NEWS RELEASES & BRIEFING NOTES

SUPPORTING THE GROWTH OF THE LUXURY SECTORIN SOUTHERN AFRICA



NEWS RELEASES & BRIEFING NOTES

1. An introduction to the Southern Africa Luxury Association (“SALA”)

1.1 SALA Launch

1.2 SALA Charter

1.3  SALA Research

1.4 SALA Briefing

1.5  SALA Membership

1.6 SALA Founder Members

2. SALA Benefactors

2.1 One&Only, Cape Town

2.2 Hyatt Regency, Johannesburg
2.3 Business Day’s Wanted magazine
2.4 Moet & Chandon (RGBC)

2.5  The Idiom Collection

2.6 Gavin Rajah Concept

3. The SALA Team

3.1  Luxury Branding

3.2 Biography — Piers Schmidt, CEO

3.3 Biography — Silvana Bottega, Operations Director
3.4 Biography — Matt Morley, Commercial Director

3.5  Biography — Gemma Burdett, Membership Secretary

4. Digital files on DVD

4.1  Digital news releases and briefing notes

4.2 “One&Only — The Evolution of a Brand” presentation
4.3  SALA logo

4.4 Benefactor logos

SUPPORTING THE GROWTH OF THE LUXURY SECTORIN SOUTHERN AFRICA



1.1 SALA Launch

1.2 SALA Charter

1.8 SALA Research

1.4 SALA Briefing

1.5 SALA Membership

1.6 SALA Founder Members

AN INTRODUCGTION TO SALA

SUPPORTING THE GROWTH OF THE LUXURY SECTORIN SOUTHERN AFRICA



1.1 NEWS RELEASE: SALA LAUNCH
AN INTRODUCTION
1O saLA  Unwveiling the Southern Africa Luxury Association

17 June, 2009 — Cape Town

for immediate release

On 17 June 2009, at the One&Only, Cape Town, in the presence of some of
South Africa’s leading luxury and lifestyle brands, the Southern Africa Luxury
Association (“SALA”) was officially launched.

SALA is a non-profit Association dedicated to supporting the growth of the

luxury and premium lifestyle sectors in Southern Africa.

Internationally, associations like Walpole (UK), Altagamma (Italy) and

Comité Colbert (France) provide a forum in which the organisations, brands and
individuals that serve the luxury and lifestyle industries can congregate, network
and develop business together. To date, however, there has been little formal

collaboration within the sector in Southern Africa.

Piers Schmidt, the SALA CEO said: “Whilst South Africa hosts a natural
heritage of diamonds, ore and raw materials and consequently was the birthplace
of some of the world’s leaders in luxury, as yet there is little being done within the
region to strengthen the luxury sector either in terms of research and education

or, at a more community-based level, to facilitate networking and collaboration.”

Schmidt, who is also Chairman of Luxury Branding, the international consulting
firm that is one of the driving forces behind SALA, continued: “Investors and
luxury conglomerates have recently focused on the growth potential stemming
from emerging markets, and yet we believe that South Africa is an often neglected
territory due to its nascency and relatively small size. However, in the medium to
long term, South Africa’s burgeoning middle class, its natural resources and
abundance of design and craft-based talent will, we believe, ensure its increasing
significance as both a producer and a consumer of luxury goods and services.

The future of the luxury sector here seems propitious.”

Following Piers Schmidt’s launch speech, Gérard Sintes, General Manager of the
One&Only, Cape Town, spoke about the challenges of staging a truly luxurious

service experience in the region.

The evening concluded with a special, paired tasting between four wines from the
Idiom Collection and assiettes from the hotel’s maze restaurant by Gordon Ramsay.
This exclusive presentation was introduced by Alberto Bottega of Bottega Family
Wines and Kent Scheermeyer, Food & Beverage Director of the hotel.
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1.2 BREFNG NOTE: SALA CHARTER

AN INTRODUCTION

TO SALA  Building a foundation for the future of Luxury in Southern Africa

STATEMENT OF PURPOSE

The Southern Africa Luxury Association (“SALA”), has been constituted to help
establish a solid foundation for the luxury and premium lifestyle industries in

South Africa and its neighbouring States.

