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Presentations

Client
Company: Harman International | Levinson
Project Director: Mr. Dave Nauber, Vice-President of Sales, Mark Levinson

Harman International is the parent company for Infinity, Harman/Kardon, JBL, JBL Pro, Lexicon, AKG, Crown, Mark Levinson, 
Revel and Studer. Mark Levinson is Harman International’s flagship audio component line, with the single goal to produce 
the world’s audio electronics. Levinson offers audio components from $3,000 to $34,000. 

Mark Levinson designs and manufactures high performance audio components using the highest quality of engineering, 
parts and materials in the service of music reproduction. The result is a no-compromise audio brand that communicates the 
heart and soul of music. Mark Levinson is the flagship audio component for Harman International, and is regarded by many 
audio enthusiasts and reviewers around the world, as the reference in home audio electronics. 

Context 
Mark Levinson, like many other brands, makes world-class products: Ferrari automobiles, Hasselblad cameras, Ebel watch-
es and Brioni clothes.  They all a share common attribute - a commitment to deliver the highest quality of performance, 
craftsmanship, and detail. They are the best in their product category - and among the best that money can buy. 

Mr. Nauber believed that at the point of sale, sales people weren’t recognizing the Levinson brand as a premium brand and 
communicating to the customer, all the desirable attributes that goes with owning a premium brand. After seeing my presenta-
tion work for Levinson’s sister company, Revel speakers, Dave Nauber engaged me to produce the Levinson presentation. 
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Deliverable 
Presentation content, structure, speaker notes , graphics, animations, PDF for emailing.

Objectives 
Audio sales at retail face many of the same issues that many luxury brands also face at retail - brand name recognition. 
Many of the premium brands don’t enjoy the same brand recognition that other lesser brands do. Rolex doesn’t make the 
worlds finest watches, and Bose doesn’t make the worlds finest speakers, however, their brand recognition awareness is 
outstanding. For many audiophiles, owning the best audio components is enough, but not everyone considers themselves 
an audiophile. However, there are many customers who do desire to own the world’s best. 
Presentation objectives:

•	 Establish Levinson as the world’s best audio component 
•	 Establish Levinson on the same footing as the world’s best brands
•	 Position yourself and your store as representing the world’s best brands
•	 Communicate the specific attributes of luxury brand status
•	 Communicate the desirable aspects of owning “the world’s best”

Content
I was responsible for content development, writing, presentation structure  and design. To accomplish this I did an exhaustive 
literature search on luxury brands, boutique retailing, premium products merchandising and successful luxury product launch-
es. I synthesized all of the content and made it as verbally succinct and visually persuasive as possible. 
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Presentation structure:

•	 Introduction and overview of other luxury goods / world’s best brands
•	 Characteristics of luxury goods
•	 Positioning the good and the best
•	 Understanding the luxury goods buyer
•	 Tangible benefits of luxury goods
•	 Non-tangible benefits of luxury goods
•	 Positioning relative costs of luxury goods
•	 Positioning your self as a luxury goods salesperson
•	 Presenting luxury goods
•	 Communicating the qualities of the luxury good
•	 Communicating the desire to own the world’s best

The presentation has been so successful, it is still in use by Mark Levinson associates more than 6 years later.
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