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ELECTRONIC RETAILING OF GLOBAL LUXURY BRANDS: 

THE IMPACT ON CONSUMPTION OF MASS LUXURY 
IN RUSSIA AND CHINA

Dr. Nikolai Ostapenko, UDC, Washington, D.C.

The newly created electronic retailers of luxury products are making such goods increasingly affordable and available worldwide. Emerging markets—especially the BRICs—have demonstrated growing and sustained demand for online purchases of high-end, prestige items as a result of the substantial socioeconomic and technological progress achieved in these countries in recent years. The luxury industry, adversely affected by the global recession, is now engaged in a painful structural transformation to accommodate today’s three major trends: globalization, consolidation, and diversification of luxury sales. The industry now pays heightened attention to luxury-brand management and communication on the web, and Russia and China have become countries of special importance to online luxury retailers. Their opportunities for digital expansion and new attitudes toward local market peculiarities are presented below.       

The concept of luxury consumption is a focal point in this era of impressive upheaval in the emerging markets, where the core definition of luxury continues to be modified by the expansion of electronic commerce and social networking. Traditionally, a “luxury” product or service is distinguished by high price, added consumer utility, superior design, exceptional quality, enhanced durability, and unique performance characteristics. The vanity aspect of luxury consumption is linked with the opportunity to display wealth, the sense of membership in an elite group, and the conferral of high social status upon the proud owners. The socioeconomic phenomenon referred to as conspicuous consumption covers traditional purchases of luxury vehicles, watches, jewelry, designer clothing and accessories, fine food and drink, yachts, exclusive residences, mansions, and posh country properties.

A luxury brand is a brand whose image is associated primarily with luxury goods or services. The brand embodies a variety of efforts to create, price, distribute, and position luxury items in the marketplace and in the minds of millions of consumers. From a corporate management perspective, a luxury brand allows the charging of a premium and is a more effective means of communicating unique product value through advertising, public relations, celebrity endorsements, and sponsorships.  

All the recent dominant trends in selling luxury—globalization, consolidation, and diversification—have acquired additional meaning amid the proliferation of social networks and emergence of collaborative luxury consumption that is representative of the current decade, especially the years of global economic recession. Attitudes toward luxury are rapidly shifting under the influence of the digital revolution. Luxury shopping, especially among younger people, now is increasingly motivated by a wish to gain online access to discounted luxury items and to display virtual individual satisfaction, indicating who you and your friends are (Facebook), what parties you go to (Twitter), what interests you have (LinkedIn or Digg), what your intellectual abilities are (Shelfari), and where you shop (Net-a-Porter, Gilt, Yoox; see The Economist, October 16, 2010). Less emphasis is placed on brand aura and less arrogance is displayed in luxury consumption, while more emphasis is placed on usefulness and a greater level of individual preference is exercised in online luxury shopping.   

Globalization allows the middle classes in emerging markets to become more familiar with Western standards of luxury consumption, to recognize major international luxury brands more readily, and to enjoy the experience of shopping for luxuries during travel to wealthier countries. Many customers who have modest means or whose international travel plans are still controlled by their respective governments expressed a strong desire for access to luxury items via e-commerce and social networks. This opportunity was made available both by brand owners and by online discount resellers. To cater to this trend, many luxury companies are enthusiastically joining multi-brand alliances or holding companies so that they can offer large volumes of mass-oriented luxury-brand items: French LVMH (Louis Vuitton, Christian Dior, Moët et Chandon, Hennessy, in total about 60 companies), French PPR (Gucci Group, etc.), Swiss Richemont (jewelry, watches, writing instruments, and clothing). Such alliances successfully coordinate retail sales of luxury goods and distribution of Internet and mail orders, primarily with regard to worldwide sale of clothing and accessories, wines and spirits, cosmetics, jewelry, and watches. Leading global non-luxury companies, such as Procter & Gamble, are tenaciously pursuing a share of the new global mass luxury business. This category includes so-called affordable luxury, which actually represents the high end of existing cosmetic product lines, positioned as true luxury for the less-sophisticated consumers, especially from the emerging markets. 

