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  To all who worked with me and provided so many experiences – doubts and obstacles that strengthened me, compliments and partnerships that made me believe that we went the right way –, humbly and sincerely, THANK YOU!


  "In a vibrant continent of nearly 500 million people, known for its explosive economic and political climate, Ferreirinha combines past corporate experiences with the dream of an entrepreneur. He's both a helicopter pilot and a jet plane – a pretty safe bet for Latin America!”


  Anthony Ledru, Louis Vuitton Global VP


  "Working with Ferreirinha was one of the biggest learnings of my career. To this day we use the expression 'taste does not recede' as a mantra. With that phrase in mind, we strive to be better at everything we do, especially with regard to the quality of what we produce with such affection.”


  Alexandre Costa, founder and CEO of Cacau Show


  "Interacting with Ferreirinha is an apprenticeship! He is a great connoisseur of retail, translates Luxury accurately to other segments, keeps his feet on the ground and understands our entire journey and that of many dreams created here and abroad."


  Artur Grynbaum, CEO of Grupo Boticário


  "Repertoire is one of my mantras. Ferreirinha is a master in contemporary topics, pushing the audience to think about how to do business in the present times."


  Daniela Cachich, VP of Pepsico


  "Ferreirinha and his company are magical because they balance intuition and reason. He gets the best out of these two hemispheres, and his experience is fantastic. An incredible talent.”


  Roland Herlory, former CEO of Hermès Latin America – current CEO of Vilebrequin


  "The teachings of Ferreirinha and MCF masterfully reveal the Luxury market, the principles of differentiated segmentation and the road to achieve customer satisfaction."


  Andrea Carvalheira, Executive Superintendent of Bradesco Prime


  “The work of MCF Consultancy amazed me. I confess that I expected something more restricted to the Luxury market, but soon I understood the proposal to add value and generate desire for the product, regardless of its final price."


  Emerson Cação, Director of The Hershey Company


  “Collecting raw data on Luxury and Premium segments in Brazil is a major challenge. MCF Consultancy not only manages to obtain this data, but also adds pertinent insights and analysis.”


  Maria Paula Gurgel, former director of the Iguatemi Group


  “Former president of Louis Vuitton in the country and currently in charge of MCF, consultancy specialized in management of Luxury companies, Carlos Ferreirinha is considered a kind of oracle of the high-end market in Brazil.”


  Isto É Dinheiro Magazine


  “Ranked as the top specialist in the country's Luxury market, Ferreirinha is the first name on the list of consultants of foreign companies with plans to settle and expand in Brazil.”


  Época Negócios Magazine


  
    Introduction


    “Not all companies can or should be Luxury, but absolutely all can learn from Luxury's management intelligence.”

  


  During the eighteen years of MCF Consultancy, I always avoided the idea of writing a book. I never wanted to be known for a work, nor for a theoretical bias. It bothered me to think of leaving a compilation of what one should or should not do, without having had the concrete experience of how to do it. I believe in thinking and acting.


  This is because my story, therefore, the story of MCF Consultancy, is based on practical experiences. It was thinking, acting, doing, making mistakes and getting it right that I learned the possibilities of using Luxury's intelligence in a broad way.


  When I joined Louis Vuitton in 1994, I didn't even know the brand. There was no glamour in my personal life. I learned to deal with Luxury activity as a management strategy and that was my school.


  When I look back, I am very proud of the journey I started back then as a boy and that had its apex of learning at EDS (Electronic Data Systems), a great professional school in my life. Much of what I bring from managing emotional and value strategies of the intangible comes from the eight years of EDS. My “MBA” structured as Luxury management took place at Louis Vuitton.


  If today I am a reference in management, strategic consulting, lectures, courses and seminars, this did not happen overnight. At the beginning of MCF, I had real difficulties to see myself as a consultant. I did not leave Louis Vuitton to open my company – on the contrary, I would return to the market. MCF was opened to meet projects of the federal government and Abit (Brazilian Association of the Textile and Clothing Industry). Just along the way I realized there was a window of opportunity.


  When looking at the market, I met consultants who talked, talked, talked — without ever having read a budget, prepared a strategic plan, hired and fired people, developed people, carried out in practice strategic management plans. Consulting needs to be based on practice and reality, not only on the presentation of concepts and theories — which are also important, of course.