It is the belief of the Association’s creators and founders that in order to ensure
a sustainable economic future for the luxury brand landscape in South Africa,
the industry’s stakeholders must begin to collaborate for mutual benefit and to act

collectively to strengthen the sector as a whole.

It is SALA’s aim to encourage interaction, to provide industry insight, to foment
debate, facilitate networking and to foster collaboration between members,

all of which will inspire product and service improvements across industries.

Our objective is to support the growth of established, international luxury brands
as well as to develop the product quality and raise the brand awareness of younger,

local luxury enterprises.

THE FOUR PILLARS

There are four pillars that support the purpose of the Association.

Pillar 1: Engage

We will promote networking, affiliation and partnership between members.
Members will engage with each other and salient sector issues by being invited to
private networking breakfasts and dinners as well as participating in a series of
quarterly SALA Briefings. These research-based gatherings will enable members to
discover and debate the topical challenges facing luxury and premium lifestyle

brands in the region today.

Pillar 2: Inform
We will create and maintain physical and virtual forums for the exchange of

insights, knowledge and news between members.

Each year, SALA will commission a major piece of research to provide robust,
proprietary data and yield fresh insights to its members. The themes that emerge
from each study will provide the basis of the Association’s Briefing series and will

inform its annual programme of projects and initiatives.
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1.2

AN INTRODUCTION  Pilar 3: Educate
TO SALA ™ We will build relationships with graduate school programmes to empower and
strengthen talented individuals working in luxury and to accelerate development

of the sector’s next generation of brand leaders.

Pillar 4: Support
We will make a dynamic contribution to the development of sustainable community

projects in Africa by supporting existing causes espoused by luxury brands, through
the SALA Luxury Brand Accelerator and an annual gala dinner.

MEMBER'S PLEDGE

To mark their commitment to the luxury and premium lifestyle industries of

Southern Africa, the Association’s members pledge to:-

—  Share best practices

—  Seek opportunities for cooperative initiatives and ventures

—  Deepen knowledge and understanding of salient market factors

= Raise collective brand awareness with a core group of opinion formers

and HNWIs

IN SOUTHERN AFRICA
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1.8 NEWS RELEASE: SALA RESEARCH

AN INTRODUCTION . .
to saLa Informing and setting the development agenda

17 June, 2009 — Cape Town

Jfor immediate release

At this evening’s launch of the Southern Africa Luxury Association (“SALA”),
held under the kind auspices of the One&Only, Cape Town, Piers Schmidt,
the Association CEO, announced a major research programme (SALA Research)
that will be undertaken on behalf of SALA on an annual basis.

The objective of the SALA Research is to raise not only the levels of data but the
quality of insights available to inform and set a relevant and realistic development

agenda for the luxury and lifestyle sectors in South Africa and neighbouring States.

Each year, a proprictary research study will be commissioned by SALA.

This bespoke investigation will enable the Association to gather, interpret and
share existing knowledge and best practices by questioning the leaders of and
major stakeholders in the enterprises, both large and small, that populate

Southern Africa’s emerging luxury sector.

2009 STUDY
PROVISIONAL TITLE: “FACETS OF LUXURY”

In the first landmark study of its kind, SALA will interrogate the luxury

industry in South Africa in the context of a newly-specified, universal definition.
For the first time, we will propose a model that is at once precise and yet sensitive
and flexible enough to codify definitively the primary and secondary facets by
which luxury brands are defined and through which they are differentiated on an
international basis. From this ‘master cut’, the report will proceed to propose

subsidiary ‘cuts’ for luxury brands in Africa and on a sector by sector basis.

Finally, “Facets of Luxury” will attempt to more accurately segment the ‘true’
High Net Worth consumer segment in South Africa to better understand each
group in terms of its discrete needs, wants, attitudes and behaviour.

