
Agenda Inc.
Belief strategy for luxury brands

"Agenda Inc delivers a wealth of original and highly challenging
strategic thinking. !ey know and understand luxury like no
other agency. " -- Louis Vuitton Mo‘ t Hennessy

ÒAgenda Inc. is enough to make Naomi Klein choke on her
Fairtrade mochaccinoÉÓ -- !e London Times

ÒAgenda Inc. is de"nitely on to something here.Ó -- MSNBC

ÒAgenda Inc. delivers a creative mix of qualitative research and
MTV-style entertainment to luxury brands.Ó -- Research
World

ÒAgenda Inc. is a company youÕve probably never heard of.Ó --
!e Motley Fool
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Agenda Inc.

Agenda Inc. is an insight and thought-leadership partner for luxury brands; and for other
businesses that seek to create loyalty among a" uent and high-net-worth consumers.

Our goal is to help our clients and their consumers to believe in, and to evangelize, luxury
products and services.

Our two main areas of activity are Research & Consulting, and Ideation & Innovation.
All of our methodologies are tailored to client needs. We are a small agency with big
clients.

Adobe & Anheuser-Busch
Cadillac & Cisco Systems & Coty Prestige
Diageo & Dior & Dom PŽrignon
Ecko Unlimited & EstŽe Lauder
Faith Popcorn
Harrods & Hewlett-Packard
Juicy Couture
Karl Lagerfeld & Krug
Lexus & Louis Vuitton Mo‘ t Hennessy
Mini Cooper & Motorola & MTV
PepsiCo
Sean John & Sony
Unilever
Viacom & Visa & Vivienne Westwood
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Agenda Inc.

Belief Strategy

HereÕs the thingÉ

!e luxury category - in its present form - is coming to an end. History is not destiny; and
strategies need to change.

Agenda Inc. is a team of strategists working to create new futures for luxury brands. Our
vocation is to help luxury brands to deliver solid growth in an emerging cultural
environment which is accelerated, fragmented, and unpredictable.

We are ceaselessly working to #nd better ways to do luxury.

Our work - called belief strategy - is based on strategic account planning; but we have
tailored account planning techniques to better address the needs of of luxury brands;
speci#cally to address new opportunities for business growth.

Belief strategy is about building integrity, loyalty, and community throughout the
structure of a luxury brand; from production, through distribution, to communication.

Belief strategy is a combination of traditional marketing strategies, alternative marketing
techniques, and cultural initiatives.

WeÕre passionate. And weÕre good at what we do.
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Agenda Inc.

Our Articles of FaithÉ

One. We believe in luxury brands. In their past, in their present, and in their future.
Especially in their future.

Two. We believe that luxury brands too o$en seek reassurance in business attitudes of the
past. We believe that luxury brands need to change. We believe that they should commit
to depth & values, over hollowness and hype.

!ree. We believe that luxury brands are secular belief systems. We believe that luxury
brand managers have a responsibility to be evangelists for those belief systems.

Four. We believe that luxury brands are part of a multi-faith universe. We believe that
they don't have to behave like organized religions, but they can't a%ord to behave like
disorganized ones.

Five. We believe that products become luxury products when they contain a belief
philosophy. We believe that philosophies are better equipped than products to transcend
markets, categories and shi$ing economic circumstances.

Six. We believe that consumers of luxury brands are in search of something more
fundamental than keeping up with the Zeta-Joneses. We believe they are in search of
meaning, and that they want to be part of something more profound.
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Agenda Inc.

Our Articles of FaithÉ

Seven. We believe that luxury is a social construct; the meaning of which constantly
evolves. We believe that luxury brands need constantly to reinterpret the culture in which
they operate.

Eight. We believe that luxury is rarity. We believe that innovation - the pursuit of new
rarity - needs to be a redoubled goal for all luxury brands.

Nine. We believe that luxury brands create a particularly painful sense of disappointment
when they fail to live up to expectations. We donÕt believe there is any excuse for this.

Ten. We donÕt believe - at Agenda Inc. - that all luxury brands will understand the
importance of belief. But, we do believe that the brands that do understand will Þnd us.
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Methodologies - Research & Consulting

- Consumer & Expert Analysis
For consumer work, we focus on consumers who have a disproportionately high in&uence
over the luxury market. We strongly believe in a documentary approach to research,
clients always bene#t from a closer - more visual - relationship  with the consumers that
sponsor their survival. Our main methodology is ethnography which takes us deeper into
the lives of consumers; as well as IDIs, intercepts, and other proprietary forms of
consumer contact.