  In these eighteen years of MCF Consultancy, the first one focused on Luxury in Latin America, we have become a reference for real, grounded projects and initiatives that have generated important results for many companies and professionals. I bring successful experiences such as Atualuxo, the largest Luxury management conference in Latin America; the MBA in Luxury management from FAAP and the first Luxury course applied to management, for 16 years organized by MCF; the annual forum Pensadores do Luxo (Luxury Thinkers); the roadmap of experiences in experiences in Brazil and New York, which we call True Experiences; the first and most important research of Luxury activity; the Talks Luxo platform on social networks; the revolutionary project SCMC (Santa Catarina Moda e Cultura); many projects with Abit and the federal government, and many strategic projects and trainings in all regions of Brazil and in several countries, mainly Argentina, Chile, Colombia, Mexico, South Africa, Angola and Portugal.


  I am also very proud of the creation and conduct of Abrael (Brazilian Association of Luxury Companies), and BENTO STORE, my second entrepreneurial movement that uses much of MCF's strategic intelligence. My experiences are not a perfect story. I bring along mistakes, successes, difficulties, enormous challenges, failures in driving, and a lot of work.


  At the same time, I don't want to defend a cake recipe. I don't believe that. Business management is not an exact science, but rather a universe of decision-making based on a series of inferences.


  That is why this book exists. It does not bring the recipe — but it delivers a real possibility of reflections on paths, genuine possibilities, ways of doing. I intend it to be a mirror of what we are and practice in these eighteen years of MCF, eleven years of Abrael and six years of BENTO STORE.


  When I began to glimpse this work, I imagined that it would be published at a time when Brazil was in a deep force of expansion. But our country has a strange ability to move forward two squares on the board and then backward four.


  In 2019, the economy is under attention and surveillance. The activity of Luxury, of course, deserves observation and inspires care. At some point, however, we will be introduced to a new route of expansion and we must be ready.


  But always remembering what the scientist and professor Silvio Meira says: “It is necessary to learn how to unlearn to learn something new”, and also the comment of the writer Alvin Toffler that “the illiterates of the 21st century will not be those who cannot read and write, but those who do not know how to learn, unlearn and relearn”. It's time to live new things.


  Gathering these articles published by me in the press in recent years and some of the interviews I have given is an opportunity to analyze what we live in the MCF and share the lessons learned. So many complex problems, added to the constant goal of delivering results.


  One variable has not changed. I still feel deeply uneasy about the ability of established Luxury brands to stay at the forefront. Amid so many tech companies, startups, and a turnaround in the ranking of the most valuable companies, how do these brands stay current?


  Traditional companies such as Hermès (founded in 1837), Baccarat (1764), Veuve Clicquot (1772), Ferrari (1947) and Louis Vuitton itself (1854) remain synonymous with desired brands, presenting impressive results. If we consider the new logic of the platform economy, for example, these companies should no longer be so strong.


  But these brands have a tremendous capacity for resilience, adaptation and commitment to innovation. They are unbearably disciplined. They should be seen as a source of inspiration. And I emphasize: No one is born big. The history of all of them shows that they started as small businesses, demanding the hard, intuitive and visual work of their founders, as well as a unique ability to design the future and, years later, to enhance and professionalize their brands in large business groups.


  By understanding many of these established brands of Luxury, the difficulties of undertaking in Brazil and Latin America gain another perspective. All the big Luxury companies had difficulties. The oldest ones went through two world wars. They survived the crisis of 1929. They went through varied and troubled political moments. The current scenery needs to be seen as another obstacle to overcome.


  This book is not only intended for entrepreneurs, managers, employees, professionals in general of Luxury brands. We use the examples from this activity to learn from the intelligence of Luxury brands. How do these companies stay on top? How do they continue to be objects of desire? How do they translate contemporary codes?


  In the last eighteen years, MCF has been built on this dialog with Luxury. We have many projects with brands in this sector. But not only that. We contribute to brands and companies that want to use Luxury management tools as a differential, regardless of whether or not they are from this niche.


  It is a trajectory that I consider, indeed, victorious. And now, with the maturity necessary to serve as a reference for other professionals, executives, managers and entrepreneurs. I felt it was time to write a book. Based on real consulting projects, the articles in this work translate a story of true and genuine conduct and differentiation.


  I couldn't have chosen another title for this book. Everything I present here is based on the phrase I created and became a mantra in my professional life: “The taste does not recede". This is the essence of what I believe in and the purpose for which we work at MCF Consultancy.


