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. rel The PR Wire is an initiative by the students
Pg 2 of the Public Relations batch at the
3 3 | | ' Symbiosis  Center of Media and
Pg 4 Communications. This edition of PR Wire
4. . | Pg 6 brings you all things luxury, from clothes,
- _ - bags, and make-up to flying. From the most
Pg 7 exclusive brands to the latest fashion
6. collections, we have curated the ultimate
ouide for those who appreciate the finer
8.9 things in life. However, luxury is not just
#: ' £g 11 about material possessions. It is about
8. experiencing life to the fullest, and we
Pg 12 bring you stories of people doing just that;
9. | we highlight the individuals shaping the

Pg 13 world of luxury!
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Experiences are the New Currency in Luxuryl  wire

- Shivangi Dasgupta
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Inset: Louis Vuitton x League of Legends
Source: Louis Vuitton

Inset: Dior Pop-Up Cafe in Paris
Source: Vogue France
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Beyond the Canvas: The
Many Ways Luxury and
Artinterseet

Here are some facts about
the PR Industry in India:

1. In India, the PR market is thought to be valued
more than INR 2.000 crore, or over $300 million, and
is projected to expand at a CAGR of 18% over the

coming years.

2. According to a 2020 poll by the Public Relations
Society of India, women make up approximately 70%
of the workforce in the Indian public relations

sector.

3. In order to promote government projects and
policies through effective public relations
campaigns, the Indian government established the
Bureau of Outreach and Communication in
December 2017.

4. One of the biggest clients for PR firms in the
nation is the Indian government. PR agencies are
used to handle public relations for the government
and to foster favourable perceptions of its

programmes.

5. The PR sector in India is renowned throughout
the world for its originality and ingenuity.
International honours for Indian public relations

efforts have included Cannes Lions and PR Week

Inset: Louis Vuitton x Urs Fischer Awards.
Source: Her World Singapore
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Viral Publi¢ Relations Campaigns in the Luxury

Eashion Industry

- Abhigyan Chakravorty

Inset: Beyoncé in Balmain
Source: Refinery29
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Brand Spotlight: Fiftany X Nike

- " B w
iiiii
llllll
!!!!!!
lllllll
lllllll
llllllll
iiiiiiiii
lllllllll
iiiiiiiiii
llllllll
lllllllll
lllllllll
llllllllll
llllllllll
llllllllll
llllllllll
iiiiiiiiiii
llllllllll
iiiiiiiiiiii
iiiiiiiiiiiii
iiiiiiiiiiii
lllllllllllll
llllllllllll
lllllllllllll
llllllllllll
iiiiiiiiiiii
llllllllllll
llllllllllll
lllllllllll
llllllllllll
llllllllllll

llllllllllll
llllllllllll
............

llllllllllll
lllllllllll

llllllllllll
lllllllllllll

lllllllllllll
llllllllllllllll
iiiiiiiiiiiiiiiiiiiiiiiii
llllllllllllllllllllllll
lllllllllllllllllllllllll
..........................
lllllllllllllllllllllllll
........................
lllllllllllllllllllllll
llllllllllllllllllllll
lllllllllllllllllllll
'''''''''''''''''
iiiiiiiiiiiiiiiiiii
lllllllllllllll
iiiiiiiiiiiiiiiii
llllllllllll
lllllllllllll
llllllllll
iiiiiii

PRized Possessions This 2023 !

1. The SABRE Awards - This is one of the most coveted awards in the PR industry, recognizing the best public
relations campaigns and initiatives worldwide. Previously won by luxury brands such as Louis Vuitton, Chanel, and

Hermes

2. The PRCAAwards - This is the largest and most prestigious PR awards program in the UK. In 2021, luxury brands
such as Harrods and Bentley Motors won awards in various categories, including "Best Use of Media Relations” and

"Best Influencer Campaign”.
3. The PRweek Awards - This is another major award in the PR industry, recognizing excellence in public relations

campaigns across various sectors. In 2021, Burberry won the award for "Best Use of Creativity” for its Christmas
campaign, while Cartier won the award for "Best use of Influencers” for its “Clash de Cartier” campaign.
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‘The Art of Persona

- Aastha Bhardwaj

In today's age of digital marketing, personalization has
become the cornerstone of a successful marketing
strategy, particularly for luxury brands. Personalization is
about crafting experiences that are unique to each
customer, tailoring every interaction to their individual
preferences and needs. Luxury brands have begun to use
data and technology to create personalized experiences
for their customers. This article explores the art of
personalization in luxury PR, including how luxury

orands are using data and technology to create

personalized experiences for their customers, and why it

is important for building brand loyalty.

