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Presentation One

By Uché Okonkwo
Executive Director & Founder, Luxe Corp
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Synopsis of Presentation 1

The 2012 Club e-Luxe Breakfast Seminar began with a presentation by Uché
Okonkwo , Luxe C o r pEXexutive Director & Founder on the topic : : « The Digital Luxury

Paradox & Using Digital Media to Fight Luxury Counterfeiting for Enhanced e-
reputation »

The presentation focused on the highly sensitive topic of Counterfeiting in Luxury.
Uché addressed this issue head -on by firstrevealing that the internet has become the
No.1 source of luxury counterfeit products . She went on to show mind -boggling
statistics that indicate the costs and adverse effects of counterfeiting on economies,
societies, companies and individuals both directly and indirectly . She also showed
that the internet could be adopted as the No.l1 channel for the fight against
counterfeit luxury products . She challenged Iluxury brands to be creative in sending
the message of their stance against counterfeiting products through branded digital
content . The main points of her presentation are the following .

A large percentage of counterfeit luxury products buy or use them without the

knowledge that they are fake products

- Counterfeit luxury products currently have blurred boundaries as it has also
encroached into the virtual world, to include fake websites, fake online profiles,
fake e-commerce platforms and fake smart phone applications

- Theglobal trade of counterfeit products isworth $60 billion and will be $1 trillion by
2015. Currently 11% of all clothing in circulation in the world isfake

- Counterfeiting can be combatted through educating clients using highly creative
themed campaigns on interactive & mobile media

- The internet is the best medium for the fight against counterfeiting and Iluxury

brands ought to utilize the opportunity presented by digital media
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The Digital Luxury Paradox
d Using Digital Media to Fight Luxury Counterfeiting for

Enhanced e-Reputation
Uché Okonkwo
Executive Director, Luxe Corp
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What do you see?

Thisis not the latest innovation from Ferrari. This Is
a fake motorbike, made in China
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What do you see?

oD

—

Thisis not Michélle Obama making a fashion
statement . Thisis Michelle Obama wearing a é
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The Paradox of Digital Counterfeiting

Question:
How many songs are downloaded
online illegally in less than 5 minutes!

Answer:
+694.,000

(CNET)
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The Paradox of Digital Counterfeiting

Question:
How many people die every year as a
result of taking fake drugs ?

Answer:
+/700,000

(Policy Network)
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The Paradox of Digital Counterfeiting

Question:
How many care that other people are
selling fake luxury handbags and
accessories on eBay.Com ?

ANnswer:
Nobody

(apart from the brands in question)
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The Paradox of Digital Counterfeiting

The Case of Brand X vs Brand X
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The Paradox of Digital Counterfeiting

The Context
The Problem
The Cost
The Scope

The Solution
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The Context
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What Is Luxury?
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What Is Luxury?

Creativity, Heritage, Precision, Perfection, Image




Luxury 1 s a Drea

But the Luxury 1 ndus:H
sometimes

Why?
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The Problem
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By shunning the Internet for nearly one
decade, the Luxury Industry left an open
fleld for counterfeiters to operate online

Today, luxury brands have to pay a high
price to drive these counterfeiters away
from their online space
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The Paradox of Digital Counterfeiting

The Case of the JiImmy Choo Bag
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The Problem
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The Paradox of Digital Counterfeiting

0Counterfeiting I s U
of the legal rights of an
owner of intellectual property . 0

-OECD
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The Paradox of Digital Counterfeiting

Violate intrusion Defy
Breaking Breach Infraction
Encroachment Disobedience
Contravention
Interruption  Defiance
Attack

Propertyof LuxeCorp 21 rue Cambon, Paris 750@opyingre-production transferand diffusionis forbidden | 4RV @elge



The Paradox of Digital Counterfeiting

A refers to a 100% copy of the
original product made to decelve consumers Into
believing that it isthe genuine product .
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The Black & The White and The Grey
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The Paradox of Digital Counterfeiting

A IS a copy of a genuine item but
produced with the knowledge that the consumer will
be aware that the item isfake.

iPhone 4 HiPhone 4

The Black & White and The Grey
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The Paradox of Digital Counterfeiting

An IS not 100% identical to the original

product but is similar in substance, name, design, form,

meaning or intent and consumers are often aware that
It is not the original product.

