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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 Corpõs Executive  Director  & Founder  on  the  topic : : « The Digital  Luxury 
Paradox  ð 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  first revealing  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.1 channel  for  the  fight  against  
counterfeit  luxury products . She challenged  luxury 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   

- The global  trade  of  counterfeit  products  is worth  $60 billion  and  will be  $1 trillion by  
2015. Currently  11% of  all  clothing  in circulation  in the  world  is fake   

- 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  luxury 
brands  ought  to  utilize the  opportunity  presented  by  digital  media     
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The Digital Luxury Paradox  
ð 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? 

This is not the latest innovation from Ferrari. This is 

a fake motorbike, made in China  
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What  do you  see? 

This is not Michelle Obama making   a fashion  

statement . This is Michelle Obama wearing  aé  
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What  doyou  see? 

Original dress by  

Diane Von 

Furstenberg  

Knock -off dress 

by Asos  
Fake  dress 
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Question:  
How many songs are downloaded 

online illegally in less than 5 minutes!  

The Paradox of Digital Counterfeiting  

Answer:  
+694,000 

(CNET) 
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Question:  
How many people die every year as a 

result of taking fake drugs ?  

Answer:  
+700,000 
(Policy Network)  

The Paradox of Digital Counterfeiting  
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Question:  
How many care that other people are 

selling fake luxury handbags and 

accessories on eBay.Com ?  

Answer:  
Nobody  

(apart from the brands in question)  

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

The Paradox of Digital Counterfeiting  
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1. The Context  

 

2. The Problem  

 

3. The Cost  

 

4. The Scope  

 

5. The Solution  
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The Context  
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What is Luxury?  
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Creativity, Heritage, Precision, Perfection, Image  

What is Luxury?  

Appeal, Inspiration, Excellence, Dream  
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Luxury is a Dreamé 

But the Luxury industry is a Nightmareé 

sometimes  

Why? 
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The Problem  

Property of Luxe Corp, 21 rue Cambon, Paris 75001. Copying, re-production, transfer and diffusion is forbidden     



By shunning the Internet for nearly one 

decade, the Luxury Industry left an open 

field for counterfeiters to operate online  

Today, luxury brands have to pay a high 

price to drive these counterfeiters away 

from their online space  

Property of Luxe Corp, 21 rue Cambon, Paris 75001. Copying, re-production, transfer and diffusion is forbidden     



The Case of the Jimmy Choo  Bag  

The Paradox of Digital Counterfeiting  
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The Problem  
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 ôCounterfeiting is ultimately an 
infringement  of the legal rights of an 

owner of intellectual property .õ 
 

-OECD   

 

The Paradox of Digital Counterfeiting  
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        Infringement    
 

Violate  Abuse  Intrusion   Defy
 Breaking    Breach     Infraction  

Encroachment    Invasion     Disobedience  

 Contravention       Disturbance  

Interruption    Defiance Assault  

                     Attack  

The Paradox of Digital Counterfeiting  
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A counterfeit  product  refers to  a  100% copy  of  the  

original  product  made  to  deceive  consumers  into  

believing  that  it is the  genuine  product .  

 

 

 

 

 

 

The Black & The White and The Grey  

The Paradox of Digital Counterfeiting  
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A pirated  product  is a  copy  of  a  genuine  item  but  

produced  with  the  knowledge  that  the  consumer  will 

be  aware  that  the  item  is fake .  

 

 

 

 

 

The Black & White and The Grey  

iPhone 4  HiPhone 4  
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An  imitation product 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.   

 

 

 

 

 

The Black & White and The Grey  

DVF 
Asos 
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A custom -made fake product 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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An  inspired copy product 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  

Celine  River Island  
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An  virtual fake product 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  

In 2011, news circulated that Louis 
Vuitton was developing òemotion 

monitoring bagsó linked to the 

userõs heartbeat through a special 

clip and an iPhone  application. 

