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Liks nereye gidiyor?

Where is luxury headed to?

Réportaj Seda Yilmaz




‘The Luxury Alchemist’ kitabinin yazari Ketty Pucci-Sisti Maisonrouge, liks

markalarla aramizdaki iliskiyi gizel bir ask hikdyesine benzetiyor. “Kimsenin

hayatta kalmak icin bu markalara ihtiyaci yok ama herkes onlara sahip

olmaya hevesli.” Christofle’dan Escada’ya, Hermeés'den Trussardi'ye pek ¢ok

markaya danismanlik yapan ldks gurusuyla liksin anatomisini ¢ikardik.

Author of “The Luxury Alchemist” Ketty Pucci-Sisti Maisonrouge, compares

our relationship with luxury brands to a beautiful love story. “No one needs

these brands to survive, but everybody is eager to own them.” We spoke

with the luxury guru, who has worked as a consultant for brands such as

Cristofle, Escada, Hermés and Trussardi, on the anatomy of luxury.

Liiksiin anlaminin zamanin ruhuna gére degiskenlik

gdsterdigini diisinlyor musunuz?

Evet ve hayir. Liksin takdir gérmesi, zaman ve mekan tanimaz.
Hayvan kemikleriyle taki yapan magara adamindan, Misirh fira-
vunlara veya ginimizin liks tiketicilerine hepimiz ayni guzellik
anlayisini ariyoruz. Gergi bugiin anladigimiz sekliyle lUks fenomeni,
Japonlarin 1980’lerde luks markalara “bagimli” hale gelip sektdriin
global gelisimine &ncilik etmesiyle basladi. Son dénemde liks ke-
limesi o kadar kullanildi ki anlami degerini kaybetti ama 620 de-
gismedi.

Kitabinizda liiks bir markayi olusturan temel unsurun tutku
oldugunu ileri sirlyorsunuz. Tutku neden bu kadar énemli?

Séz ettigim tutku, glizel bir seyi ellerinizle islerken ne kadar zaman
harcadiginizi unutturan, etrafinizdaki guzelligi gérmenize ve onu,
herkesin hayalini kuracag yeni bir yaraty, fikir veya markaya dénis-
tirmenize yardimet olan bir tutku. Tim liks markalar buna sahip
olmali ve bunu musterileriyle paylasmali.

Liiks bir markanin basariya ulasmasinda tutkudan

baska neler etkili?

Liiks bir marka, sirketin arkasindakilerin basarisi kadar basarilidir.
Sadece bas tasarimci veya CEO'dan bahsetmiyorum. Sirkette ¢ali-
san herkesle, onlarin yetenekleri, yaraticiliklari, arettiklerinin glizel-
ligi ve kalitesiyle marka basariya ulasabilir. Vizyon ve liderlik gerekli
ama bunu uygulayan glgli bir ekibiniz varsa gercek basar kazani-
labilir. En iyi yetenekleri toplayip korumak icin onlari hayalinizin bir
parcasi haline getirerek vizyon ve tutkunuzu paylasmalarini sagla-
malisiniz. Bdylece, ddnip dolasip yine tutkuya geliyoruz.

internetin yarattig: global baglanti ag: liks markalara

nasil tesir ediyor?

Sosyal medya, liks markalarin misterileriyle iletisim kurma yolunu
kékten degistirdi. Bu markalar, talepkdr misterilerine her turllu de-
tayr mikemmel bir sekilde sunmak icin tamamen kontrole dayal
hareket ederler. Bu da, kisa siire éncesine kadar uzmaninin; mar-

Do you believe the meaning of luxury changes

according to the zeitgeist?

Yes and no. The appreciation of luxury is free from time and bounda-
ries. From the cavernen who made jewelry from animal bones o the
Egyptian pharaohs or today’s luxury shopper, we all have been seeking
the same sense of beauty. Yet the luxury phenomenon as we know i
really only started in the 1980s, when Japan first became “addicted”
to luxury brands, and lead the path for the sector’s global develop-
ment. The word luxury has been so overused lately, that its meaning
has been devalued, but its essence still remains.