DVF

The Black & White and The Grey
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The Paradox of Digital Counterfeiting

A IS a replica of a trademark
design of branded products made by legitimate

craftsmen who may have some connection with the
brand.

The Black & White and The Grey
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The Paradox of Digital Counterfeiting

An IS a replica of a trademark design of
branded products made by legitimate craftsmen who may

]

have some connection with the brand.

River Island

&

The Black & White and The Grey
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The Paradox of Digital Counterfeiting

An IS a replica of a trademark design
of branded products made by legitimate craftsmen who
mav have some connection with the brand

In 2011, news circulated that Louis
Vuitton was develc
monitoring bagso |
user 606s heartbeat t
clip and an iPhone application.

The application was called the

HERM (Heart & Emotion Rate

Monitor) and showed a design of
the bag & application.

| t wasnot a Vuittc
that of a consumer who made a
Louis Vuitton HERM fake bag and fake application.

The Black & White and The Grey
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The Paradox of Digital Counterfeiting

Which of these are violated online?

ALL

Who are the culprits?
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The Paradox of Digital Counterfeiting

T, PECIA NT
Top Brand Club SPECULEGTATS

BOUTUS | ALLPRODUCTS

FAQ | TESTIMONIALS | ORDER STATUS

CART

CONTACT US

S

RN
2 ) _

GUCciI Muswimon PRADN ~ CHANEL

NEW ARRIVALS » Searchbyname: A B CDEF G HIJKLMHN

LOUIS VUITTON REPLICALOUIS VUITTON  CONTACTUS ~ ABOUT US

Jo0gle

The culprits
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The Cost
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The Paradox of Digital Counterfeiting

$6OO bi”iOn, the size of the global trade In

llegitimate goods (increased from $5.5 billion in 1982)

5%' 7% of world trade Is counterfeit goods

$200 - $250 billion cost of counterfeiting

to U.S.businesses annually.

38,000 jObS lost annually in France

$1 triIIion, cost of counterfeiting to the global
economy by 2015
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The Paradox of Digital Counterfeiting

$9 b|”|0n, the trade losses suffered by the US
economy from copyright piracy

750,000 American jobs lost

U7.1 billion worth of counterfeit goods seized
In Italy in 2009.

$7.8 billion costto Erench economy

annually
11% of all clothing in circulation is fake
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The Scope
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The Paradox of Digital Counterfeiting
Top 10 Counterfeit Products

1. Pharmaceuticals 6. Computers

2. Electronics 7. Cigarettes

10. Car Parts
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The Paradox of Digital Counterfeiting

Some of most copied luxury brands

Call us at 1-866-570-6363

1. Louis Vuitton K,
2. Dior

4. Chanel :
5. Yves Saint
Laurent

6. Cartier

7. Rolex

Searchbyname: ABCDEFGHIJKLMLD
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The Paradox of Digital Counterfeiting

LOUIS VUITTON

THE WORLD OF LOUIS VUITTON STORES PERSONALISATION

CATALOGUE
Women
Handbags
Shoulder bags and fofes

. Top handles

A,
Monogram Canvas
Damier Ebene Canvas
Damier Azur Canvas
Monogram Vernis
Monogram Idylle
Monogram Denim
Monogram Muliicolore
Monogram Eclipse
Epi Leather

v

LOUIS VUITTON

et TS 10 DIEIENE Tt —

Product Website Packaging

No. 1 Louis Vuitton
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The Paradox of Digital Counterfeiting

Places Packaging Objects

No. 1 Louis Vuitton
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The Paradox of Digital Counterfeiting

Videos

No. 1 Louis Vuitton
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The Paradox of Digital Counterfeiting
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Louis Vuitton
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The Paradox of Digital Counterfeiting

No. 1 Louis Vuitton
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O N Ok WD

The Paradox of Digital Counterfeiting

The Major Origins The 7 Main Retalil Locations

China 2. New York City
Thailand 3. Los Angeles

Italy 4. Marrakech

Turkey 5. Istanbul

Morocco 6. Milan, Rome, Florence
India 7. South Africa

Russia
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The Paradox of Digital Counterfeiting

Google VS Louis Vuitton: court battle on leather
goods in search results.