The application was called the 
HERM (Heart & Emotion Rate 

Monitor) and showed a design of 

the bag & application.  
 

It wasnõt a Vuitton initiative but 

that of a consumer who made a 

fake bag and fake application.  

 

 

 
 

Louis Vuitton HERM  
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Which of these are violated online?  

ALL 

Who are the culprits?  
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The culprits  
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The Cost 
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$600 billion, the size of the global trade in 

illegitimate 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 trillion, cost of counterfeiting to the global 

economy by 2015  

The Paradox of Digital Counterfeiting  
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$9 billion, the trade losses suffered by the US 

economy from copyright piracy  

750,000 American jobs lost  

û7.1 billion worth of counterfeit goods seized 

in Italy in 2009.  

$7.8 billion cost to French economy 

annually  

11% of all clothing in circulation is fake  

The Paradox of Digital Counterfeiting  
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The Scope  
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Top 10 Counterfeit Products  

1. Pharmaceuticals  

2. Electronics  

3. Clothing  

4. Leather goods  

5. Fragrance  

The Paradox of Digital Counterfeiting  

6. Computers  

7. Cigarettes  

8. Watches  

9. Jewellery   

10. Car Parts  
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Some of most copied luxury brands  

 

1. Louis Vuitton  

2. Dior 

3. Gucci  

4. Chanel  

5. Yves Saint 

Laurent  

6. Cartier  

7. Rolex  
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No. 1  Louis Vuitton  

Product  Website  Packaging  

The Paradox of Digital Counterfeiting  
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No. 1  Louis Vuitton  

Places  Packaging  Objects  
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No. 1  Louis Vuitton  

Gifts Videos  
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No. 1  Louis Vuitton  
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No. 1  Louis Vuitton  

People  People  
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The Major Origins  

 

1. Internet  

2. China  

3. Thailand  

4. Italy  

5. Turkey 

6. Morocco  

7. India  

8. Russia 

 

 

The 7 Main Retail Locations  
 

1. Internet  

2. New York City    

3. Los Angeles     

4. Marrakech     

5. Istanbul     

6. Milan, Rome, Florence   

7. South Africa    

   

 

 

The Paradox of Digital Counterfeiting  

Property of Luxe Corp, 21 rue Cambon, Paris 75001. Copying, re-production, transfer and diffusion is forbidden     



The Role of the Internet ð Ad Words search engines  

The Paradox of Digital Counterfeiting  
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The Role of the Internet ð Fake identities  
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The Solution 
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What are Luxury Brands are busy 

doing?  

The Paradox of Digital Counterfeiting  
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Another Kind of Counterfeiting?  

Yves Saint Laurent  Christian Louboutin  
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Another Kind of Counterfeiting?  

Topshop Vs Chloe  Top Shop Chloé  
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Another Kind of Counterfeiting?  

Steve Madden  
Balenciaga  
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Attacks & Lawsuits  

Brands vs Brands  

1. Christian Louboutin  and Yves Saint Laurent  

2. Chloé  vs Topshop   

3. Balenciaga vs Steve Madden  

4. Chloé  vs Kookai  
 

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 vs Vogue Paris former editor  

3. Louis Vuitton vs landlords  

The Paradox of Digital Counterfeiting  
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What should luxury brands be doing 

about Counterfeiting through 

Digital Media?  
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Fake Louboutin  shoe destruction video  

The Business of Counterfeiting Luxury  
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http://www.youtube.com/watch?v=wnz04KrBugA&feature=player_embedded


What should luxury brands be doing 

about Counterfeiting through 

Digital Media?  

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

The Paradox of Digital Counterfeiting  
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2. Create Counterfeit -themed Branded 

Content Chanel Video  
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3. Use Interactive Media to Demo How to 

Spot Fakes  
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4. Constantly Update your Web Pages & 

Digital Content  
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The Paradox of Digital Counterfeiting  

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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