For immediate expert input, Agenda Inc. has an alliance of global experts who deliver
deliver information from key luxury markets; Paris, London, Moscow, Los Angeles, New
York, Tokyo, Shanghai, Sao Paolo, & Dubai. !ese partners allow us to access real-time
information on the luxury marketplace. !ey are drawn from all categories of luxury
goods and services. We also rely on speci#cally recruited niche experts where necessary.

- Cultural Analysis
Luxury brands need to create a point of view on the cultural environment in which they
operate; one which respects the brand history, but which may need to be reinterpreted in
a faster marketplace, among new consumers, or against a shi$ing competitive set. We
work with clients to leverage the cultural context for business growth.

For example, hip-hop has taught luxury brands more about themselves in the last #ve
years than many had learned for themselves in the previous 50. We work directly with
brands to help them understand - and negotiate - such emerging environments.
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Methodologies - Research & Consulting

- Belief Audit
!e world Õs religions and cults demonstrate a powerful template for best practices in
identity, loyalty, and community. A belief audit is a proprietary tool which maps ideas
from ritual, symbolism, myth and community from organized religions, and from more
esoteric belief systems. We then apply them to luxury business strategy.

- Heritage Positioning
Over the last decade, the focus of luxury strategy for some brands has shi$ed from
leveraging heritage to a more uneven relationship with their past. In addition, the
previously shared knowledge of brand heritage is being lost to a faster turnover of
marketing teams, and to accelerated deadlines. Our heritage audits create a platform of
heritage which restores competitive advantage.

- Competitive Analysis
Luxury brands o$en look to immediate competitors and to immediate categories for
innovation cues. We believe that this limits potential for development. We help clients to
incorporate ideas that originate outside the immediate category if those are the ones that
will best secure genuine growth.

- Execution Strategy / Guerrilla Luxury
A big focus for our consulting work is to help luxury brands become more interactive (not
necessarily more digital), more real-time. Guerrilla marketing and luxury marketing are
not mutually exclusive. In collaboration with our visual execution partners, we have
developed a tactics for guerrilla execution which are uniquely tailored to luxury brands.
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Methodologies - Ideation & Innovation

- Executive Brie#ng
One of our most-used services is our executive brie#ng program; which delivers up-to-the-
minute information in highly edited form for C-level luxury executives. !is service also
extends to speechwriting, and presentation preparations for executive forums.

!is service is also used by advertising agencies who need an input of strategic planning,
particularly around pitches for new business.

- Luxury Talent Initiative
We believe that for luxury brands to survive, they need skills and talents currently being
deployed outside the luxury industry, and outside the traditional agency world.

Our luxury talent initiative re-energizes luxury brands with an injection of new talent
(such as designers, agencies, producers, stylists, copywriters etc.), who represent either
emerging talent, or talent currently working outside traditional luxury limits. It is an on-
going open-call to people who feel that they have talent that can be used in the luxury
industry.

Each quarter, we select a dozen or so people, and package their skills into a free PDF
report which we then share with leading luxury brands. We then make appropriate
introductions as necessary.

!e Luxury Talent Initiative is a collaboration between Agenda Inc. and m-O, a Paris-
based recruitment consultancy specialist in fashion, luxury, retail and media sectors.
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Methodologies - Other

- Innovation Workshops
Our workshops are the best way to create new ideas and to rapidly deploy them. Typically,
these are arranged with key stakeholders, and a mix of category experts and other relevant
innovators and strategists. Our format was developed over years of sitting in on
workshops that felt too busy but not creative enough, and without clear strategic output.

Many of our workshops are conducted on location. We have &own a design team to Brazil
for a 3 day intensive cultural immersion in design culture. We created a faith-based tour
of sacred locations in New York and Tokyo to gain new retail and service insightsÉ We
reconnected an executive team to their consumers via a surprisingly immersive weekend at
Spring Break in Florida É

- Live Feed
Our Live Feed system is a proprietary rolling news service of strategic information and
breaking trends delivered to clients via a secure intranet feed. !e aim is to deliver pulses
of new ideas in real-time.