Specific insights will be generated around how brands can position themselves
to attract these various segments and ultimately strengthen their sales and drive
loyalty with these consumers.

SALA Research will focus initially on South Africa as the gateway growth market
for the broader Southern African but in the future will also engage increasingly

with stakeholders from across the region.

To participate or enquire about this initiative,

please write to research@luxury-branding.com
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1.4 BREFNG NOTE: SALA BRIEFING

AN INTRODUCTION
TO SALA  Informing the Industry

SALA Briefing is a carefully orchestrated opportunity for the South African
luxury and premium lifestyle communities to gather and engage in topical

debate and informal networking.

SALA is committed to the creation and exchange of insights and these quarterly

events are the Association’s primary vehicle for maintaining this important dialogue.

Each SALA Briefing is focused on a theme that has emerged, from the Association’s

proprietary research initiatives, as a key issue or challenge facing the industry.

Four speakers, representing not only industry players but subject experts and
independent commentators, will present their plural perspectives on the theme

du jour in a slide-light, insight-heavy ‘briefing’. These mini ‘presentations’ will be
followed by a moderated Q&A session involving both the audience and the panel.

Formal proceedings are topped and tailed by networking over drinks and canapés,
which are accompanied by a themed ‘brand showcase’ that will be married to
each Briefing theme. This sponsored showcase is an opportunity for member brands
to present new products and services to the market as well as promote industry

awareness amongst peers and potential customers.

In year one, the Briefing themes will chart a roadmap for luxury in South Africa,
reverting to first principles and exploring the definition and meaning of luxury

brands both internationally and in the local context.

To enquire about attending or speaking at
the SALA Briefings, please write to events@Iuxury-branding.com

IN SOUTHERN AFRICA

SUPPORTING THE GROWTH OF THE LUXURY SECTOR



1.5 BREFNG NOTE: MEMBERSHIP

AN INTRODUCTION
TO SALA

The Southern Africa Luxury Association will admit members into one of two

main categories — Full Members and Associate Members.

FULL MEMBERS

FOUNDER MEMBERS (Including the SALA Patron and Benefactors)

Founder members are established leaders in luxury and include companies and
brands that have been especially instrumental in forming and helping to bring
SALA to life. They will take a lead role in the process of further defining, refining

and cementing the Association’s constitution and annual agenda.
SENIOR MEMBERS (Companies with an annual revenue > R0.5m)

Senior members are key players within the South African luxury brand community
who are invited to join on the basis of their recognised status in the sector.

These seats will be allocated to the owners and heads of luxury brands, their
marketing directors, senior staft’ at wealth management companies and the

editors of select local media.

Senior members pay an annual subscription of RS,500

JUNIOR MEMBERS (Companies with an annual revenue < R0.5m)

Conscious of the relative nascency of the luxury sector in Southern Africa, we are
offering a reduced pricing for exceptional young brands that are still in their infancy.
These are individuals and early stage companies that are still carving a niche for
themselves, by creating products and services of exceptional standard. It will

benefit the community as a whole for these brands of tomorrow to be included as

full members due to their dynamism and future potential.

Junior members pay an annual subscription of R4,250

ASSOCIATE MEMBERS

An Associate membership may be offered to fellow associations and institutes,
which are actively involved in strengthening the luxury sector. Associate members
may also include representatives of the international media and local governmental
or trade bodies. Associate membership may also be extended to organisations or
individuals on the basis of an ‘in-kind’ partnership that increases either the

effectiveness or awareness of the Association’s aims.
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1.5 BREFNG NOTE: MEMBERSHIP BENEFITS

AN INTRODUCTION
TO SALA

SALA provides its members with invaluable peer-to-peer networking opportunities
and the chance both to create new and strengthen existing relationships with other

luxury brands and operating in the region.

« Members are requested to participate in and benefit from the insights arising
from an annual research study. In the first year, the research will interrogate the
DNA of luxury brands in general and, in particular, what constitutes a luxury
brand in Southern Africa.

