the agreement ensure that Condé 

Nast’s advertising partners will receive greater 

visibility and that the publisher will take more 

accountability in digital ad performance across 

devices and channels. Conversations were prompted 

by comScore’s 2013 report concluding that 54 

percent of digital ads were never seen by the 

intended audience. 

Condé Nast is also invested in the global future of 

print journalism, especially in the fashion sector. 

For 2015, Condé Nast College of Fashion & Design 

is increasing its course offerings with the addition of 

two one-week journalism and styling classes. 

Operated by the multimedia publishing house Condé 

Nast, the college is located just steps from Vogue 

House, the publisher’s headquarters in London. 

Condé Nast College of Fashion & Design is the first 

of its kind and to date has had more than 300 

students attend from 46 countries. 

 
Space within Condé Nast College of Fashion & 

Design 

The new year will also introduce the inaugural 

Condé Nast International Conference April 22-23 in 

Florence, Italy. Hosted by International Vogue 

editor Suzy Menkes, the debut conference will cover 

“Hard Luxury” and will feature speakers from both 

the business and creative side of the industry. 

Topics include the battle of the luxury consumer’s 

wallet, modern and hard-edged design, connecting 

with younger affluent consumers, the role of social 

media in luxury and how technology is reshaping 

luxury, how the fashion industry operates and 

sustainability. 

First runner’s-up: The New York Times 
Similarly, The New York Times also organized its 

annual luxury conference to reflect trends in the 

industry. 

Reflecting the growing convergence of fashion, art 

and technology, the New York Times International 

Luxury Conference explored how those in the 

industry can benefit from these relationships. 

For the first time, the conference was held in the 

United States, at the Mandarin Oriental in Miami 

Dec. 1-3, ending a day before Art Basel Miami 

Beach opened. With keynotes and panels featuring 

an eclectic group of speakers across different 

disciplines, the conference was arranged to help 

attendees get inspired for their own work by 

listening to people inside and outside their fields. 

http://www.luxurydaily.com/wp-content/uploads/2014/11/AdShops-Dior-2.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/10/conde-nast.college-of-fashion-design.jpg
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The New York Time International Luxury 

Conference hosted by Deborah Needleman and 

Vanessa Friedman  

The Times also saw a transitional period as the news 

outlet looked to rebrand its lifestyle sections to be 

more geared toward luxury. 

During this time, the well-respected, long-tenured 

critic from the International New York Times, Suzy 

Menkes resigned after nearly 26 years. Ms. Menkes 

left her position as fashion critic to begin working as 

Condé Nast-owned International Vogue’s editor. 

This also came after the departure of Cathy Horyn, 

lead fashion critic for the Times, who left before the 

paper before international fashion weeks in the 

spring of 2014. 

Vanessa Friedman joined the New York Times after 

11 years at The Financial Times and has taken on 

the responsibilities of both Ms. Horyn and Ms. 

Menkes and is now the chief fashion critic for the 

Times, the International New York Times and the 

paper’s global Web site. 

Second runner’s-up: WSJ. magazine 
After a successful year of ad page growth and 

increased readership, The Wall Street Journal’s 

WSJ. magazine’s continued achievement furthers 

the case that a supplement has the potential to 

become a true standalone publication. 

Available to both Wall Street Journal subscribers 

and newsstand patrons WSJ. magazine is redefining 

what it means to be a newspaper supplement. 

Printed on lush, high-quality paper, the magazine 

segregates itself from mass market magazines of a 

similar nature through its oversized pages. The 

luxury ads featured in WSJ. magazine are positioned 

with content that maintains focus and relevancy for 

its wealthy audience. 

Since its debut in 2008, WSJ. magazine’s ad 

statistics have continued to rise showing that the 

publication’s blend of lifestyle and tastemakers is a 

winning combination. 

 
WSJ. magazine’s November “Innovators” issue 

cover 

In addition to its continued growth in terms of 

advertisers and paging, WSJ. magazine also saw 

international expansion in 2014. The news outlet 

expanded its lifestyle supplement’s reach to include 

affluent readers in Brazil and Latin America. 

News of the expansion came just days after the June 

issue, which included coverage of the upcoming 

FIFA World Cup in Brazil, was inserted in The Wall 

Street Journal on May 31. Since emerging markets 

in Brazil and Latin America continue to flourish and 

mature, WSJ. magazine’s expansion will likely 

result in increased awareness for its ad partners who 

are planning retail expansions of their own.  

Source:- http://www.luxurydaily.com/conde-nast-is-2014-luxury-publisher-of-the-year-2/ (accessed on January 2, 2015) 

http://www.luxurydaily.com/wp-content/uploads/2014/12/WSJ.Nov-innovators-2014-cover.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/12/WSJ.Nov-innovators-2014-cover.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/12/INYT-conference.Deborah-and-Vanessa1.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/12/WSJ.Nov-innovators-2014-cover.jpg
http://www.luxurydaily.com/conde-nast-is-2014-luxury-publisher-of-the-year-2/
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Wealth-X and UBS’s UHNW report 

Wealth-X is Luxury Daily’s 2014 Researcher of the 

Year for its comprehensive examination of ultra-

high-net-worth individuals. 