Luxury brands have always been about providing a
superior experience to their customers. Personalization is
essential in maintaining the brand's exclusivity and
appeal. By using data and technology, luxury brands can
create distinctive experiences that feel bespoke to each
customer, while maintaining the brand's image of

exclusivity.

Personalization is essential in luxury PR because it allows
brands to create a sense of exclusivity and a feeling of
being valued, which can lead to increased brand loyalty.
When customers feel that a brand understands their
individual needs and preferences, they are more likely to
become repeat customers and to recommend the brand to

others.

Personalization also helps luxury brands to stand out in a
crowded marketplace. In today's age of digital marketing,
customers are bombarded with marketing messages at
every turn. Personalization allows luxury brands to cut
through the noise and to create experiences that feel
unique and tailored to each customer. By providing a
personalized experience, luxury brands can differentiate
themselves from their competitors and stand out in the

minds of their customers.

Data is at the heart of personalization. By collecting data
on their customers’' preferences, behaviors, and needs,
luxury brands can create experiences that feel uniquely
tailored to each customer. Data can be collected through a
variety of means, including customer surveys, purchase
history, social media engagement, and web browsing

behavior.
By analyzing this data, luxury brands can create customer

profiles that allow them to provide experiences that feel

new and different for everyone.
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For example, a luxury fashion brand could analyze a
customer's purchase history to determine their
favorite styles, colors, and designers. The brand could
then use this information to create a personalized
shopping experience, suggesting items that match the
customer’'s preferences and offering tailored styling

advice.

Luxury brands have employed various personalization
techniques using data and technology to provide
unique experiences to their customers. Some of the
major examples of this practice in recent times are
brands like Burberry and Estée Lauder are using
chatbots to provide personalized advice and assistance
to customers. For example, Burberry's chatbot

provides personalized recommendations to customers

based on their browsing and purchase history, while
Estéee Lauder's chatbot provides beauty advice and
product recommendations based on customers’ skin

type and concerns.

Other brands such as Rolls Royce and Bentley also
leave no stone unturned when it comes to providing
the best personalized experience to their customers.
Customers can select various customization options,
including colors, materials, and features, creating a
unique and personalized experience that feels bespoke

to each customer.

The art of personalization in luxury PR is about
crafting experiences that are unique and tailored to
each customer, helping to build brand loyalty and
differentiate luxury brands from their competitors.
Data and technology are key tools that luxury brands
are using to create personalized experiences, analyzing
customer data to create customer profiles and using
technologies such as AR, VR, and Al to provide unique

and tailored experiences. As luxury brands continue to

embrace personalization in their marketing strategies,
we can expect to see more innovative ways of creating

extraordinary experiences.
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How do Luxury Fragranee and Cosmetie Brands
Create Effective PR Strategies?

- Christabel D'Cunha

DRIVEN BY DESIRE

NEW

PURE COLOR ENVY

SCULPTING GLOSS

Source: Global Cosmetic News
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Vivienne Westwood and Hermeés

My Young Auntie

Alexander McQueen, Anna Sui, Balmain,
Calvin Klein, Chloe, Derek Lam, Fendi,
- Givenchy, Miu Miu, and Vera Wang

>

KCD

Guerlain, KENZO Kids, Paul Smith
Junior, Red Luxury, Camille Fournet, and
Banana Moon

_ Chopard, Cartier and Porsche

-

Helmut Lang, KENZO, Rodarte and Melissa.
Black Frame has also worked with Coach,
Dior Homme, Fossil, Jason Wu, Nordstrom,
and Roger Vivier

BLACK FRAME

Black Bananas, Elisabetta Franchi,

A SU .COM NOTSHY Cashmere, Harpers Bazaar,
PR Vogue, and Steve Madden
‘w}ﬁ% F{f,_;s . -

PR Agencies and the Luxury
rands they Vlanage
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KARLA OTTO