  After all, when a new experience takes us up a notch, our consumption habits change. After driving an automatic car with air conditioning and power steering, no one misses the crank to open the window. After watching a movie in the Premium theater, we quickly learned to enjoy this experience. Our taste is educated by the new and enchanted by a higher level.


  This premise applies to any product or service, whether it is a laboratory, restaurant, construction, beauty, fashion or credit card operator. When we experience something that raises our standard, our habits change. And from that moment on, the taste does not recede. The transformation is irreversible.


  Luxury products and services awaken desires. They are based on the will, not the need. It is in this ability to generate desire that we must be inspired to manage any type of business.


  
    Experience and Emotion


    “Luxury consumption decision-making occurs when emotion outweighs reason.”


    1

  


  I need to tell you a secret: an entrepreneur does not win by the quality of their products or services. In competitiveness, quality is the minimum level to survive.


  Luxury brands have always known how to work this. Their products have undisputed quality. But they stand out because they have become an object of desire, a fetish. Companies in other segments are getting more aware of this strategy. There is this example of McDonald’s inviting a renowned chef to sign a sandwich.


  We're talking about experience. We're talking about emotion. The human being is not only reason and, when it comes to consuming, decisions are usually based on less tangible sensations. If we look at the case of Apple, we will see that the company makes money selling products that, thinking it over, we don't even need. But we want it, we desire it, and therefore we buy it.


  Power, history, innovation, sophistication, tradition. There is a list of codes available to package your product. Inside, the least one would expect is for it to be something of quality; an umbrella that doesn't break in the first storm, a tire that doesn't puncture as it passes through the bumpy road, a service that works. That's the basics, not the differential.


  Dialogue with the consumer needs to transcend this point. Contemporary relevance lies in desirability. It is necessary to stimulate sensations and emotional motivations. We are in the age of the non-necessity code. The supremacy of experiences. The power of emotion.


  Consumers already know what they want. The entrepreneur needs to stimulate new desires. In the contemporary world, consumers already know that a poor quality product or service means money thrown away — or worse, time thrown away. The entrepreneur needs to have the issue of quality resolved as a starting point, and stand out by the exceptional, by what goes beyond an excellent merchandise or service.


  Every day the number of people who do not buy or access a product or service only because they need something grows. The choices are guided by wills, dreams, desires, emotions. How to insert these features into the product and service offered by your company? How to deliver an enduring experience when selling a product or service?


  In this chapter, you are invited to reflect on that. After all, it is imperative to get into the game with the best tools to be successful.


  
Features of a Luxury product or service



  The Luxury segment has the constant challenge of not only surprising, but also of delighting and transforming products and services into desires and driving emotion through experience. This is the art of management that transforms the ordinary into the extraordinary. Although not all brands can be classified as Luxury, they can still utilize the concepts and principles of Luxury management to define their positioning strategy and market immersion. Assumptions that can and must be used as elements of strategic differentiation.


  It is essential to create value in products and services in order to achieve new market demands. However, the great challenge in maintaining status before an increasingly informed and demanding consumer lies in planning various initiatives, such as continuous investment in research, a commitment to excellence in the medium and long term, an obsession with details, and constant innovation. All of this to always surprise the market, and the consumer, specially.


  At MCF Consultancy, we use emotion, intangible assets, desire and all the premises of Luxury and Premium activity to present a completely different scenery of management and service provision. Understanding the codes of emotional consumption and the values that drive customer habits establishes an accurate value culture, reviews behaviors and attitudes, and facilitates the development of new skills.


  Thus, we have a metaphor that we refer to as the “Flower of Luxury.” For us, a product or service is only considered Luxury when it presents in its DNA eight attributes (petals): timelessness, inaccessibility, universality, tradition, beauty, quality, originality, and perfection.


  Timelessness is one of the main characteristics for a brand to be considered Luxury, which means that, at any time, it is seen as exceptional. Among the products and services considered eternal, we have the Rolls-Royce cars and the Hotel Ritz in Paris.


  Inaccessibility is essential for the brand to remain desirable, making the consumer want to be part of this universe of dreams. Luxury must not be available to anyone, any moment and at any time. A great example of this is Louis Vuitton's marketing strategy, which democratizes itself without becoming massified. In order not to lose its essence, the brand launches exclusive and limited models of bags in all collections, which helps to oxygenate the attribute of inaccessibility.
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