You claim in your book that passion is the key component

for a luxury brand. Could you tell a little bit about this?

Why is passion so important?

The passion | refer to is the one that makes you forget how many
hours went into crafting a beautiful object; the passion that will
enable you to see the beauty around you and transform it into a new
creation, an idea or a brand that will make everyone dream about
it. All luxury brands must have this and share it with their clientele.

Apart from passion what other factors are influential

in a luxury brand’s success?

A luxury brand is only as successful as the people behind the com-
pany. And | don't only mean the lead designer or the CEOQ. It is th-
rough every men and women in the company and their talent, their
creativity, the beauty and quality of their creations that a luxury
brand can success. Sure, the vision and leadership are essential
but they can only deliver true success if you have the right team t2
implement it. And to gather and retain the best talent, you need
to make them part of the dream, and share your vision and your
passion. So it still goes back to passion.

How does global online connectivity affect luxury brands?
Social media have fundamentally transformed the way luxury bran-
ds connect with their clients. Luxury brands are all about control,
which is needed to ensure that all details are delivered perfectly 1@
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%oy, dederlerini ve vaatlerini acikladigl, markadan misteriye tek
¥5nlG bir iletisim anlamina geliyordu. Sosyal medya bu paradigmay!
samamen degistirdi ve liks markalar, hayranlari ve hatta bazen
elestirenleriyle dogru diyalog kurmaya itti. Misteri tecribesini sa-
sekli gelistirmek icin dinlemeyi ve gérusleri dikkate almayi égren-

diler.

‘Hangi markalar dijital teknolojiyi etkin bir pazarlama

_araci olarak kullaniyor?

Basanh ltks moda markalarinin codu, musterilerini kenetlemek
lein yaratict kampanyalar gelistirdiler. ister Burberry’nin ‘The Art of
Trench’ sosyal medya kampanyasi, ister Hermes'in dijital aksesu-
ar senfoni kampanyasi olsun bu markalar, sosyal medya araglarini
kullanarak liks dinyasinin mihim unsuru olan hikaye anlaticilig
sanatina hakim oluyorlar.

‘Sosyal medyanin devlesen roli

" Oscar de la Renta, 2013 sonbahar-kis koleksiyonunun kampanya
gekimini dergilerden dnce Instagram’da takipgileriyle paylasti.
Bu durum bize liiks markalarla sosyal medya arasindaki iliski

‘konusunda ne anlatiyor?

Loks markalar, misterilerinin tasarimlarini dislemelerini ve arzu
_etmelerini saglamak icin onlari sasirtmalilar. Oscar de la Renta’nin,
Instagram’daki OscarPRGirl hesabiyla sosyal medyayi ustalikla kul-

lanmasi sektdrin pazarlamaya 360 derecelik aciyla baktigini ka-
sethyor. BUtinlikla bir marka mesaji vermek igin ellerindeki tim

‘araclan kullaniyorlar.

w medya, liiks ve bilyiik markalara olan algiy!
nasil sekillendiriyor?

Laks markalarin, geng alicilariyla onlarin favori alaninda iletisim
_ malinde olmalarini sadhyor. Liikks, hem asik olmakla, hem de egi-
~ mimie ilgili. Kalite ve zan&ati anlamadan bir markay! gercekten tak-
aﬁ' etmek zor. Sosyal medya, hevesli musterilerin markanin farkli
: ,énieﬂm gormelerini saghyor. Gésterisli bir butigin yaratabilecegi
%orkutucu duvarlar ortadan kaldiriyor ve alicilari, kisisel tecriibe-

jerini doha doyurucu hale getiren dziindeki bilgilerle gliclendiriyor.