« Members are invited to attend SALA’s quarterly Briefing series and are given
exclusive access to the post-event white paper, which will summarise and distill

the key take-outs from each event.

« Members will be eligible to join SALA’s bi-monthly Privé gatherings.
These private and intimate breakfasts and dinners will be organised around
a specific discussion topic and will feature an inspirational guest speaker from

the extended SALA community.
« A dedicated page on the sa-la.org website is awarded to each Member brand.

« Our vision for the Association is to foster collaboration: by proffering their own
lessons and experiences for others to learn from, Members enter into a virtuous
circle of knowledge sharing in which best practices and industry news can be

rapidly disseminated within a closed community.

o The SALA Briefing series and regularly updated SALA website ensure constant

Member exposure to media and select HNWIs attending the events.
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1.6 NEWS RELEASE: SALA FOUNDER MEMBERS

AN INTRODUCTION
10 sar.a Founder Members

17 June, 2009 — Cape Town

Jfor immediate release

Even before its formal launch in Cape Town on 17 June 2009 and Johannesburg
on 9 July, 2009, the Southern Africa Luxury Association (“SALA”) has received
exceptional support from both the international and local luxury & premium

lifestyle communities.
SALA is hereby proud to announce its Founder Members to date.

These pioneer brands are warmly welcomed and recognised for their visionary
backing of the future growth of the luxury industry in South Africa. SALA would
like to thank these organisations and their leaders for graciously underpinning this
initiative by joining as Founder Members and for providing their services,

products and valuable time in support of its objectives.

One&Only, Cape Town
Hyatt Regency, Johannesburg
Businesss Day’s Wanted magazine
Moéet & Chandon (RGBC)
The Idiom Collection
Gavin Rajah Concept
Shimansky Fine Jewellery
Aston Martin
Pershing
ACG World

Luxury Branding
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2.

SALA
BENEFACTORS

BENEFACTOR & FOUNDER

One&Only, Cape Town

One&Only

Cape Town

One&Only, Cape Town is a destination unto itself — an urban chic waterfront

resort providing an unprecedented level of luxury in South Africa.

In the heart of the picturesque Victoria & Alfred Waterfront with captivating views
of Table Mountain, this contemporary resort features the largest accommodation
in all of Cape Town, the city’s most comprehensive spa on its own lush private
island, the continent’s only restaurants by legendary chefs Nobuyuki ‘Nobu’

Matsuhisa and Gordon Ramsay, and the most extensive wine tasting menu in Africa.

Welcoming to both couples and families, it is the perfect gateway to the region’s

enchanting adventures, including wildlife safaris, wine tours, and endless water play.

www.oneandonlyresorts.com

SUPPORTING THE GROWTH OF THE LUXURY SECTORIN SOUTHERN AFRICA



2.2

SALA
BENEFACTORS

BENEFACTOR & FOUNDER

Hyatt Regency

H YALT

R EGENTZCY
JOHANNESBURG

Located in the bustling business and cultural hub of Rosebank, the Hyatt Regency
Johannesburg is a world-class urban hotel that offers unrivalled luxury and service

excellence that exceeds even the most discerning travellers’ expectations.

With its premier features of panoramic views of the city, 5-star hospitality and
genuine African spirit, it is a regular choice for all those looking to experience

the best of the City of Gold. The Hyatt Regency Johannesburg brings
contemporary Africa to life by infusing the modern, classical rooms and imposing
public areas with accents of local cultural traditions and handcrafts that are

elevated as art.

Business and leisure travellers alike can enjoy the exclusivity of Regency Club
floors with restricted access for VIP guests offering free 4GB internet access as

well as daily cocktails and canapés.

The hotel offers two fine dining options including Italian haute cuisine at
Zafferano Restaurant and the intimacy and casual elegance of The Ndau Lounge.
The Hyatt Regency also offers guests the chance to alleviate the stresses of modern

day life with the fully-equipped Peak Heath Club and indulgent Phumula Spa.

hitp://johannesburg regency. hyatt.com
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2.3 BENEFACTOR & FOUNDER

SALA
BENEFACTORS  Business Day’s Wanted magazine

wanted

Wanted 1s Business Day’s glossy monthly lifestyle supplement for the rich,
whether rich in pocket or rich at heart.
It’s bold, edgy and big on attitude and flare.

