


INTEGRATION

Consumer, lifestyle and travel — delivering
integrated communications and marketing scope for
brands within the luxury sector.

STRATEGIC

Acquiring press coverage, crafting long term
strategic communication plans, transforming
businesses.

AGILE

Seen as an extension of a brands team, flexible in
my approach to suit different needs.

RESULTS DRIVEN

Shifting brand perceptions, driving awareness,
creating credibility — generating results and
upscaling.

DATA-LED

Using industry-leading analytics tools allowing
clients to truly understand the impact of marketing
and PR on their businesses and how they stand up
against competitors.



Attributes

AMPLIFYING PARTNERHSIP ANNOUCEMENTS

Ahead of new brand announcements, identifying the
most press worthy angles of each new partnerships. By
working closely with company PR and marketing teams,
ensuring that both consumer media and industry-specific
titles are briefed pre announcement.

LISTICLES

Experience in gaining coverage from lifestyle and
sporting brands relating to the luxury sector, securing
B2C coverage for these in industry-relevant titles, as well
as in mass consumer national titles.

C-SUITE PARTNERSHIPS

Built and maintained partnerships with C-Suite
individuals and founders across consumer and business
marketing. Through exemplary performance of
onboarding new brands, experiential event recognition
and crisis communication.



Xclusive
Yachts

Monaco and Abu Dhabi Grand Prix

CHALLENGE

Xclusive Yachts, the luxury yacht charter and event services provider, enlisted
myself and the team to announce ticket sales and develop partnerships pre event.
For such an announcement, it was critical for us to not only showcase Xclusive’s
strong business credibility but also show how each event is far more exemplary
than its competitors.

STRATEGY

Knowing it was essential to cement Xclusive as not only a household name in the
Middle East but a brand that goes far and beyond its counterparts, with carefully
curated partnerships with unique and desirable luxury experiences. Carefully
crafting marketing campaigns, tailored to existing attendees and emerging brands
looking for purposeful exposure.

RESULTS

Upon completion of both yearly events, | succeeded in gaining luxury partnership
contracts to jewelers, luxury beverages and retail outlets. Alongside top-tier
coverage in titles such as Luxury London, Harpers Bazaar Arabia and Daily Mail.

XCLUSIVE YACHTS




Xclusive Yachts

Monaco and Abu Dhabi Grand Prix

ABSOLUTELY

london q

So get ready 1o gear up for a hurious, energetic and adrena-
line-packed weekend at the Forr

the waterfroat setting, the gl
ishing views of the landscape of Monaco, this event is second
10 none when it comes (0 rce experience.

The two-day corporate hospitality event is hosted on board
this outstanding yacht (formerty owned by Eddie Jordan, ex-
Formula 1 team boss) in Moate Carloon the 25th and 26th of
May

The world's most famous motor-race will speed through the
harbour section of the track as our guests dine and drink
chilled Champagnie all weekend. The 1550 luxury vessel will
be positioned ot the track side with unrestricted views of the
action

We provide our guests with a VIP experience on board the
yacht where they can watch the race up close as they lounge
on eur spacious decks, host their visitors in the lavish saloon,
indulge in a 5-star gourmet lunch and dinner with unlimited
bar including Champagne. There will be celebrities and guest

. e drives 1 1) party bs thrown on

in the stunning harbour of Monaco.

A unique and unforgettable Grand Prix weekend not to be
I ry yacht in Mona ith Champagne,
ime entertainment on Saturday the 25th

fun. glamour nd

MONACO

GRAND PRIX
2019

Xelusive Yachts would like to
welcome you on board Super Yacht
Arados for the Monaco Grand Prix 2019,

his event is considered one of the
most important and prestigious
racesinthe world, as well as being
a top sporting spectacle.
Its one of Europe's

ultimate social highlights of the year where royalties, i

socialites and celebrities mingle. For the drivers

themselves, racing and winning in Monaco is a clear

defining milestone in every driver's mind and career.

pratish@xclusiveyachts.com
or +971 55 729 0415

ABSOLUTELY.LONDON | 69

XCLUSIVE YACHTS IS BACK ‘BIGGER

AND BETTER' THIS YEAR AT THE F1 g
T

MONACO GRAND PRIX 2018

SER by

Daily. = Mail

Braless Alesha Dixon displays her
cleavage in aracy lace up dress with a
plunging neckline as she joins her
doting boyfriend for a private Formula
One performance in Abu Dhabi

By KATIE PILBEAM FOR MAILONLINE
PUBLISHED: 17-47, 28 November 2017 | UPDATED: 05:01, 29 November
2017
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She has a legion of fans following her Saturday night style moves when
Britain's Got Talent is in season.

