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What does the job title “Luxury Brand Producer”’evoke? “Me,
I'd think it sounds suspicious,” says Kotaro Sakata with a laugh.
Yet that very title is listed in Sakata's profile. “The truth is, I can't
find a title that accurately describes my job. But in the business
world, you can't get started without a title when getting introduced

to others.”

Sakata's job, simply put, is to nurture luxury brands. “In the early

2000s, we entered the era of conglomerates. LVMH is a prime
example, A company and various business models coming together,
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everything connecting, and expanding possibilities. My job is to
bridge all these things, creating synergies across different industries.”

Actually, Sakata's role transcends that of a typical management
consultant. “Just because a company becomes a conglomerate does
not make it a brand. It needs the added value of intelligence. That's
the challenging part, but also the most interesting.”

By conglomerating and further enhancing their brand power,

companies pave the way for the future. The “added value of
intelligence” Sakata mentions—what exactly might that entail?”
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“The toughest part of brand-building is the initial push. Once things
start rolling, they proceeds smoothly. For instance, while a force of 4 might
be required inirially, once in motion, a force of 2 suffices, like the
relationship between ic and kineti cti - s,” says Sakata,
who has a strong background in science and mathematics.

Previously, he worked with a certain famous French brand, created by a
charismatic female designer, and beloved worldwide but with few male fans
in Japan. To make the brand more appealing to men, Sakata delved into the
designer's history to find and promote connections and sentiments towards
men that resonate with men ar large.
sed collaborations between the designer and male artists
Jean Cocteau, and Igor Stravinsky, highlighting the
creation of sophisticated art. This strategy drew the attention of art-loving
men and strengthened the brand's hold on men.
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“The designer bringing together fashion, art, literature, and music ona
single stage was a conglomerator in today's terms. By linking different
elements, she created unprecedented value. Such creativity and stories of
success strongly fortify the brand. In this 1 have been practicing the

ata began using the brand's hall for salons themed around
music and initiating the disc of new artists. “A brand stands not just
on design or quality but also on its artistic elements.” Sakata now receives
of from many renowned companies, including an Italian men's brand

and the Diners Club, the £ ompany with the longest history.

-ting Luxury with Intelligence!” That is the passion that drives
ata brand creation w
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In nurturing luxury brands, a vital part of Sakata's everyday life is opera.
“Opera first and foremost involves music and vocal performance. Then, there's
graphic design, three-dimensional art, costume design, drama and stage
direction, as well as elements of history and literature, and even the politics
and customs of the era. During intermissions, I enjoy a glass of wine or some
snacks. The audience's attire also catches my atrention. Thus, opera
encompasses a comprehensive range of artistic expressions, from the arts to
food and fashion,” It's truly a conglomerate of culture! Sakata is working to
bring such opera to as many people as possible. “People think that opera is
inaccessible. That's not the case. Depending on the show and sear, ticker prices
aren't always that high. So, I encourage everyone to enjoy opera more casually.”
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Lastly, we inquired about how neophytes can enjoy opera.
“There are performances featuring well-known pieces familiar to all. Take
Bizet's Carmen for example. You must have heard "Habanera” played
somewhere before, In the case of Carmen, the world you enter from that song
you know is Seville, Spain, Amidst the exotic street scenes, you might catch
the refreshing scent of oranges, Watching the stage and listening to the songs,
you can travel to the streets of Spain while sitting in Japan. Becoming an
armchair traveler enjoying diverse performances set in France, Italy, and
elsewhere from a theater seat is one of the joys of opera. ™

Spreading intelligence to brands and to people, starting with opera, is

Sakata's job.

L EHLWAERFTAELTVEOT,

ZOEuasTLEY Y.

EHEHE&ETTHARS

LEHBFBOREFRT

08 yoff March 2024