It’s for those who work hard and play even harder.

Wanted 1s all about money, because we like it.
Because we love it.

And know how to spend it...

It’s no secret that our readers are as comfortable behind the wheel of an exclusive
marque as they are driving a golf cart down the fairway at St. Andrews.
Whether they are sipping champagne up front in a 747 or jetting down a ski slope

at 100km/h, these professionals live on the edge and insist on life’s finer things.

Wanted is about who’s hot and going places, exclusive big-personality interviews,
and the most coveted cars. We're also hot on the heels of the latest high street
fashion, tomorrow’s technology, and gadgets for grown-ups. Plus, we’ll whisk you
away to exotic destinations, while delivering first class, non-stop luxe-factor news

to use all the year round.

www. businessday.co.za
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2.4 BENEFACTOR & FOUNDER
BENEFAC;?HL{;\‘ Moet & Chandon

-
S+
-3

FONDE B=xm= EN 1743

MOET & CHANDON

CHAMPAGNE

Produced since 1743, Moét & Chandon’s creative genius has enchanted champagne
lovers across the globe for over 250 years. Since its inception, Moét & Chandon has
perpetuated the vision of its founder, Jean-Remy Moét, who established it as one of
the world’s first international luxury brands and who believed in the genius of

champagne and its power to seduce.

Since then, the winemaking philosophy at Moét & Chandon reflects a faith in
simplicity and nature and the utmost respect for the grape. This approach has
been refined over the centuries to create full-bodied champagnes that are
harmonious in structure, well-balanced and elegant. Moét & Chandon ensure that
absolute care and precision goes into the making of each bottle of champagne —

essential to ensure that their name remains synonymous with quality.

Moét & Chandon is imported, sold and marketed on behalf of LVMH by
The Really Great Brand Company (RGBC) in South Africa.

www.rgbc.co.za
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2.5 BENEFACTOR & FOUNDER
BENEFAC;?HL{;\‘ The Idiom Collection

IDIOM

Wines of Character

Idiom is a range of exclusive, award-winning wines hailing from Da Capo
Vineyards, owned by the Bottega family. The vision of proprictor Alberto Bottega
is to produce a wide range of rich, interesting and high quality wines expressed in
a Cape 1diom, each as unique and enjoyable as the next: a selection of wines of

outstanding pedigree that comprise The Idiom Collection.

The vineyards are located in the southernmost part of the Stellenbosch wine region
near Sir Lowry’s Pass, overlooking False Bay. The farm is home to fourteen cultivars,
including some of the rarer Mediterranean & Italian grape varietals such as

Nebbiolo, Sangiovese & Primitivo (Zinfandel).

The Idiom Collection is best known for its iconic blends, including a Cape Blend,
Bordeaux-style blend and Rhone-style blend. Recently, Idiom has released the
extremely limited 900 Series — wines that are considered exceptional enough to

warrant special appreciation in a typical quantity of only three barrels (900 bottles).

Idiom, meaning ‘a mode of expression’ or ‘the dialect of a people or part
of a country’, has also just released a bespoke perfume, the first in a compendium
series of luxury products — The Idiom Collection — to be created in collaboration

with talented South African designers and artists.

Idiom by Tammy was created by Tammy Frazer of Frazer Parfum and emphasises
the heritage and nature of South Africa. This rare scent is a libation perfume
inspired by the Idiom Cape Blend and echoes the seductive nature of the wine’s

pinotage base.

www. bottegafamilywine.co.za
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2.0

SALA
BENEFACTORS

BENEFACTOR & FOUNDER

Gavin Rajah Concept

GRC

GAVIN RAJAH CONCEPT

Event Concept, Strategy and Management

Gavin Rajah is one of South Africa’s most acclaimed design icons in the fashion
industry. Gavin prides himself in associating with only the best in the industry and
delivers above expectation. Finweek recently named Rajah as one of the top 40 most
influential leaders in the country. In 2008 he provided formal escort to four young
designers to Paris to present their work in an exhibition during Paris Fashion Week
in association with South African Tourism and The Motsepe Family Foundation.
He is strongly committed to the development of design in South Africa and raising

the profile of the industry abroad.