THE HINTON GROUP
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Relations 40.000 feetl
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- Divyana Das

Gone are the days when flying first-class was the limit of
luxury air travel. Airline companies like Etihad Airways,
Qatar Airways and Singapore Airlines, among several
others, have completely revolutionized luxury for
travelers. Today, luxury is a way of life, it is more than
just mere socio-economic privilege. Airlines especially
are partially responsible for creating this image of
luxury wherein the experiences one is part of, carry the
true essence of this term. Yet, this entire shift in cultural
perception did not take place overnight, but it was
rather a carefully curated strategic move to keep up with
the dynamism of the industry. With that said, Public
Relations is actually one of the main reasons why these
aviation giants have been able to redefine luxury for all

their consumers.

One of the key PR practices employed by luxury airlines
is creating a unique brand image. Brand image is the
perception that customers have about a particular
company or product. Luxury airlines work hard to create
a brand image that sets them apart from other airlines.
They use various strategies, including designing a
unique logo, creating an elegant and luxurious in-flight
experience, and crafting messages that communicate
their values and mission. A dgreat example of this is
Emirates Airlines, a luxury airline based in Dubai which
that is

has successfully created a brand image

synonymous with luxury and opulence.

%

Luxury airlines maintain a consistent brand image
across all touchpoints, from their website to their in-
flight experience. This ensures that customers recognize
the brand and associate it with luxury and quality. In
order to maintain this consistency Luxury airlines offer
personalized services that cater to the needs of
individual passengers. For example, Emirates Airlines

offers a chauffeur-driven car service for its first and

business-class passengers, while Qatar Airways olfers a

-

1

dine-on-demand service. Finally, luxury airlines also
use PR practices to establish and maintain good media
publicity. Creating a strong social media presence is
quintessential for these airlines because it has become
one of the main tools for communication and brand
building. A great example of this would be Etihad
Airways. With over 1.3 million followers on Instagram.
they use social media to showcase Lheir luxurious
facilities and services, post pictures and videos of their

flights, and interact with customers.

Luxury airlines often have a dedicated team of PR
professionals who work with journalists and media
outlets to promote their brand. They may pitch stories
about new routes, onboard amenities, or partnerships
with other luxury brands. Many luxury airlines also
partner with influencers or celebrities to promote
their brand on social media and sponsor high-profile
events. This can help to reach a wider audience and
create buzz around the airline, helping to associate

these aviation companies with luxury and glamour.

Luxury airlines have mastered the art of using clever
public relations tactics to elevate their brand, engage
with customers, safeguard their reputation, and
showcase their commitment to sustainability. These
PR practices help luxury airlines differentiate
themselves from other airlines and attract customers
who are willing to pay a premium for their services. In
a cutthroat industry where every inch counts, the
ability to wield powerful public relations will be

crucial to stay ahead of the pack.




2022 Luxury PRewind: b

1. Valentino - In February, American actress Zendaya was

named the face of Valentino's current campaign, in which
the Italian fashion label experimented with the metaverse
for the first time. After a drop in sales due to the pandemic,
this campaign tried to engage a new generation of
customers by putting actress Zendaya at the head of the
activation - to assist target a younger demographic.
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2. Goop x Baby2Baby - Gwyneth Paltrow's luxury
lifestyle and wellness company Goop collaborated with
non-profit group Baby2Baby in May to shed light on tax
policies that cause essential products such as diapers to
be taxed at the same rate as luxury goods in a majority of
US states.

3. Cadillac - Cadillac partnered
_ 3 with singer-composer Labrinth to
. introduce an all-new electric
= ;—_, vehicle, 'Lyriq' in July. The
: "L '‘Colours of Emotion’ campaign
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Source: Valentino

Book Review on The Luxuny

Steategy. By Jean Noel

experience behind the wheel of the
new Cadillac Lyriq.
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Influeneer Vlarketing in Luxury PR

- Souparnika Unnikrishnan

Influencer marketing has, in recent years, emerged as a
powerful tool for luxury public relations. The idea

behind influencer marketing has been to leverage the

reach and influence of social media personalities to
promote a brand or product. Luxury brands
traditionally rely on PR strategies such as media events
and product launches. Still, the rise of social media has
created avenues for them to reach new bases of

consumers and promote their products.