Liks tecriibesi mi? Yoksa liiks trlinlerin satin ainmasi mi?
Hangisi tiiketiciye daha cok ve uzun siireli haz veriyor?

leteris planlama modelinde, ister misterilerle iletisimde olsun “tec-
cobe’ lioks sektdrinin gdzde kelimesi. Son 10 yilda, sektérin alt
segmenti olan liiks tecriibesi en hizl biylyenlerden. Bu trend, ultra
~ i0ks spalar, benzersiz egzotik yoleuluklar ve ‘fine dining’ gibi tec-
:%eler!e biiyiimeye devam edecek. ikinci Dinya Savasi sonrasinda
~ dogon ‘baby boomer’ kusadi bu segmentin basrol oyunculari. Pek
cok seyin en iyisini goktan biriktirdikleri icin simdi aileleriyle payla-
sacaklari ve anin cok dtesinde de deger vermeye devam edecekleri

anilar olusturuyorlar.

their demanding clientele. That also meant until recently o anes
way conversation from the brand to the customer was held, wetis =
the expert explaining to the client the brand, its values and =5 -
core promises. Social media has radically shifted the porodigeny
and has forced the luxury brands into a true dialogue with thes
fans and sometimes even with their critics. Luxury brands nows
learned to listen and incorporate feedback to continuously =

prove the customer'’s experience.

Which brands use digital technology as an
effective marketing tool?
Most successful luxury and fashion brands have developed cre-

ative campaigns to engage their customers. Whether it be Bur-
berry’s ‘The Art of Trench’ social media campaign, or or Hermes'
digital jewelry symphony campaign, these brands have mastered
the art of storytelling, an essential element of the luxury world,
through the various social media tools at their disposal.

Social media’s growing role

Oscar de la Renta, introduced its ad campaign for its
fall-winter 2013 collection on Instagram before sharing them
in magazines. What does this tell us about the relationship
between luxurious brands and social media?

In order to make their clients dream and desire their creations.
luxury brands need to surprise their customers. Oscar De la Renta’s
masterful use of social media through its OscarPRgirl on Instagram
is just another proof that the industry now looks at marketing with
a true 360-degree approach, using every tool at their disposal to
create a cohesive brand message that hits all touch points.

In what ways social media shapes the perception of luxury
and high-end fashion brands?

Social media allows luxury brands to engage their younger clientele
on their favorite territory. Luxury is both about falling in love and
education. If you don't understand the quality and the craftsmans-
hip, it will be hard for you to truly appreciate a brand. Social media
allows aspirational customers to see different aspects of a brand. It
removes some of the intimidating barriers an imposing flagship bou-
tique might create and empowers customers with an inside knowle-
dge that makes their personal experiences more fulfilling.

Experience of luxury or purchase of the luxurious goods. Which
one gives the consumer more and lasting pleasure?

Whether it is part of your business model or simply a way to engage
your customers, experience is the buzz word in the luxury industry.
The luxury experience sub-segment of the industry has been one of
the fastest growing in the last decade. This trend is set to continue,
whether we are talking about fine dining, deluxe spas, four star ho-
tels or one-of-a kind exotic trips. The baby-boomers have been a key
player in this segment, having already accumulated a lot of the finest
things, they are now creating memories they can share with their fa-
milies and continue to cherish way beyond that moment.




Liksilin pesinde

Boston Consulting Group’un gegtigimiz yil, sekiz gelismis llke-
den bin zengin kisi secerek yaptig: bir arastirmaya gére, tiiketi-
ciler yillik 1,8 trilyon dolardan fazla miktari, katilimcilarin liks
olarak tanimladiklari seylere harciyor. Yakin gelecekte tiiketici
davranislariyla ilgili neler 6ngériyorsunuz?

Gelismis veya gelismekte olan ilkelerdeki zengin kimselerin ltks
arayisi devam edecek. Markalarin gérevi, Grin gamlarinin, he-
deflenen pazara uygunlugunu saglamak. Her ilkenin ve bdlgenin
liks anlayisi birbirinden biraz farkli. Kimi statl olarak gérirken,
kimi kisisel zevk olarak bakiyor. Tiketiciler liksi tecrlibe etmeyi

dgrendikge daha bilingli hale geliyor ve markanin en ikonik Grin-
lerinden &teye gidiyorlar.