But Alesha Dixon even won the race in the style stakes off-screen on
Sunday, as she performed at the Xclusive Yachts private party at the Abu
Dhabi Grand Prix on Sunday.

The 39-year-old singer attended in @ monochrome Mistress Rocks dress
with & navel plunging lace-up cleavage design.

XCLUSIVE YAC
www.xclusiveyachts.com
ooco0eo0@

XCLUSIVE
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Damac

REGIONAL, NATIONAL & GLOBAL
LAUNCH CAMPAIGN

CHALLENGE

Damac, leaders in luxury residential, commercial and leisure developments in the Middle East,
tasked myself and the team with announcing and marketing the launch of the Nine Elms luxury
residential tower in Battersea. Revealing 360 bespoke apartments curated with Versace interior.
With competition rising in the luxury real estate market, we knew attracting international coverage
and investors with a strong knowledge of Damac’s 18 years history would be key.

STRATEGY

To do so, we curated a series of bespoke and experiential events featuring the showrooms,
models of the building and an interactive VR landscape view from the penthouses. With a hefty
price tag we aimed our campaign to property moguls and luxury international publications
featuring wealthy assets such as yachts, jets and money cant buy goods. Through the coverage
that ensued, we set Damac apart from its competitors by demonstrating its strong Middle Eastern
capabilities.

RESULTS

To date, 60% of the residencies have been sold and Damac’s UK recognition has gone on to
developing units all over central London. Over the space of a year, the Nine EIms project has
featured in major consumer publications such as The Telegraph, Mayfair Times and the Financial
Times.




Damac

REGIONAL, NATIONAL & GLOBAL
LAUNCH CAMPAIGN

CISION

DAMAC's First Tower in the City of London
Reaches Its Pinnacle

NEWE 15 ARTICLE

3 OV ARE T
DAMAC Properties — 0 @ @ O

10 Oct, 2019, 09:00 BST
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The property has been topped out with the completion of the final slab of the north tower

DUBAI, UAE, Oct. 10, 2019 /PRNewswire/ -- DAMAC has announced the early completion of the final floor
slab of the North tower of its premier London project, DAMAC Tower Nine Elms. The core and floor slabs of

the South Tower were also completed in August 2019,

DAMAC Tower Nine Elms, London

Commenting on the progress, Senior Vice President at DAMAC Properties, Niall McLoughlin, said, "Being
our premier development in London, and the first in Europe to be designed in partnership with the
legendary Italian fashion house, Versace Home, DAMAC Tower Nine Elms has been a very exciting project
for us. The premium development was designed to provide a new level of luxury housing in the heart of

London, and is set to become a new icon on the city's skyline. With over half of the units sold, we have

DIRECTORY

CONSTRUCTIONWEEK 01112
Damac tops out UK's Nine Elms,

grows despite Brexit uncertainties

UAE real estate developer says it has sold half of Nine Elms' nerth
tower units despite price declines due to Brexit-driven upheaval
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by Ashley Wiliam 2 Oct 2019
UAE real estate developer Damac Properties has topped out the northern tower of its
first London development, Damac Nine Elms, after laying the final floor slab of the
project, revealing that it had sold half of the project’s units despite a decline in prices
arising from uncertainties around Brexit.



Velocity
Black

CARVING OUT A BRAND NARRATIVE TO
ACCESS ON DEMAND CONCIERGE SERVICES

CHALLENGE

As Velocity Black became the fastest growing app for concierge services in
2019, the company wanted to bring attention to its brand story and one of a kind
access, its take on digital technology, and enforce the tagline 'life at your
fingertips 24/7/365'.

