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2019 Korean Wealth Report
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Forbes

Billionaires

Innovation Leadership Money Business Small Business Lifestyle
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Dreaming Up A World — How
Luxury Brands Create Desire

European School of Management and Technology - Berlin Contributor ©

Tucation on leaders wd analytics.

By Hannes Gurzki, program director at ESMT Berlin and an expert

for branding, marketing, sales, strategy, and lwury

There is no luxury that comes cheap. But is the price really what
makes a product valuable? You could argue that “if you can’t afford
this, then it is a luxury.” But that’s not so much a statement about the
object or its value as it is about the person who is buying it. Will it
work to simply put a million-dollar price tag on a product to master
the art of creating a luxury brand? Unlikely. What you need to master

first is creating desire for something extraordinary.

How Luxury Brands Create Desire/