60 yil éncesine kiyasla lilks moda mar-
kalari cok daha demokratik ve ulasila-
bilir hale geldi. Etraflarini saran gizemi
haléd koruyabildiklerini diistinliyor mu-
sunuz?

Ulasilabilir liks de kesinlikle bir marka-
nin temel degderlerini kapsiyor. Mesele,
hevesli muisterinin markanin bir parga-
si olmasina izin verecek dogru Grind
veya kategoriyi bulmak. Son 10 yilda
parfimlerin ve kicik aksesuarlarin bu
kadar talep gérmesinin sebebi bu. Ar-
zuyla ulasilabilirligi dengelemek, liks
markalarin gizemlerini korurken istekli
misterileriyle de ilgilenmek icin strekli

uzmanlasmak ve diizeltmeler yapmak -2 \ \

zorunda olduklari hassas bir sanat. { /Y

The

Luxury

Alechemist

-

In search of luxury

The Boston Consulting Group conducted a study last year and
found that consumers spent an annual aggregate amount of
more than $1.8 trillion worldwide on items the respondents
defined as luxurious. For the study, a number of 1000 affiuent
individuals in eight developed nations was polled. What do you
envision for consumer behaviors in the near future?
Whether in developed or emerging countries, affluent individuals con-
tinue to seek luxury. It is up to the brands to ensure that their product
mix is the right one for the market they are targeting. Every country
and region has a slightly different vision of luxury-in some ploces
stands for status, in some it is a personal enjoyment. As the clientele
learns to experience luxury, they become

more discerning and go beyond brands
iconic products.

Ketty Pucci-Sisti Maisonrouge

Compared to 60 years ago luxurious
fashion brands have become much more
democratic and accessible. Do you think
brands still keep their aspirational ele-
ments and mystique?
Accessible luxury can definitely still embocy
a brand’s core values. It is simply a matter of
finding the right product or category that wit
allow the aspirational customer to be part of
the dream: that's why fragrances and smat
accessories have been in such high demana
in the last decades. Balancing desire and oc-
cessibility is a delicate art that luxury brongs
must master and tweak constantly in orger
[ to keep their mystique while engaging their

¢ BV aspirational customer.

Charlie Chaplin, “Hayal edebilecegim o, S

en lzlcl sey, llikse alismaktir” de- Charlie Chaplin said, “The saddest thing
misti. Gliniimizde liiks sektdriinde- | can imagine is to get used to luxury.”
ki sinirsiz segenege ragmen insanlar With endless options in the luxury mar-
liikse alisabilirler mi? ket of today do people still get used to
Kimsenin likse ihtiyaci yok ama her- AOSOT:

kes hayatinda biraz likse sahip ol-
mali. Liks, kendinizi iyi hissettirmek,
keyif vermek ve hayatiniza guzellik katmak igin var. Muste-
rilerin liks markalarla arasindaki iliski giizel bir ask hikayesi:

Kimsenin hayatta kalmak icin onlara ihtiyaci yok ama herkes
sahip olmaya hevesli.

Size gbre gergek liks nedir?

Benim igin gergek llks, sevdikleriniz, aileniz ve arkadasla-
rinizla vakit gecirerek kendi amilarimizi ve &ykulerinizi ya-
ratmak. En biylk liksim bunu yapacak zamani bulmak.
Guinlerin, gerceklesmeyi bekleyen biydli anlarn ve hayata

gecirilmeyi bekleyen harika seyleri sigdiracak kadar ¢ok sa-
atinin olmasini dilerdim.

luxury?

No one needs luxury- but everyone shoulc
be able to have a bit of luxury in their lives
Luxury is there to make you feel good about
yourself, bring joy and beauty into your life. The relationship betwesn
luxury brands and their customers is a beautiful love story: No one ne-
eds it in order to survive, but everyone aspires to have it!

What is your definition of true luxury?

For me, true luxury is spending time with those you love, your family,
your friends, creating your own memories and stories. My biggest
luxury is finding the time, and | wish that days had many more hours

to fit all the magical moments waiting to happen, all the fascinating
things awaiting to be accomplished.