As I promised I'll write about every law
case on Google in the European court of
justice. This preliminary ruling is about
the use of keywords by Google Adwords
that are trade marks of other parties. One
of the involved companies who thought its

O B [e trade mark was breached by Google was
= ) the company Louis Vuitton.
The preliminary ruling from march 2010 is on three more or less the
same cases. [ will only write about the Louis Vuitton case. A
preliminary ruling is a ruling by the court of justice on a matter that is asked explanation for by a

national court within one of the EU member states. On basis of the preliminary ruling the national
judge will know how to rule in a certain national case.

What was the Louis Vuitton case? Louis Vuitton was unhappy with the sponsored links that were
shown by Google in search results. The sponsored links on basis of the keywords "Vuitton', "LV’ or
"Louis Vuitton® showed advertisement for imitation Louis Vuitton products. Vuitton thought this was an
infringement of their trade mark by Google. The national court in guestion ruled that Louis Vuitton
was right but after appeal by Google the national court asked for a preliminary ruling by the EU court.

Conclusion by the EU court:

Storify and Mineola
QR CODES: fun.

My Twitter followers can fill the Dutch Islan:
Schiermonnikoog!

What European Council? Do you know the
difference?

Do vou know the enlightened Bible from
Thomas lefferson?

By US subpoenaed info from Twitter fuels
debate on privacy in EU parliament.

"Immediate remedial action taken to correc
omission of Christian holidays in Europa
Diary.”

Mo Christian haolidays in Europa diary. (Part
two)

The results of the twitter experiment! It
worked...

Experiment: is Twitter a good marketing to
See for yourself.

About

I ink avrbhanna?

The ROIG Of the |ntemet 6 Ad Words search engines
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The Paradox of Digital Counterfeiting

tl.uittet"' Search Home  Profle Messages Who To Follow

bout @Karl_Lagerfeld
596,119

Followers

60

Tweets

gw York / Monaco lowing

A lerrbie underacniever

ttp:/fwww_karllagerfeld com/

You and @Karl_Lagerfeld
E @ L~ You follow accounts that follow @Karl_Lagerfeld - view

Tweets Favortes Following=  Followers = Lists =

Karl_Lagerfeld
? Luxury is the ease of a t-shirt in a very expensive dress. Similar to @Karl_Lagerfeld - view al
D
n ThakoonNY Fallow
Karl_Lagerfeld
!?l ".-‘".-’ith. expensive fashion, the inside should be as perfect as the coletteparis Eallow
e OUESIE. !
XI ElizandJames Follow
Karl_Lagerfeld
? Monchalance in couture is very important, because couture without _ _
= nonchalance is just the drag queen attitude of women of an era past. Following - view all

The Role of the Internet 0 rake identities

Propertyof LuxeCorp 21 rue Cambon, Paris 750@opyingre-production transferand diffusionis forbidden | 4R @elgs]



The Solution
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The Paradox of Digital Counterfeiting

What are Luxury Brands are busy
doing?
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The Paradox of Digital Counterfeiting

Yves Saint Laurent Christian Louboutin

Another Kind of Counterfeiting?
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The Paradox of Digital Counterfeiting

& /’/U
Top Shop Chloé /7' \ ya N

Another Kind of Counterfeiting?
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The Paradox of Digital Counterfeiting

Steve Madden

Balenciaga

Another Kind of Counterfeiting?
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The Paradox of Digital Counterfeiting
Attacks & Lawsuits

Brands vs Brands

1. Christian Louboutin and Yves Saint Laurent
2. Chloé vs Topshop

3. Balenciaga vs Steve Madden

4. Chloé vs Kookali

Brands vs the internet & companies
1. Louis Vuitton vs Google

2. Louis Vuitton vs eBay

3. Louis Vuitton vs Sony

4. Burberry vs Altech

Brands vs people
1. Louis Vuitton vs Nadia Plenser
2. Balenciaga vsVogue Paris former editor

3. Louis Vuitton vs landlords
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The Paradox of Digital Counterfeiting

What should luxury brands be doing
about Counterfeiting through
Digital Media?

