Thie wearld's L!n;-.-l glﬂb.!l BEWsgEIDe

Workology
Stooping

to new

levels

Prince of Pot - =
surrenderingto| "~
custody today

oo aftes sarieg Dl goat sualing

Celebrity Buzz

5

Oprah
gets the
goods

pg

5

14 7 v

a2 Adopted
daughter
. charged

L in mom's

hockey Weneo

o
Coverage, page s

Owning la dolce vita

METRO
May 10, 2010

Lambarghini opens third boutigue worldwide in Ric
Thoy sy whan you'ue got —

i, Haunt 1L, and #s hard do =

fzunt ary harder tham

[he scoop an |
Ben & lerry

i

Vinit mwtromwws.ca

Stop throwing your money away... Get LASIK!

Y %4908 |

its third retail shop in

Owning la dolce vita

Lamborghini opens third bounque Worldede in Richmond

They say when you've got
it, launt it, and it's hard to
flaunt any harder than
tooling down your street
in a Lamborghini, the
cheapest of which retails
for around $200,000.

But what if you don't
have it and you still want to
flaunt it?

Well, you can drive your
Toyota Corolla to the Auto-
mobili Lamborghini
Boutique in Richmond
and buy yourself a
Lamborghini jacket, or
a hoodie, or maybe just

a coffee mug, -
The purveyor of ul-
tra-exclusive, outra:

geously styled -exotic /
cars has opened only

the world in this Vancouver
suburb — the others are in
Beijing-and Los Angeles.
The store in Richmond’s
upscale Aberdeen Centre
had its grand opening Sat:
urday night, highlighted by
_a parade of
. Lamborghi-
. nis to the
- mall and
then a
i fashion
1 show dis-
~ playing

. Lamborghml' headquar— :
tered in SantAgata. ‘Bolog-

nese, Italy, sells on average
about’ 2, DDQ cars a year.

“» Last year the firm was

- down to sales of a little more -
than 1,200, 38 of ¥ hich were- i

“collezione” of Italian-de-

signed sporty clothes carry-
ing Lambo’s trademark
Spanish fighting bull logo.

In the last three years
company officials have dis-
covered what other ultra-
hocury automakers such as
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A woman models clothes from Italian
automaker Lamborghini’s fashion line.

archrival Ferrari have
known for some time: A lot
of people want to identify
themselves, even in a small
way, with la dolce vita.

“If you're a luxury brand
there is always the opportu-
nity to sell even outside the
core business,” says Stephan
Winkelmann, president of
Automoebili  Lamborghini
SpA., in town for the
store’s grand opening. -

“As long as this is giving
additional profit and it’s.
not diluting the brand, it's
a must-do because a luxury
brand always has a limited
oppertunity to grow, be-
cause a luxury business is
always to produce less

" than demand.”
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