STRATEGY

With existing credibility, Velocity Black has a strong platform but we needed to
educate consumers on the compelling technological advancements and how it
is set apart from competitors. By fostering relationships with millennial
entrepreneurs, explorative travel brands and exclusive access brands, we
assisted in setting Velocity Black apart from its competitors by demonstrating
their unique partnerships and forward thinking capabilities in the tech industry.

RESULTS

The marketing and partnership outreach generated four new luxury affiliates in
the lifestyle and travel sector, gained credibility as 2019 Forbes Technology
Council and has now exceeded having members in over 80 countries.

VELOCITY BLACK
AFFILIATE HOTELS

DESTINATION
MEMBER BENEFITS

MAKE A REQUEST

9:41 all T ==

BLACK & @
CHANGE v

THE LOS ANGELES

THE PRIVATE SUITE LAX

Perfect for high-profile individuals to be
transported directly to and from their aircraft.

TRAVEL s g TRAVEL

a . ¥
DISCOUNTED; FIRST & _ o | HAWPT
BUSIN .

MAKE A REQUEST




Seventy

DEMONSTRATING THE UPMOST DESCRESION AND
PRIVACY FOR ILLUSTRIOUS MILLIONAIRE DATING

“She stole my boyfriend”
Rachael Smith, 23, is a medical writer from
Farnborough, and Ellie Wood, 21, is an English
language graduate from London
RACHAEL SAYS: “Myboyfriend of four years was strangely

ACHARHBAYS: ;

in 2012, and my

insti theated, Ur d by his denials, we
broke up and I moved to New Zealand to work as an au pair.
When Ell on Facebook asking for ips
travelling, T was happy to help outas we had mutual friends. But
“Areyou

' fiend? I'm his irifriend? T was furious, but
‘with John, not Ellie: hed insisted he was single when they met at

my previous inklings were true. Ellie and I stayed in touch, and
when T came home nine months later we met for a coffee. Tliked

i d keep up Tthink
we found it refreshing that teenagers can be full of such bullshit,
) = Gt

a'keep,

e hough-Tohs

Elle, too, and we became even closer after they split. Whenever
anyone asks how we met, love saying, Wait 'l you hear this...”

ELLIE SAYS: “When Rachael retured from New Zealand,
Trworried there'd be resentment and she and John would get

back nervous.
Texplained I'd never steal anyone’s boyfriend and hadn't known
Talso said: 'If want to wor

| they
things out, Il move aside! She didn't want to. We liked the same
| music, which, at that age, was a huge deal. We had close mutual

friends, soi d, atfirst, we spent

t i i Nine
‘months later, when John strayed again, Rachacl was my first
B 3

| call dn't say, T told youso.

that wedboth

| Jurt, We had a ot of gils nights out to make us feel better.
AT e : ;

d1findiit fonny, T yetnot somy? >

GLAMOUR 45

“There are 27 years
between us”

Marketing manager Chantelle Browne, 23,
1s best friends with Susie Ambrose, 50, who is also
her boss. Susie owns Seventy Thirty, an exclusive
matchmaking agency. Both are from London

CHANTELLE SAYS: “Susie is the boss I look up to and
the close confidante I call on. She’s a successful entrepreneur
anfi teaches me ways to negotiate in business. She’s more than
twice my. age, and there are cultural differences, such as music
and movie taste, but rather than getting in the way, they’re the
reasons for our closeness. We connect on a deeper level. If T hav
aworry, friends my age will often be trying to navigate ;hrou h 5
ie has the experience to offer insightful 8

R \ Want to commit, T J
m a good friend to her, too, even ifallI do i: rfl:llkk: &

- herlaugh a5 she works so hard?”
e 1 |
ndShlp SUSIE SAYS:

Jecause . terminmy office five yegrs
5 E:ntelle said to me B h?go,
n t tly i’o: rea bit Old to be Wea_ringyt]:la: SkI:];t”
ange She'siﬁﬁ;aughing’ and we hit it off.
Clubbing *ntbeyond her Years. We'll go
)the 9 810 London ang jp T
T - People agk j¢ We're moth :i arious when
some €r and daughter.
ive hel“:i ¥, Tam a mothey figure as
Sh me updy; ;ce Bu‘t Irely on her to keep
afaster y :fs y ~ like whenalr;? idly Changing world.
Those wh, ot atelegram, - R IoughF Instagram was
fthey kney ¢ OWUs might Sneer at cherish the honesty.
Ofuncongyyg, 1 Vd see we At the age difference, but
to. ; Ona.l . = ve an Unco 1. = =
Bether i laugh _ - 2ton ang sup plicated friendship
‘ and t0 me, thaps POrt. The best thing we do

25sign of a solid friendship.”