One of the primary advantages of influencer marketing
in luxury public relations is the ability to create more
personalised and engaging content. Influencers are
often seen as trusted sources of information and have a
loyal fan following. Recommendations made by
influencers are likely of the highest merit. Thus, by
partnering with influencers, luxury brands can create
more targeted content that resonates with their
audience on a deeper level. However, it is essential to
note that influencer marketing is not a one-size-fits-all
solution. It is crucial for luxury brands to carefully
select influencers whose values and aesthetics align
with their brand. Furthermore, for the most authentic
and effective campaigns, brands must ensure that the
influencers marketing their product are genuinely

interested in the brand and its products.

The luxury industry has already seen many successful
influencer marketing campaigns. In 2017, Dior launched
its #DiorStandsWithWomen campaign to empower
women and promote feminism. The campaign featured
diverse female influencers, including Bella Hadid, Emily
Ratajkowski, and Sasha Pivovarova. The influencers
were asked to share their thoughts on what feminism
meant to them, and the campaign was a huge success,
with millions of impressions and engagements across

social media.

Source: Louis Vuitton
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In the same year, Chanel launched its #GabrielleChanel
campaign to promote the brand’'s new Gabrielle bag. The
campaign featured a group of influencers, including
Kristen Stewart, Cara Delevingne, and Pharrell Williams,
who shared their personal stories and connections to the
brand. The campaign was a huge success, with millions of
impressions and a significant increase in sales for the
Gabrielle bag.

2017 saw a flurry of fantastic luxury campaigns because
even Guecci launched its #TFWGucci (That Feeling When
Gucci) campaign to connect with a younger, more diverse
audience. The campaign featured a group of young
influencers, including Petra Collins, Hari Nef, and A$AP
Rocky, who created memes and short videos featuring
Gucci products. The campaign was a huge success, with
millions of impressions and engagements across social
media, and it helped establish Gucci as an aspirational

and relatable brand.

Fast forward three years, and in 2020, Louis Vuitton
launched its #LVConnected campaign to promote its new
Tambour Horizon Connected Watch. The campaign
featured a group of influencers, including Jennifer
Connelly, Sophie Turner, and Justin Theroux, who shared
their personal experiences and connections to the brand.
The campaign's colossal success led to a significant
increase in sales for the Tambour Horizon Connected
Walch.

Stories of the success ol luxury influencer marketing
campaigns launched in recent years do not stop here. By
partnering with influencers who align with their brand

values and aesthetics, luxury brands can create

personalised and engaging content that resonates with
their target audience and helps to promote their
products. As social media continues to play an essential
role in the luxury industry, we can expect more brands to
turn to influencer marketing as a crucial part of their
public relations strategy to create larger consumer bases
and expand their demographic of interested and valued

customers.




Role of PR: Bringing E:

shion into the limelight

R J

of the Duxury Industry

Last yvear in 2022, Lorenzo Bertelli (Marketing Director,
Prada Group) was quoted in a Forbes article saying, "We
believe the future of our luxury brands will be defined
by the experiences we create for our customers.” Prada
and the world's most famous Luxury fashion brands
have consistently carried out this belief and vision! To
elevate fashion in the premium market, Public Relations

is essential. With the help of PR, fashion companies can
tell their story and share their message with the public,
increasing interest in and understanding of their
products.

In the highly competitive luxury fashion sector, new
labels are introduced daily. For brands to succeed, they
must differentiate themselves from their competitors
and have a strong brand identity. By creating a
consumer-friendly brand image, fashion brands can do
this with the help of PR. PR specialists collaborate with
fashion brands to create a distinctive brand voice,
message, and marketing strategies that align with the
company's values and target demographic. Credibility
and exposure to a bigger audience are provided for
fashion brands by influential fashion media websites. PR
specialists seek to engage with journalists and fashion
editors by presenting stories and providing relevant and
interesting information to their target audience. With
the help of events, partnerships, and media coverage, PR
can help fashion companies create buzz and excitement
about their products. PR professionals work with fashion
companies to plan and execute events that captivate
patron interest and excitement. Fashion companies may
collaborate with other luxury businesses to ofter
limited-edition items or collections that appeal to a

broader market.

