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EXPERT
A Conversation with ‘Luxury Guru’, Lorre White
In an age where the term ‘luxury’ is used to describe almost anything on the high
street, The Foxley Docket calls on Lorre White, ‘The Luxury Guru’ and expert for
CNN.Money, ABC, NBC and Fox National to give her insights into what defines
‘true luxury’, wise branding and how the sector prevails through economic unrest

rom an almost humble
beginning as a Wall Street
trader, Lorre utilised her
stock market connections
to found Bullish Events, an
events marketing and planning agency
for esteemed clients such as the NFL and
American Express. She helped grow the
unassuming luxury travel business Sea Gate
Travel (formerly MacPherson) into one of
the 10 largest in the US.
In doing so, she orchestrated hundreds
of millions of dollars worth of corporate
travel for global brands, including the
league travel for the entire NBA, the NHL,
and the MLB. As if this was not enough,
Lorre was instrumental in launching the
NBA’s own airline, where she personally
escorted the United States Dream team to
events across the globe.
For the world’s most successful investor
Warren Buffet, his company Berkshire
Hathaway and their partners Marquis, she
took the reins as Global Vice President of
Sales and Marketing for the BBJ division,
where she created the wildly successful
M-Club, which, at the time, provided
access to the most expensive luxury item in
the word - the $60million, two bedroomed,
marbled bathroomed Boeing Business Jet.
After fulfilling all her goals in the private
jet industry, Lorre’s years of work in the
sector had lead to an adept understanding
of the true luxury market, which in turn led
her to creating the true luxury consulting
firm, White Light Consulting.
Now an internationally renowned luxury
analyst for a wealth of US TV channels,
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Lorre showcases her expertise to millions
of consumers through her informative
website www.LuxGuru.Typepad.com, which
has amassed an esteemed following from
many of the world’s Ultra High Net Worth
(UHNW) individuals.
* * *
TFD: What makes something a luxury; is it
price, quality, exclusivity?
LW: Luxury is the best of any art form,
and like any art, luxury is defined by its
ability to evoke an emotion - like any great
masterpiece, quality is inherent. Luxury
comes in every category. It is something
that separates itself from the others by
uniqueness and creating pleasure. Not
all luxuries have an expensive price tag,
but often the rareness, the increased
time to produce and the more expensive
components do drive price.
TFD: Why is the luxury market so strong
even in times of economic unrest?
LW: It is the middle classes that are hurt
worse in economic down turns. There are two
types of Luxury Consumers: The aspirational
and the UHNW or as I call ‘the already
arrived’. The fashion industry depends on
the first category for up to 80% of their sales.
This is why the fashion industry was hit
much harder in the global recession than the
private jet companies - which have exclusively
UHNW clients and so are not as affected by
the slowdown in the economy.
The truly wealthy can lose half of their net
worth and still be rich. If you’re worth a billion
and you lose half of it, you’re still not skipping

any meals or pulling your kids out of school to
help support the family.
In the travel world, the top of the pyramid
is owning a whole private jet, next would be
fractional ownership [1/16 is the smallest
amount legal by the Federal Aviation
Administration], The entry point for this
starts with smaller planes and smaller fractions
for people with a liquid net worth around
£30 million .
The next step down would the card-holders
that buy private time by the hours. Group
entry to this market starts at around £6 million
liquid assets [not including homes and other
non-liquid assets].
Under that, there is charter; next is
commercial Business Class and then Coach.
The further down on that chart you go the
more they will be affected by the economy as
a whole. The higher up, the more autonomous
they are, and even if having lost half their net
worth, they are still incredibly rich.
The very wealthy are also usually more
internationally divested and so they take less
of a punch. It is a paper loss to them until the
economy turns around.
TFD: In global recession, do you find that more
‘luxury’ titles are moving their standpoints
closer to more aspirational mantles?
LW: Very few people even know what
‘Class Marketing’ or ‘Luxury Marketing’ is.
The best market to go after depends on the
market needs for that specific product of
service and price point.
The mass market is most concerned
with the resource of money. Offering them
discounts and specials, like credit card
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points, clipping coupons, or travel miles
appeals to those that are willing to spend
the time and effort to figure out all the
restrictions in order to save a buck.
Money to the UHNW is a commodity
that is not scarce, and they would rather
spend their excessive dollars then waste the
limited resource of time. These are two very
different motivating factors. The UHNW
values time as their greatest luxury and
saving time vastly outweighs saving dollars.
This is part of the reason service is so
important in a luxury brand. Good service
often involves saving the customer’s time.
Luxury is one of the most misused
words in advertising. It is tossed in with
blue chip products (good quality, mass
produced, largely distributed brands) and
even erroneously used in coupon clipping
promotions. Anyone that understands
luxury marketing knows the irony of this.
Even within the luxury category there
are tiers. Coach is the very beginning of the
luxury fashion market sector and Chanel is
at the top of the established luxury brands.
Even this separation in class is unacceptable
association within the elite luxury category.
The better brand’s image is pulled down by
this association, but it would be a coup for
more budget luxury to be in comparison
with a brand with a higher brand image.
Coach is a quality product but they sell
at a lower price point and they have not
spent the years and finances establishing
the brand’s reputation and desirability.
Another example would be Tiffany,
a name that the middle class knows, but
Harry Winston or Graff, a much higher
cost point and image, would be recognised
by a wealthier demographic.
Everyone loves luxury and fashion is
a popular way for the middle classes to
sample the lifestyle. The reason is simply
that the price point allows more people
to participate. Up to 80% of the fashion
industry’s profit is derived from the
aspirational consumer. They cannot afford
a $60 million jet or a $150 million yacht,
but they can buy a designer purse, a pair
of shoes, a tie, a bottle of perfume and
other small items that allow them to feel
the luxury, and to show others that they
have achieved a certain status by wearing
designer apparel. Most of the luxury
sector eliminates these people due to price
point and thus have an exclusive UHNW
consumption.
In the luxury world you will never
be higher on the scale than when you