Atlantic Road
Trip

CHALLENGE

The Norway based supercar club wanted to expand their reach, to grant
international drivers the ability to explore the Fjords alongside other likeminded
entrepreneurs. We were briefed to expand coverage and onboard automotive
partnerships

STRATEGY

With the helm of being the first supercar driving experience in Norway, we set to
explore showcasing the countries hidden gems and recruiting supercar influencers
to attend and showcase the rally.

RESULTS

Combined with over 7.8million followers, the five day experience gained traction to
partner with 3 lifestyle brands, received coverage in VisitNorway and EVLEAR
cars publication.

The Influencers
Diary

CHALLENGE

The Influencers Diary, connects influencers brands, events, paid
campaigns and travel and gifting opportunities. The company
wanted to bring attention to its lifecycle and develop enticing new
brand partnerships for its users.

STRATEGY

Arranging a series of top-tier interviews for The Influencers Diary’s
founder Rosalind Shimmen, to educate consumers on the
compelling opportunities for thriving businesses using influencer
marketing. Further enforcing this message by organising an
exclusive boat party, alongside travel partner TUI. Demonstrating
their forward thinking capabilities in the digital industry.

RESULTS

As a result, we achieved coverage in the Woman Ready blog,
received 5* rating on the App store for influencers, pool party
coverage featured in the Daily Mail and a 35 percent jump in
industry applicants.

the

INFLUENCER'S
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LuxuryProperty.com

CHALLENGE

Leverage LuxuryProperty.com to elevate the brand globally and
attract international buyers. Position LuxuryProperty.com as the
most exclusive brokerage in the Middle East, highlighting its
unique off-market residences with unobstructed views, along with
linear views of unadulterated beachfront.

STRATEGY

Strategically pitch a series of campaigns over the course of some
of the ultra luxury developments to keep top of-mind with
reporters and to create a consistent flow of news. Target media
included top-tier daily press and luxury lifestyle magazines along
with key trade media with a focus on real estate, business,
lifestyle, fashion, art, cultural, architecture and design, consumer,
local, regional, national, targeted international media, and more.

RESULTS

Our outreach generated 15 positive pieces of coverage in titles
such as BOAT International, Edmiston Intelligence and ELLE.
Successfully developed an event to launch the sales gallery and
produced luxury magazines, detailing the full brand offerings.

Louis XIII

CHALLENGE

Louis Xl has grown its superior following and globally recognized
as the most exclusive cognac in the world, the company wanted to
bring attention to its brands history, its take on exclusive
anniversary bottles and bespoke gifting.

STRATEGY

To do so, we arranged a series of interviews with sporting and
business figureheads, to educate luxury consumers on the
intricacy behind the brand and distilling process. Influencing new
audiences an securing event collaboration.

RESULTS

Combined with Rolls Royce we secured a pop-up event
collaboration at Goodwood Festival, broadcasting and coverage in
Harrods publication, Harvey Nichols and Robb Report.

A

o™

LOUIS XIII

COGNAC GRANDE CHAMPAGNE

11



Experience with the worlds
leading brands
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Across the pond

International Communication

With an extended outlook | have a global
outreach and experience within Middle Eastern
and European markets aiding global growth and
awareness for brands.

Through first hand experience with luxury brands,

| am able to build brand profiles, assist in
partnerships and aid in experiential event and
sporting curation.