Social media is a different tactic: PR professionals spotlight
fashion in the luxury market. In social media, how brands
engage with their audience has radically altered, opening
up new possibilities for engagement and brand recognition.
PR professionals use social media to create and curate
content that showcases the company's products, values, and
way of life. They also collaborate with celebrities and
influencers to market the company and reach a wider
audience. Beyond mere exposure and promotion, PR also
helps fashion gain prominence in the luxury market. PR
helps fashion companies build customer relationships and
amass a passionate following. Fashion firms may encourage
a sense of belonging and community by interacting with
customers in person, on social media, and at events. PR
professionals ensure customers feel noticed and respected
to build a long-lasting relationship beyond a single
transaction.

To sum up, PR is critical in elevating fashion to the top of
the luxury market. Fashion companies may communicate
their story and share their message with the public through
PR, which increases awareness of and interest in their
products. With collaborations, events, media coverage,
social media, and other avenues, PR pros can create
enthusiasm and buzz about the business, expanding their
audience and encouraging customer loyalty. PR may help
fashion firms distinguish themselves from their rivals,
develop a strong brand identity, and ultimately triumph in
the competitive luxury fashion market.
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VS the Resale Price of a Hermes Bivkin Bag '
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The Hermes Birkin bag is an iconic handbag that has
become a symbol of luxury and status. The bag was first
introduced in 1984 by the French fashion house Hermes
and has since become a highly sought-after and collectable
item. The bag has been seen in the hands of many
celebrities and is often seen as a status symbol. The legacy
of the Hermes Birkin bag is one of timeless elegance and
sophistication. It symbolises wealth and sophistication
and is often seen as a status symbol. The bag is also seen as
a symbol of quality craftsmanship, as each bag is
handmade and made of the finest materials. The legacy of
the Hermes Birkin bag is one of timeless elegance and
sophistication. It is a symbol of luxury that will continue to

be appreciated for many years.

Public relations has been instrumental in helping Hermes
Birkin become a global luxury brand. Hermes has
employed various public relations tactics to create a
positive perception of the brand and its products. This
includes celebrity endorsements, high-profile events, and
strategic partnerships. Through these tactics, Hermes has
established an exclusive and aspirational image. This has
allowed the brand to become a status symbol and attract

customers willing to pay a premium for its products.

Public relations has significantly impacted the sale and
resale of Birkin bags. Positive public relations have created
a strong brand image and a positive perception of the
brand, leading to increased sales and higher resale values.
Additionally, Hermes has developed a sense of exclusivity
and rarity around the bags, leading to higher prices on the

resale market.

The difference between a Birkin bag's retail and resale
prices can vary greatly depending on the bag's condition
the year it was made, the colour, and the size. Generally

speaking, the resale price of a Birkin bag is usually

WIRE
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higher, than the retail price, but the difference can range

from a few hundred to a few thousand dollars.

The resale value of a Birkin is more expensive than the sale
value due to the high demand for the bag and the limited
supply. Many people are willing to pay a premium for a
Birkin bag in good condition, making the resale value
higher than the sale value. Birkin retail Prices have
increased, and the scarcity has also increased due to
Hermes's signature artificial scarcity marketing technique,
so Birkin's perceived value has also widely increased. This
scarcity has created a strong demand for the bags, driving
their prices on both the primary and resale markets. In

addition, the brand carefully controls the distribution of its

bags to ensure they are only available to a select few,

further enhancing their exclusivity and prestige.

As a result, Hermes bags are often seen as a luxury
investment, with many buyers willing to pay premium
prices to own one, whether new or pre-owned. This
inevitably leads to increased demand and reduced supply,

which is how dynamic secondary market values are born. In

this way, the retail price can affect the resale Value in the
abstract; however, they are not often tied in lock-step

fashion.

Hermes uses public relations to create an image of vintage
and exclusivity by focusing on its history, heritage, and
craltsmanship. The company emphasises the traditional
techniques used to produce its luxury goods and promotes
relationships with artisans, designers, and suppliers.
Hermes also hosts exclusive events and launches limited-
edition collections to create a sense of exclusivity and
urgency among consumers. The company also has a strong
presence in the media, engaging in strategic partnerships
and collaborations with artists, celebrities, and influencers

to further enhance its image of vintage and exclusivity.
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