Propertyof LuxeCorp 21 rue Cambon, Paris 750@opyingre-production transferand diffusionis forbidden | 4RV @elge



The Business of Counterfeiting Luxury

L~
- 3

ftv" E' )

Fake Louboutin shoe destruction

Propertyof LuxeCorp 21 rue Cambon, Paris 750@opyingre-production transferand diffusiorisforbidden [{RfN Yl


http://www.youtube.com/watch?v=wnz04KrBugA&feature=player_embedded

The Paradox of Digital Counterfeiting

What should luxury brands be doing
about Counterfeiting through
Digital Media?
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The Paradox of Digital Counterfeiting

1. Educate Clients through Social Media
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The Paradox of Digital Counterfeiting

Animating Chanel - Nowness

StarvingTV [¥ 10vidéos  S'abonner

2. Create Counterfeit -themed Branded
Content chanel
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http://www.youtube.com/watch?v=4JyG5rJM6VA&feature=player_embedded

The Paradox of Digital Counterfeltlng

vnmwrm T

JOIN THE

JIMMY CHOO

TRAINER HUNT

FOLLOW OUR NEW TRAINERS
ON THEIR STYLISH JOURNEY
AROUND LONDON.

WHEN THEY VISIT A VENUE NEAR YOU,
CATCH THEM TO KEEP THEM,

3. Use Interactive Media to Demo How to
Spot Fakes

Propertyof LuxeCorp 21 rue Cambon, Paris 750@opyingre-production transferand diffusionis forbidden | 4RV @elge



The Paradox of Digital Counterfeiting

SHOPPING IN A NEW LIGHT

4. Constantly Update your Web Pages &
Digital Content
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The Paradox of Digital Counterfeiting

Twitter/SteveGasser 3 | Facebook Linkedin vividinsight Vivid Image Fan Page
¢4 Lastupdate: 2:34PM | @ Edit Tab
Home Feed (stevegassen Mentions (stevegassen
ke  ZigZiglarQuotes A ﬁ ConfessionsMom o
b 7
We just got off another AMAZING GDI RT @ RT @

Conference call. Ifyou need assistance
with building your team, join us next weekl
-Shawn Clark GDI

GERALDSWEALTH

proud to announce our 1st restaurant
wnniy Zellas.net 2 support our cause&sene
aur cannedwaterdkids water

= bassclefmusic

Afewr lucky ones are gaoing to be using this #FollowFriday: @

as their main affiliate toal. It's free, wiral and & @ @
requires No sgeeze page @ @ @
i3] vipvirtualsols I LGMi
ol | £y
RT @ faithsonshyne - Customer service on RT @ Social Media ROL
Twitter is soooo much nicerlll {re: @ j] Socialnamics
Yeah, HALLELUIAH & AMER TO THAT! he #Fsocmedia #osrvia @
he
. mrochte
ﬁ hardings930 /4
Social Media ROl Socialnomics
RT @ @ #socmedia #osrvia
@ thanks for the #Hollowfriday

love. I'm honored that my tweets getyour a..

ﬁ hardings930
RT Thank you for the

FFollowFriday love! @

) e ot

@
[] businesss01
RT Rural businesses in

hinnesota identify ways to use Twitter to
arow their husiness

W
| LY B Sy e

hutchinson mn (<epward

EXY kelstonerickson

@ i knowel Lmao

@ since urinmn yau should
come to HUTCHINSON 3) justto see ME!
LMACDL 3

@ cpu_hdw

Auction Closing - ATl Technalogies ATI
Radean 9500 PRO 128 MB 100-4341 -
Hutchinson MN - $20.00

£ cannedwaterdkid
A

| am proud to announce aur 1st restaurant
wiww.Zellas.net to suppart our cause &
setve our cannedwaterdkids water in South
Hutchinson, MN

HE[‘ kurtbthompson

Spend the day warking with a couple of up
and coming entrepreneurs from the
Hutchinson, MN area.. stay tuned!

ﬂ ConfessionsMom
>,
@

Where are you? Mot on the southside of

Lt hinneann B | honon

Oh ho, ho nal Mo show,

Add Calumn Search...

@stavegassar/bloggers Li

2 m chrisbrogan

Great case study by i@
steak house -

m leeodden

Official hashtag for SES Chicagois #seschi

m leeodden

Hope this taxi speeds up so |l can make itto
the hatel in time to watch the #ikings

H lizstrauss

RT i@ Sihat might happen if
vou started 2010 by reallocating 90% of
your 5h time to making a mare
mindhlowing X for a manth?

Q leeodden
@

Things are great!

ahout his

Shaw Comversation

m chrisbrogan

Thanks, everyone, far putting me on
deliciousipopular today. Always helps @ )-

5. Use Online Content Tracking Tools
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The Paradox of Digital Counterfeiting

5. Come Back to Club e -Luxe to Evolve
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