Gavin Rggah Concept 1s the specialist event management agency, inspired and managed
by Gavin Rajah, that specialises in high-end events that require innovative creative
direction. Gavin Rajah Concept handles the development and styling of unique,
conceptually-led experiences ranging from 30 to 30,000 people.

Gavin Rgjah Concept is based in Cape Town but has affiliate partners in Delhi,

the UK, Switzerland, USA and France. Gavin’s corporate clients include Anglo
Gold Ashanti, BMW, Coca-Cola, De Beers, Distell, HSBC, Intel, Investec, Oasis,
Old Mutual, Nike, Sun International, Tanzanite Foundation and Tommy Hilfiger.

Gavin Rgjah is responsible for founding Cape Town Fashion week, Durban Fashion
week and Cape Town Flower Show, which were recently sold to Naspers. He has
also founded, produced and directed POSI+IVE for Sun International which in

2006 was the largest Pan African collaboration of art, music, fashion and food.

Unlike many event management companies in South Africa, Gavin Rajah has
elected to lead the field through his infusion of drama and detail into events,

which creates truly unique and memorable experiences.

www.grconcepr.com
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3.1 BENEFACTOR & CREATOR

THE
saLaTEAM Luxury Branding

Luxury Branding is a strategic marketing consultancy that exclusively serves
the global luxury and premium lifestyle industries. The boutique firm of senior
consultants provides advisory services on product development, branding and
operations to international clients from the following sectors: hospitality &

real estate, travel & tourism, premium products & services, retail & fashion.

Founded by Piers Schmidt and led by Cliff Nichols, Luxury Branding employs
a creative yet commercial approach that produces innovative and pragmatic
solutions to strategic marketing challenges. Informed by experience yet
unconstrained by convention, Luxury Branding combines the best of big

consulting firm experience with the fervour and originality of passionate individuals.

Numbering eight full-time professionals, the company’s consultants are supported

by first class research, analysis and administrative resources. The firm is
international in both outlook and reach with offices in London and Cape Town

with a Johannesburg opening planned for late 20009.

Luxury Branding has been engaged for prestigious assignments throughout Europe,
North America, South Fast Asia, China, Australia and Africa and members of the

team between them speak a total of six languages.

A selection of blue-chip clients that Luxury Branding has advised includes:-
Armani Hotels & Resorts, Austin Reed, Dorchester Collection, Dubai Festival City,
Four Seasons, Giltedge Hotels, Kerzner International, One&Only Resorts,
Selfridges and W Hotels. Clients in South Africa include Eastern Cape Develop-

ment Corporation, Steve Biko Foundation and Queensgate Hotels and Leisure.

www. luxury-branding com
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3.2 BOGRAPHY: PIERS SCHMIDT

sataTeEAM  CEO of SALA, Chairman of Luxury Branding

Piers Schmidt, 41, is a management consultant and entrepreneur.

He graduated from Cambridge University in 1990 and began his marketing career
at Charles Barker, the world's largest Public Relations agency. In 1993 Piers became
a brand consultant at Newell and Sorrell and, between 1996-1998, served as a
Group Director and Main Board Director. On the firm's merger with Interbrand in
1997, Piers was appointed Head of Strategy. During his time at Interbrand Newell
and Sorrell, Piers led the UK corporate identity practice and was responsible for
some of the firm’s largest clients including Barclays Bank, British Airways,
Deutsche BA and Air Liberté.

