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Exploring how the most successful companies offer
compelling experiences for customers, resulting in a more
profitable bottom line. From now on, leading-edge
companies—whether they sell to consumers or
businesses—uwill find that the next competitive battleground
lies in staging experiences.
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just anothe_r color on your How you can step-into the
marketing palette. experience economy with a
compelling story.

BUREAU BEATRICE



-
* INTRO-




KEVIN ALDERWEIRELDT
CEQ BUREAU BEATRICE

With 18 years dedicated to innovation and
marketing, | have helped brands think and
operate outside their category by harnessing the
power of culture.

Having worked for some of the most recognizable
brands in the world, | facilitate their post-digital
transformation, allowing their product or service
to be part of daily conversations.

My work operates at the intersection of art,
entertainment and technology — directing
multidisciplinary teams who deliver distinctive
brand experiences which integrate and operate at
scale.
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THE MEASURE OF
SUCCESS

TIME WELL SPENT.

TIME WELL SAVED.
PRICE. PRICE. PRICE.

THEY SIMPLY DON'T CARE.
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SHARES OF PUMA ARE UP 30% OVER THE
PAST YEAR, COMPARED WITH 7% FOR
ADIDAS AND 8% FOR NIKE,

DUE TO STRATEGIC PARTNERSHIPS
GARNERING BRAND LOVE AND LOYALTY.

SOURCE:


http://forbes.com
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he announcement of the hotel comes after a series of hospitality and expsriential spaces projects from the brand.

TRAVEL

The First Louis Vuitton Hotel Is Coming to
s Paris—And the Views Will Be Stunning

By Katherine McLaughlin

A Louis Vuitton hotel just makes sense. For some time now, the company, known for ren

crafting ber-luxurious goods with impeccable design, has been slowly extending its

storied brand from physical products to physical spaces. In early November, the company
N by esnplus.com

announced plans for LV Dream, a one-year and pop-up-like experiential space, which

would include an exhibition highlighting various collaborations with artists,  café, a gift

shop, and a chocolate shop. Even before LV Dream, the iconic brand had already begun

dabbling in the hospitality world with pop-up restaurants in Seoul, South Korea, and

Saint-Tropez, France. So naturally, when Louis Vuitton wanted to take these endeavors to

the next level, a hotel was a perfect fit
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* Cocktall
* Fabulous booth
* Chocolade deserts

* Discovery Room
* Brand ambassadors

EDUCATIONA

PASSIVE
ENVOLVMENT e

ACTIVE
puratos ENVOLVMENT

* Sensorial Immersion Room
* Immersive virtual reality
* Scent machine

¢ Cacao trace Design
¢ Staff & Personnel

IMMERSION
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ﬁIGGEQEST STORY COMMANDMENT

MAKE ME CARE.

PLEASE, EMOTIONALLY, INTELLECTUALLY, A

JUST MAKE ME CAR

UREAU BEATRIC




y LB
~ BARW
== ' -9 ez - = inl
. hl"-‘-'.ﬂl &t «as s8R %
i n v an -

“N Ve \ : o pr

Ll B . a ; . S W (NS
— indi ) N TR

H W -

|| NG -

e




#07

THE
EOGRERTEN CE

BUREAU BEATRICE



#07

THE
ACTTENTION

BUREAU BEATRICE



#07




#07

THE

FLONAYAN

BUREAU BEATRICE



NEOA

THE
7 LAWS
OF EXPERIENCES

#401
02
#03
#2041
405
00
=07

PURPOSE FIRST
BELIEVE IN THE X
GOALLIN

GO BEYOND
ENGAGE THE SENSES
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IN THIS SPACE, LET US NOT FORGET

THAT ALL MARKETING IS UNWANTED.

SO IF WE ARE TO CRASH THE PARTY ANYHOW,
LET US AT LEAST BRING WITH US CHAMPAGNE.

THANK

-YOU
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