We then conduct workshops to turn the information into actionable insights.

!is service is available in monthly packages, and tailored to the speci#c priorities of
clients. It was developed to be a solution to a research environment with too much
information and not enough insight.
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Join Us

- Agenda Inc. Blog
!e Agenda Inc. blog charts the emergence of new ideas around luxury; it is aimed at
those who believe that in order to survive luxury strategies must change.

It includes the exclusive publication of Overheard At Fashion week, our project in
collaboration with haute couture and pr•t-ˆ-porter designers in Paris, Milan, New York
and London to publish music soundtrack lists from fashion weeks around the world.

!e blog was also the home of American Brandstand, our research project charting the
rise of the connection between hip-hop culture and luxury brands.

Visit the blog - agendainc.com/blog

- Newsletter / Digest
Sign up to monthly digests by sending an email - monthly@agendainc.com

- Agenda Inc. on Facebook
Our Facebook page includes company updates, as well as recruitment, collaboration and
project opportunities. Join us - tinyurl.com/agendainc

- Twitter
Follow developments in real-time - twitter.com/agendainc
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Services - Full List

Alternative Research
Business Development
Conference Speaking
Cultural Research
Ethnography
Event Production
Guerrilla Execution
Ideation & Workshops
Innovation
Media Strategy
Naming Strategy
New Product Development
Packaging
Qualitative Research
Quantitative Research
Recruitment Consulting
Social Networking Strategy
Talent Initiative
Trend Work
Video & Multimedia Production
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Reaction

"Agenda Inc delivers a wealth of original and highly challenging strategic thinking. It's rare to
"nd an agency that excels at developing exciting and innovative ways to decode consumer
motivations, and which also has a talent for business-focused, action-oriented brand thinking.
!ey know and understand luxury like no other agency. A great asset." -- Mark Whiting,
Director, Marketing intelligence, Louis Vuitton Moet Hennessy

ÒAgenda Inc. fuels us with incredible marketplace and trend insight.Ó -- Gabrey
Means, President, Grow Marketing

ÒAgenda Inc. is insightful, nuanced and creative. !ey get it.Ó -- Alex WipperfŸrth, Plan B
Marketing / Dial House

ÒAgenda Inc. provides an invaluable service: strategic marketplace insight... mission-critical
information and brand-oriented business perspective, professionally, clearly, fast.Ó --Steven
Overman, Director of Innovation, Jack Morton Worldwide

ÒAgenda Inc. could not be more creative and resourceful.Ó -- Pam Scott, President, !e
Curious Company

ÒAgenda Inc.Õs analysis is acute and insightful, demonstrating a subtle understanding of the
di#erences between esoteric audience groups. !eir "ndings have been embraced throughout
the clientÕs company, up to the level of CEO.Ó -- Colin Mitchell, Senior Partner, Ogilvy &
Mather
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Client Case Studies

Belvedere Vodka
To better dominate the highly competitive vodka category, Belvedere Vodka needed new
insights to accelerate its connection to its core target. Our insights were leveraged into a
series of new product development and viral execution tactics. Agenda Inc also
collaborated in the development of Belvedere IX.

Cadillac
In partnership with !e Curious Company, we conducted a series of ethnographies to
better understand the lives of luxury car owners. !e deliverables in&uenced consumer &
communications strategy & execution.

Dior / LVMH
Dior and other LVMH brands were seeking to understand untapped potential in 24/7
global youth culture.

We originated an ethnographic-based insight program in the USA & Japan to deliver new
opportunities for business growth.

Dom PŽrignon
!is legendary champagne brand was looking for a brand-appropriate way to refresh its
iconic appeal across a global network of a"uent consumers. Agenda Inc conducted
consumer and cultural analysis in London, Paris, New York, Los Angeles, Tokyo &
Shanghai; delivered a new creative platform, a new consumer segmentation, distribution
innovation and an updated positioning platform.
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Client Case Studies

Faith Popcorn
We have been working with Faith PopcornÕs Brain Reserve Team for six years, supporting
their trend department and conducting consumer strategy projects for a range of blue
chip Fortune 500 clients.

Hennessy Cognac
Using a full range of ethnographic and analytical tools, we have been working with the
brand teams for over #ve years to help them explore appropriate and innovative strategies.