launch. It takes much more money up
front to reach this group. It is not like a
mass market where you can tweak things
and improve them along the way. Image is
something that is built over time and is a
collection of many actions, and the brand,
like a reputation, can be blown in just one
bad act.
The class market is not forgiving. You
cannot launch mid-level and put more
money into it later when the business
gets rolling and climb into a luxury status.
Where you debut is the highest you will
reach and you can only fall from there in
the luxury market.
There can be an Armani and then an
Armani Exchange, but it can never work
the other way around.
Mercedes built a reputation on expensive
quality cars; now they have an inexpensive
£25,000 car in there line. It could never work
in reverse where a brand known for cheap cars
could then successfully sell a £150,000 car.
Coach is a perfect example as it falls on
the low end of the luxury scale.
In the US, a woman can buy a good
quality purse for $150 to $200 range.
Coach decided they wanted to sample some
of Louis Vuitton’s success at the $1,000 to
$3,000 range. Coach invested in designers
and a whole new product line, only to fail.
For someone skilled in luxury marketing,
the reason is obvious: What woman is
going to spend $3,000 on a purse that
when anyone looks at it see a $200 purse
because of the brand’s image? Coach sells
frequently in outlet stores, so their products
are often available at sale prices. You will
not find a sale on LV purses.
True luxury brands, managed by skilled
class marketers, know that you never put
your products on sale. The hundred thousand
you save would be offset by the hundreds
of millions lost in brand image. It can be
irreparable damage. A sale tells clients that
it was overpriced to begin with.
Remember, in luxury, you can maintain,
but the only directional change you can
take is to fall. It never pays to play with
branding in the elite market. Brands must
be vigilant in the protection of their name.
Blue chip products are the best of the mass
market, but luxury items are in a category
to themselves. Any true luxury marketer
understands the difference between blue
chip and luxury. How a product or service
is marketed will often determine how the
consumer perceives which category that
it falls within. This is why there will be

long-term brand damage by the lowering
of standards to meet a mass market price
point. So short-term financial gain must be
weighed against long term brand damage.
TFD: Since you first began your career over
20 years ago, has luxury changed?
LW: Luxury has not changed but the
way it is perceived has. The 1980s’ excessive
decadence, disrespectful wastefulness of
resources and gaudy gluttony is gone. It is
now an enlightened approach to living. It
was often divisive and used to separate or
discriminate against people. Luxury is not
just about amassing quantity in life, it is
about living life to the fullest. It is anything
we do above simple survival, it is what
brings comfort, enjoyment and creates the
life memories.
Luxury is for everyone. The fastest
growing luxury segment is the one that
supplies an emotional component. Luxury
supplies a very special opportunity to
experience something new. It is often
educational and can be shared with friends
and loved ones. There is no room for the
snob in luxury; indeed, by definition this is
not a luxurious attitude.
In the 80s when there was so much new
tacky wealth, people would drink a $2,000
bottle of wine because of the price. Now
they drink it because they understand the
under lying value that gives it that price tag.
Through my media work, I help educate
people on the art of luxury so that they can
better appreciate it.
TFD: As the mass media is dominated with
more ‘money saving’ tips for aspirational
people over UHNW, how do you ensure you
keep up to date and relevant to your market?
LW: It is a very small world at the top of the
pyramid. If a brand is elite, they know who I
am, and they make sure to keep me informed,
as they know in turn I keep their potential new
clients educated. As one sales clerk who works
on commission for a high price point item told
me, “I will mention your name, if the customer
knows who you are, they can probably afford
to buy, if they don’t they are probably just
curious”. I read massive amounts of luxury
data daily as a luxury marketing consultant.
By the time it becomes a book that is suited
for the general population - it is pretty much
old news by the industry standard.
Lorre White, ‘The Luxury Guru’
www.LuxGuru.Typepad.com
Twitter: @Lorre
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