| met Kely in the mid-2000s when

she was the marketing director of
the French electronics company,

Parrot. The company deals in sound
for auto and home, GPS and drones
and sells worldwide. Kelly and | were
first brought together because of the
Philippe Starck speakers Lhat were
produced by Parrot. It was a sleek tow-
er speaker with 2 sound that seemed
to resgnate lhrough the air rather
than just project. The design was in-
credible and the quality equal, so, of
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WE BELIEVE THAT THERE |5 AN
OPPORTUNITY TO CURATE MORE
INSPIRED SPACES, ESPECIALLY
THE SPACES IN WHICH WE
DREAM, MAKE AND DO

KELLY NYLAND

‘Ron got everything first, whether it was a ce-
lebrity shoe or some cool kids' accessory,”
says Kelly Nyleand, "He knew where to place a
bet. He knew when to take a chance.”

That makes him a fitting complement to Kelly,
wno has launched more than 120 consumer
products: about 70 physical creations, and
approximately 50 virtual, Including apps.
games ard other digital experiences. "l've
led product development design and creative
services, and I've run most of the brands I've
worked for on a global scale,” she notes. Ne-
gotiating international deals with Apple as a
vendor to thelr stores worldwide, throughout
her career Kelly has launched brands in 40
ohysical countries and for 70 nations online,

"Product development, retall and tech Inno-
vation consumer products: that's really my
sweel spot.”
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Kelly met Ron when she worked at the ff’vVl?j‘
l.nn;ny French wireless products manufacturer,
Parrot, Ron was one of the first to sell the com-
pany's sculptural speakers, which had been
codesigned with Philippe Starck

Seeing how Ron displayed and merchandised
lhe speakers at the Melrose location, | reme-
ber feeling that this product had completely
achieved chic, celebrity status," Kelly says. *One
of the only other stores selling this product suc-
cessfully was Colette in Paris, only a handful of
luxury concept retailers could do this product
justice and present it In a way that encouraged
the other hundreds of points of sale to adopt
the product and to sell it.”

Ron's store was a prime venue, therefore, to
showcase Parrot's groundbreaking AR.Drone,
which entered the markel in 2010, about 18
maonths before the competition. "Ron was al-
ways focused on selling whatever was new
in the industry,” Kelly observes. "It just made
sense”

Kelly next applied her talents te digital consum-
er manufacturer Sphere, where she was Senior
VE of Marketing and Creative Services Her
love for product development, creative design
and global marketing lsunches led to partner-
ing with Disney and Lucasfim to present the
8B-8 droid toy inspired by Star Wars® The Force
Awakens. Once again, Ron was able to offer ¢lj-
ents the newest experience a rohot compan-
on

Collaboraticn continued when Kelly headed
Marketing and Brands for Spectacles, the Snap-
chat glasses with a camera Inside; “We were
rolling this product cut through secret scav-
enger hunts, featuring 100 vending machines
over 100 days throughout the United States,”
she says. Asking Ron to participate, Kelly ac-
knowledged that "He really hac to l1ake a bet
on something he had never seen. We coulgn't
show him the product, We couldn't show him
the vending machine.”

Of course, Ron rolled the dice ‘There were
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lines out the door, and n“memu;
showed up because they fee| rea—ﬁ_ 3
able al Ron's store,” says Kelly, ¥ Conp
As Kelly and Ron's paths coptiny
friendship developed, and Ke,uy
Ron for professional perspectjy
presume anything, he just offers .y,
ways very encouraging,” she S!ﬂtes_
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Kelly recalls an occasion when bap
to be in New York, and Ron w.
fragrance collaboration with Mis: .!!L':rt
er forgel looking at all those prody
in that hotel room and just go 19 the
scenl,” says Kelly. *| remember
his eyes and in his voice as he (alke
excited he was that Rosita Misson|
to waork with him. Yet he stjll Knew that
o get the price paint right and

for each scent," she notes. “This mai
impression on me. | think it signifie
frendship that Ron and | had built 1o
the years was reciprocated in a way
outside of our day-lo-day business”

Kelly currently oversees her own bisins
alfox, which combines technolag
through an online Mower subscripll
ships petite, French-inspired flower ars
ments to customsrs each week. "We o€
thatl there is an oppartunity to curste
spired spaces, especially the spaces i
we dream, make and do,” says Kelly.

Dream, make, and do is 8 good st
tion of the creative energy that el
Ron both share. “Creativity: is bult
Ron’s way of curating progucts 343
ing stories. Any item, brand of b 3
that he features in the store, he_"‘.'s‘
able to tell the story," she explaifs

"Ron leaves an impression,” says kel o
it Is wrapped up in masculing elegﬂ“h
the type of person who always seell
Quietly in the know.”



PRODUCT DEVELOPMENT, RETAIL AND TECH
INNOVATION CONSUMER PRODUCTS:
THAT'S REALLY MY SWEET SPOT