A signi#cant amount of our work has been to deliver emerging opportunities in its fast-
evolving global consumer base; particularly around its emerging hip-hop and pop culture
pro#le.

Our insights have been translated into new product development, communications,
packaging, naming and positioning strategy throughout the Hennessy portfolio. Recently,
we have also worked on innovation in CSR, and Web 2.0 projects.

Karl Lagerfeld
We worked alongside the marketing team of one of Karl LagerfeldÕs &agship brands to
develop insights around the relationship between Karl Lagerfeld the icon and the
Lagerfeld brand portfolio. !e insights were developed into a series of strategic
presentations to global sales teams.
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Client Case Studies

Krug
!is discrete champagne brand wanted to evolve its brand positioning in a way which
would guarantee visibility, sales growth, while maintaining the brandÕs integrity and
distinctive positioning. We conducted a communication audit and strategic interviews in
Japan and the USA to edit the new positioning, and develop new communications
platforms.

We have also collaborated with Krug on celebrity liaison work for private clients.

Lexus
In an increasingly competitive luxury automotive category, Lexus needed to optimize
their marketing strategy throughout all stages of the purchase process. Our consumer
work and insights allowed the brand to rebalance its marketing initiatives to better align
with expectations and needs of consumers.

LVMH Louis Vuitton Mo‘t Hennessy
We have conducted projects with various brands from the LVMH portfolio. Including;
Mergers &  Acquisitions / New Product Development - Opportunity audits on the viability
of a major acquisition to the LVMH portfolio; and also on new product development
opportunities.
Comparative Luxury - Segmentation audits to pro#le emerging luxury consumer targets.
Web 2.0 and Emerging Strategy - Consultation to internal I.T departments on social
networking strategy; as well as viral and guerrilla tactics.
Innovation - Various classi#ed initiatives around brand and product innovation.
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Client Case Studies

Mini Cooper
As part of the global relaunch of the Mini Cooper brand, Agenda Inc helped the
communication team understand key cultural and lifestyle trends that would impact the
marketplace for innovation in the category.

Motorola
Motorola wanted to future-proof its 5 year vision for new products and services by
incorporating emergingglobal  youth trends. Agenda Inc co-ordinated a series of
consumer contact sessions in Berlin, Chicago, S‹o Paolo, & Shanghai to help tailor launch
strategies to marketplace conditions.

Sean John
We worked with the internal marketing team at Sean John to evolve the brand portfolio;
and to incorporate cultural trends.

Vivienne Westwood
Agenda Inc was brought into the Vivienne Westwood perfume account at Coty Prestige
to make recommendations on an evolution of the portfolio, and in particular to align the
perfume house with other innovations at the Vivienne Westwood business.

Further details on request.
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Associates & Partners

Lucian James, Founder

Lucian was trained as an advertising copywriter in London before working for 10 years as
a producer developing TV & multimedia formats in London & Los Angeles; working
with clients that included BBC, Lionsgate Films, Showtime & HBO.

His TV production work included 4 years as Head of Development at the award-winning
World of Wonder Productions in Los Angeles, described by Camille Paglia as Òone of the
most creative ateliers at work todayÓ.

In 2002, he expanded his multimedia consulting work to include cultural and strategic
marketing for corporate brands, and founded Agenda Inc.

Since 2005, Agenda Inc has focused speci#cally on emerging strategies for luxury brands.

Lucian has an MA Honors Degree in Modern Languages from Oxford University;
specializing in French Literature. He lives between Paris & New York.

Global Associates

Action Impact (Dubai), Box 1824 (Sao Paolo), Dialogue (Los Angeles), Grow Marketing
(San Francisco), Jigsaw (Shanghai), Lux Research (Tokyo), m-O (Paris), RC Horowitz
Recruiting (New York), Tribeca (Paris), Wang & Associates (Shanghai), Witness (San
Francisco)
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Contact

Agenda Inc. (Europe)

Agenda Inc.
10 Place Vend™me
75001 Paris
FRANCE

Phone +331 53 45 54 68

Agenda Inc. (USA)

Agenda Inc.
50 California Street, Ste 1500
San Francisco, CA 94111
USA

Phone +1 415 277 5978

Agenda Inc.
11 Penn Plaza, 5th Floor
New York, NY 10001
USA

Email - inbox@agendainc.com