Wealth-X won over first runner’s-up L2 and second 

runner’s-up Boston Consulting Group. All three 

researchers delivered insights to the affluent 

consumer and discerned the trends in luxury for 

brands to grasp a more comprehensive 

understanding of the marketplace. 

The Luxury Researcher of the Year award was 

decided based on the relevance, ingenuity and scope 

of research reports. All candidates selected by the 

Luxury Daily editorial team and from reader 

nominations had to have appeared in Luxury Daily 

coverage this year. Judging was based on merit. 

Ultra-affluent thoughts 

Over the past year, Wealth-X has shown its 

versatility in research while maintaining true to 

revealing trends among UHNW individuals. These 

individuals are classified as having at least a net 

worth of $30 million. 

The research has led to insights of these ultra-

affluent individuals all across the globe. Marketers 

were offered glimpses at the ultra-wealthy in China, 

the affects of the Scottish political debates and the 

puddles of UHNW individuals across the United 

States. 

 
Wealth-X graphic of Asia and North America 

Also, a billionaire census examined the locations of 

the world’s billionaires. 

However, these reports did not simply tell the 

location of the people, but rather gave great depth 

into who they are. 

For example, The “Wealth-X and UBS Billionaire 

Census 2014” examined the locations of the world’s 

billionaires, as well as the age, gender and source of 

wealth. 

Words into actions 
Wealth-X’s reports, although informative and 

number oriented, primarily focused on the use of 

               

 

               

 

Wealth-X is 2014 Luxury 

Researcher of the Year 

-Nancy Buckley 

http://www.luxurydaily.com/wp-content/uploads/2014/11/wealth-x-185.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/03/wealthx.q1-survey-.png
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these statistics. Brands can use the information of 

how many UHNW individuals, such as a certain 

hobby or certain activity, and cater their marketing 

strategies to the 

individual. 

Those under the 

category of UHNW are 

not typically on social 

media or signing up for 

emails, so stereotypical 

marketing strategies 

are often null and void 

when it comes to 

reaching these affluent 

consumers. 

One technique to reaching these individuals 

suggested by a Wealth-X report is to host events. 

According to the report, of the 62 percent that 

calculate ROI from their events, the most successful 

parties were product-centric, either launches, 

displays or educational. Even though events 

typically revolve around merchandise, the focus is 

usually more about making a connection. 

 

Breguet event at the 

Louvre 

These events allow the 

brands to create 

experiences for the 

consumers and allow 

the consumer to gain a 

deeper understanding 

of the brand and its core values. 

The events for the UHNW individual are often 

crafted around that person as well. It is not a mass 

invite to an event, but a personal invitation to a 

private party. 

With Wealth-X’s assistance, brands are able to 

determine their top consumers and their interests. 

They can gain an understanding of the origins and 

investments of an individual’s wealth and use that, 

combined with personal interests, to craft an event 

that will strengthen the brand’s personal relationship 

with the consumer. 

First runner’s-up: L2 

L2 presented many reports and 

studies this year that offered a 

look into the inner workings of 

brands. With research reaching 

into the depths of many luxury 

sectors, the reports were able to 

give insight to the success and 

failures of many luxury brands 

in digital. 

Similar to Wealth-X, L2 also delved into other 

countries and the trends and outlooks for those 

places. Reports covered locations such as China, 

Russia and South Korea. 

 

Social presence in Russia from Russia Luxury 2014 

report 

L2 also researched the 

reach and success of 

mobile initiatives in 

different sectors. 

The view into trends 

within brands from 

L2’s research allows 

marketers to see tactics 

of other brands and 

compare their 

campaigns and actions to others. 

Second runner’s-up: Boston Consulting Group 

Boston Consulting Group was the second runner’s-

up for its detailed reporting about different sectors 

of the luxury industry. 

Similar to the other two researchers, BCG focused 

on countries such as Brazil and China and gave 

insight to luxury brands in those areas. 

http://www.luxurydaily.com/wp-content/uploads/2014/12/L2.jpg
http://www.luxurydaily.com/wp-content/uploads/2014/06/Breguet-Event-Louvre.jpg


 

 

23 

 

BCG also had multiple reports about the people that 

make up brands, and their importance for success. 

 

Instagram post from 

Marc Jacobs 

during MJ Commute 

campaign 

Employees are 

essentially 

ambassadors and have 

the ability to foster a 

coherent brand identity 

if properly trained. As 

employees interact 

with the many 

parties involved with 

a brand, the 

opportunity to express 

a singular identity can 

be seized or 

squandered. 

Also, having the right 

employees can have a 

measured impact on a 

brand’s profits and 

economic growth, 

especially in executive 

and leading creative 

roles. 

 

Source:- http://www.luxurydaily.com/wealth-x-is-2014-luxury-researcher-of-the-year-2/ (accessed on January 2, 2015) 

 

http://www.luxurydaily.com/wp-content/uploads/2014/07/MJ-Commute-Dean.png
http://www.luxurydaily.com/wealth-x-is-2014-luxury-researcher-of-the-year-2/
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