For British Airways, Piers created a strategy for the remodelling of Terminal 7
at JFK International Airport, the brand positioning for the low cost, no frills
operation that became known as ‘go’, the ‘oneworld’ name for the global airline
alliance formed by British Airways and American Airlines as well as the strategy

behind the airline’s controversial corporate identity redesign of 1995.

In 1998, Piers founded The Fourth Room, a pioneering, boutique consulting firm
that attracted an enviable client list including Coca-Cola, General Motors, Kraft,
Mars, Mishcon de Reya, MFI plc, Nokia, Orange, RHM, Sainsbury’s, Scottish
Power, Quintessentially Ltd and Sun International. The Fourth Room was sold to
US Interactive in 2002.

In September 2003, Piers joined Kerzner International on an interim basis as
Strategic Marketing Director for One&Only Resorts, the new brand that he had
created as a collective for Kerzner International’s collection of tiber-luxury resorts.
Piers masterminded the $16m launch and rollout of One&Only including the
appointment of M&C Saatchi to the company’s prestigious advertising account.

In May 2006, Piers designed, facilitated and produced a three-day conference in

Mexico for the General Managers and management team of One&Only Resorts.

Between 2005 and 2007, Piers Schmidt consulted independently as Luxury
Branding, focusing on premium brands in the travel, tourism and hospitality
industries. In March 2005, he was appointed to help Dorchester Group Hotels

to develop a group brand under which to market the Brunei Investment Agency’s
five iconic hotels in the USA and continental Europe. In 2005-6, Piers also worked
closely with the CEO of Armani Hotels &Resorts, a subsidiary of Dubai-based
Emaar Properties, to translate the Armani brand into the hospitality business.
Piers facilitated development of the core hardware and software specifications,
development presentations, as well as delivering a corporate identity and

communications platform for the new hospitality brand.

Piers Schmidt is a writer and speaker on brand and marketing issues, making
frequent appearances in print and broadcast media as well as on conference

platforms around the world.
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3.3
THE
SALATEAM

BIOGRAPHY: SILVANA BOTTEGA

Operations Director

Silvana Bottega gained an Honours degree in History of Art and English Language
from the University of Cape Town, where she was awarded class prize in Media
Studies. She then read a trilingual Masters in European Politics and Policy, from
the University of Siena, Sciences-Po in Paris and the University of Bath with her
dissertation focused on “The Branding of Nations’. Directly after her studies,

she secured a place on the sought after WPP fellowship programme designed to

cultivate high-calibre management talent.

In order to broaden her understanding of the full marketing mix, Silvana
completed a marketing course at London Business School, qualified as an
Art Director from The Red & Yellow School and received a post graduate diploma

in Account Management at the Association of Advertising Agencies.

Silvana then spent five years in Asia Pacific based in Hong Kong and additionally in
Shanghai and Beijing. Her initial secondment was with WPP at Enterprise IG and
Bates 141 where she was a regional business manager (Asia Pacific) working on
Harley Davidson, Motorola, Unilever and Coca-Cola. During this time, she was
twice internalised within client offices to assist on operations management and
market entry strategies. Silvana was also involved in global knowledge management

and delivered training sessions within Asia Pacific on brand strategy processes.

After a few years with WPP, Silvana joined Lowe Worldwide in China, as channel
planning director creating brand activation and strategic planning disciplines for
clients including Johnson & Johnson, Nestea (Coca-Cola), Ovaltine, Dumex and

Unilever, before returning to South Africa.

Silvana has the ability to deliver on many aspects of brand strategy, from brand
discovery, strategy formulation, product development, brand engagement, retail
analysis and brand experience. This broad know-how and her cross-sector,
international exposure means that she can contribute to a broad range of

client needs. She has worked in financial services (DBS in Singapore, HSBC Asia
Pacific), FMCG (Coca-Cola, Masterfoods, Unilever), and telecommunications
(China Mobile, Nokia and Motorola).

