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By MICKEY ALAM KHAN

NEW YORK Personal perspectives give luxury leaders insights into how the industry will change as technology
disrupts traditional business models and indulgences become more personal and emotional.

During the "Women in Luxury 2019: Empowered Affluence" conference on May 9, executives from different luxury
sectors gave predictions on how luxury will evolve as experiences and personalization grow in importance. The
panelists also spoke about how their life experiences and mentors have shaped different stages of their careers.

"The consumer has to be at the forefront of everything, and humanity has to be at the forefront of everything," said
Marigay McKee, founder of MM Luxe Consulting and managing partner of Fernbrook Convergence Fund, New York.

Women in Luxury 2019 was produced by Luxury Daily, with venue sponsor UBS

Career development
All of the women on the panel, which was moderated by Quintessentially CEO Annastasia Seebohm, followed
unusual paths into the luxury industry.

Both Ms. McKee and the Ritz-Carlton's Lisa Holladay have backgrounds in education. Ms. Holladay also attended
graduate school with the intention of studying Shakespeare, before landing a marketing job at Mercedes-Benz.

From left to right, Lisa Holladay, Marigay McKee and Amina Belouizdad. Photo by Alice Young for Luxury Daily

"I really loved this idea of creating this story behind the brand and how you bring the brand to life," Ms. Holladay
said.

Today, Ms. Holladay is the vice president and global brand leader of The Ritz-Carlton, St. Regis Hotels & Resorts,
Ritz-Carlton Reserve and Bulgari Hotels & Resorts. She transitioned from the automotive sector to hospitality when
she realized her personal interests better aligned to that field.

Ms. McKee was working as a teacher when she was hired as part of the education department at Este Lauder
Companies' Clinique. Her career evolved from education to public relations followed by sales, and she now works
as a consultant and investor.
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Fellow entrepreneur Amina Belouizdad, chief commercial officer at The Private Suite, previously worked in
nonprofits and private equity before finding career fulfillment getting new business off the ground.

Professional relationships have also shaped each woman's career.

More affluents are viewing time as a luxury resource. Image credit: St. Regis

Ms. Holladay explained that although she enjoys working with more women in the hospitality space compared to the
automotive industry, her most important mentors at Marriott International have been three men.

Through her work through Fernbook, Ms. McKee only invests in companies whose leaders have qualities such as
humility, humor and honesty.

Luxury trends
Looking towards the future of luxury in their different sectors, the panelists agreed that privacy and personalization
will continue to shape the relationships between brands and consumers.

"The concept of privacy is a big opportunity for startups," Ms. McKee said. "How do you weave privacy into luxury?"

Ms. Belouizdad explained that Private Suite was incubated through a security firm that recognized a need to better
protect the privacy of clients while traveling through airports.

With high-end experiences growing at an exponential rate, many experts are questioning if private isolation is the
next element of luxury.

Anonymity is important to the segment of high-net-worth individuals of today, who are opting for amenities that
eliminate the ability for others to track them. These consumers are opting for more and more privacy measures,
adding expense while traveling and even hiring executive protection (see story).

Saving time is also an important part of luxury, as today's affluents want to spend their time how they wish.

Consumers favor convenient services, such as online shopping, as a way to save time, but experiences are not
always up to par in digital environments.

For instance, while Chanel is among the most searched brands on Amazon, the shopping experience on the
ecommerce site is not a true luxury experience.

Unlike Amazon, Chinese counterparts Alibaba and JD.com have introduced specific luxury platforms to better reach
luxury brands and consumers alike.

For example, Alibaba launched Luxury Pavilion, its  invite-only platform designed explicitly and exclusively for
luxury brands, in 2017. Burberry, Hugo Boss, La Mer, Maserati, Guerlain and Zenith were among the first brands on
the site (see story).

"Luxury is contextual," Private Suite's Ms. Belouizdad said.
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