)] © d @

Facilitating international partnerships for luxury
sporting events, winning sponsorship and
fundraising

Developing C-Suite level business relationships,
enabling a trustworthy bond between new
clients

Focusing on the luxury lifestyle sector | have
experience in emerging talent and disruptive
brands

Crafting bespoke strategies, sharing compelling
stories and analyzing media impact using
industry-leading data tools to shift the dial in the
luxury ecosystem

13



My website

www.thecblifestyle.com

LUXURY - CONSULTING - FEMALE PIONEER

GETSTARTED ABOUT CONSULTING

PLUG IN AND PLAY TO SEE WHAT THE CB LIFESTYLE IS ALL ABOUT

WATCH ME THE ON THE "LUXURY
WITH NATALIA' SHOW

Spanning over 43 countries and
captivating over 100,000 views per
quarter. Watch now to gain insider
access to the luxury industry.

CB LFE!

E DIGITAL

Q FIND IT FAST

STYLE

TURNING THE TIDE: A GLANCE AT THE
SUPERYACHT INDUSTRY

vant of the

) Yacht Shor
mmunity of

ers | am tasked with for rescurcing

) &t apal

1ark from, is currently

more ki

Ezxperience in

Luxury Marketing &
Cpeative Storytelling

Bringing your brand to market ‘
P

Are you a luxury brand looking to exceed with an
innovative marketing strategy, relational
partnerships and experiential event exposure?

You are in the right place!

After graduating from University of the Creative Arts with an Honours degree in Journalism
and working in various lifestyle publications. | have gone on to build a career as a
polymath working in & diverse range of sectors within the ey industry. Wielding

e e wver evolving world of marketing, strategy and partnerships, working
with brands such as NetJets, Princess Yachts, Red Bull, BOAT International, Emaar, Rolls
Royce and Richard Mille. to name just & few.

With a global scope of experience in international marketing communications and brand
opment within the |Loury sect rked with brands all over the Middle East
d Europe, identifying and implementin peling marketing growth strategies and

exposure.

o, | haw

Services:

Strategic Marketing

/

Affiliate partnerships
Experiential event production
PR & Communications

Branding & Creative Design

LATEST PROJECTS

A tour through some of the previcus
projects |'ve worked on

el © 14
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LIFESTYLE WY MAURITIUS

Guess What? COVID-19 Has Sparked a HOW TO USE YOUR PERSONAL
Buyers Market For Private Jets BRAND TO ALLEVIATE YOUR
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“Luxury with Natalia® is a voice reaching multiple communities, first invited on T T RS Se———
Channel 5 UK as a Luxury Expert for “World's Most Luxurio us™ 6-part se

then as a guest host on Yachting International Radio - a multi media Platform
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In today’s day and age, where the world is interconnected viatech, | wanted to
make sure that if there was a way to reach outto those in the Luxury S
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It is a free way to have your voice heard in an ever competitive world.
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Trust a PR expertto have your message conveyed to an audience spanning .
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even more authentic interview experience whether it be on your yacht, in a
plane or in your amazing office worldwide.
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Familiar Resources & Tools

This is a compiled list of some of the daily software and online resources I am
both familiar with and knowledgeable in, from photo editing software,
website building platforms, SEO & website analytics, email marketing and

graphic design resources.

WIX

Word Press

One Page Love

Google Analytics

Google Keyword Planner
Google Optimize

Google Pagespeed Insights

WordPress SEO by Yoast

o 0o 0o o0 o0 o o o0 o

WIX — SEO and analytics

a

o oo o o o o O O

Monday.com
Squarespace Logo
Canva

Photoshop

PixIr

VSCO Cam
MailChimp
Hootsuite

Buffer

o o 0 0o O o o o O

Later

Asana

Hubspot
ConvertKit
Microsoft Office
Ahrefs
Ubersuggest
Screaming Frog

SEMRush
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Thank you.



“Working with Chantelle to influence a luxury marketing strategy for our Grand Prix events
has been a great experience and success. She is highly strategic, personable and hard
working. In the two years we have been working together we have achieved expert
partnerships, secured top-tier placements and hosted events that reinforce our mission. Our
exposure and credibility in yachting has greatly increased. Chantelle was an extension to our
team at Xclusive Yachts and a joy to work with.”

Amit Patel, Managing Director of Xclusive Yachts