In her spare time, Silvana runs Stylistaguide.com, an online review site for luxury

in South Africa and has just released a beta version of the first luxury news portal in
Southern Africa. She is passionate about wine and also holds the post of Marketing
Director across her family vineyards where she promotes a portfolio of four wine
brands including the Idiom Collection.

Silvana recently joined Luxury Branding as Strategy Director where she creates and
enhances brand strategy for clients, from analysing purchasing behaviour and

defining retail strategies, to infusing brands with unique differentiators in market.
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3.4 BOGRAPHY: MATT MORLEY
SALA 1;]\4:1 Commercial Director

Matt Morley finished his schooling in Paris where he studied French language and
philosophy at La Sorbonne. Back in the UK he graduated from University College,
London with a BA in European History and Italian.

As a student, Matt worked on numerous front of house restaurant teams before
moving to Quintessentially where he became Business Development Manager

for France, Italy and Benelux and successfully pitched and negotiated contractual
agreements with more than 100 top hotels, clubs, spas and designer boutiques.
While Matt was based in Milan learning Italian, he was accepted onto a

Masters course in Communication, Marketing and Design at the European Design
Institute (IED) and his final project — a ‘Made In Italy’ design hotel — was awarded

the class honours.

Matt also gained invaluable event management experience in Italy as special
assistant to Matteo Cassano, a Milanese event organiser who counted the

Four Seasons Hotel, Roberto Cavalli and the Valentino family amongst his clients.

As a freelance assistant to Piers Schmidt from 2005-2006, Matt honed his research,
analysis, writing and presentation skills on projects for the Dorchester Collection,
Armani Hotels & Resorts and One&Only Resorts.

Matt spent 2007 as a Creative Strategist with Corporate Edge in London,

a leading brand, innovation and design agency. There he spearheaded the creation
of a £150m UK-based budget hotel concept, the branding and identity of a
US$1bn mixed-use development in Cape Verde (West Africa) and a strategic
portfolio review for a European spa brand.

Matt rejoined Piers at Luxury Branding in February 2008 and brings to the firm
an informed, passionate, ‘insider’ perspective on an extensive range of topics within
the luxury industry.

Matt is also a talented journalist and magazine editor who writes on travel, food
and trends for GQ) (SA), Business Day’s Wanted magazine (SA), the Mr&Mrs Smith
hotel guides, Sleeper the hotel design magazine and travelintelligence.com
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THE
SALATEAM

BIOGRAPHY: GEMMA BURDETT
Membership Secretary

Although officially a UK citizen, Gemma Burdett enjoyed a quintessentially
expatriate upbringing that took her to numerous Middle East cities including
Bahrain and Jedda during her childhood, an experience that was to fuel her current

interest in culture and languages.

After spending a gap year in Geneva, Switzerland working as an au pair and
perfecting her French, Gemma finally returned to England, aged 18, to study

Business and Irench at Bournemouth University on the South coast of England.

Gemma’s first step into the corporate world was as a graduate recruiter for the
investment banking team at UBS London. After a year though, she returned to her
studies at London’s KLC School of Design in Chelsea, before accepting a position
at Woodstock Design, also in Chelsea, as an interior designer on a number of

high-end residential projects.

In a final iteration of the careful path she has trodden between the seemingly polar
worlds of banking and interior design, Gemma was once again enticed back into the
corporate arena via a position as PA to the Head of Investment Banking and
Coverage EMEA at HSBC London, where, after one year, she was promoted to
Business Manager for the team.

Gemma has now settled in South Africa and works alongside Piers, Silvana

and Matt at Luxury Branding where her roles include managing all things

administrative and assisting the team with research and new business initiatives.
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SALA

SOUTHERN AFRICA
LUXURY ASSOCIATION

PIERS SCHMIDT
CEO of SALA &

Chairman of Luxury Branding

301 The Foundry
Prestwich Street
Greenpoint 8005
Cape Town

ASSOCIATION ENQUIRIES:
piers.s@luxury-branding.com
+27(0) 21 4259051

MEMBERSHIP ENQUIRIES:

membership@luxury-branding.com

+27(0) 21 4259051
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