Many luxury brands adjust successfully but rather slowly to online sales. Only one-third of the 178 luxury firms around the world sold products on the Internet in 2009. The rest run so-called promotional websites. They still worry about the lack of an aura of exclusivity, the undermining of their unique in-store atmosphere, the customers’ expectation of low prices, and the possibility that making their pieces widely available will boost trade in counterfeited items. The luxury sector’s online challenge is to offer customers more reason to be loyal and buy designer fashion merchandise directly at more affordable prices. Many non-participating designers are considering offerings online, yet many of them seem to be reluctant to use Facebook pages to sell products or run promotional offers. Instead, they tend to use social networks as a mass communication tool. For instance, the venerable French fashion houses Chanel and Hermès still are hesitant to sell online. Others are pursuing online business more aggressively: Oscar de la Renta (known for selling an $80,000 sable coat online), Prada, and Tiffany & Co are truly enjoying making online sales. The House of Fabergé, the iconic maker of the famed seventeenth-century Russian imperial Easter eggs, is using the Internet as its primary global distribution channel while operating only one brick-and-mortar shop, in Geneva. Another example of online success is Louis Vuitton, which successfully offers nearly all its products on the web; many of them are sold out for months at a time in all geographical regions.   

Last year, online sales of luxury goods surged 20 percent while regular luxury retail sales declined by 8 percent. Recently, luxury sales online have outperformed overall web sales, and they are expected to grow at a rate of 20 percent in 2010. According to a study by PM Digital Research, “Trend Report: Luxury & Designer Brands Online” (pmdigital.com), 130 luxury brands recently entered cyberspace. Two-thirds of online visits globally are accounted for by just four luxury brands: Coach, Gucci, Juicy Couture, and Burberry. Search traffic, predominantly from Google and Facebook, dominates referrals to luxury and designer retail sites. In addition, traffic from the social sites is rapidly expanding in this direction. For example, Lacoste and Dolce & Gabbana linked their Facebook pages to their homepages in order to build loyalty and create an online buzz about their brands among members. It has been noted that the typical shopper visits a number of luxury sites before making an expensive purchase. The online Kate Spade and Tory Burch outlets garnered the largest share of high-income visitors.

A new trend in online luxury-goods sales is the emergence of global luxury brands. They have become an online equivalent of the discount luxury outlet stores or luxury department stores. The original idea was to sell a large range of brands to liquidate old or surplus luxury stock. Among the most visible international brands are Net-a-Porter, Guilt Groupe, and Yoox. (The earliest luxury brand online, eLuxury.com, was created in 2000 and owned by LVMH; it was shut down in 2009 as a result of its confusing and money-losing mix of expensive and relatively cheap products.) They excite the imagination of web-savvy Westerners and also target a new demographic in the emerging markets: young, middle-class people who have good access to electronic systems but are unfamiliar with the traditional luxury brands and live far from the major global fashion centers. 

Net-a-Porter, founded in London in 2000 and sold this spring to the Swiss luxury-goods giant Richemont, offers a fashion-magazine format with emphasis on beautiful visuals. The site sells 300 international brands (Burberry Prorsum, Jimmy Choo, Christian Louboutin, Fendi, Alexander McQueen, Stella McCartney, Givenchy, Marc Jacobs, Chloé, and Miu Miu) at discount prices to customers in 170 countries, and it even offers same-day delivery to its London and Manhattan customers. The selection, geared toward women, carries an extensive collection of upscale shoes and accessories, in addition to luxury apparel. 

Guilt Groupe, a U.S. online retailer founded in 2007, operates in a “flash” sale format (limited-time sale, typically with 36-48 hours of availability for purchase). It offers women’s, men’s and children’s designer apparel and accessories as well as designer home goods and high-end travel destinations at discounted prices. In 2009, several sites were added: Guilt Man, Guilt Groupe Japan, and Guilt Fuse. Recently there was a further addition: the Jetsetter travel site, which sells about 200 luxury properties in more than 20 countries. Visitors must be club members in order to view sales, and membership originally was by invitation only. Prices normally are 50 to 70 percent off the manufacturer’s suggested retail price, and orders are taken on a first-come, first-served basis. Merchandise is shipped directly worldwide from warehouses in Brooklyn, NY, or Andover, MA. Earlier this year the retailer experimented with introduction of the Helmut Lang collection for one week at full price. After spending $250, a customer received an exclusive Helmut Lang tank top and a $50 credit toward a future Guilt purchase. This interesting promotional effort incorporates both high price and perks to build loyalty to the retailer. Later, Guilt City was added as a location-based-deal service similar to the popular Groupon. Luxurious events, services, and experiences at discounted prices are available to customers who live in New York, Boston, Los Angeles, San Francisco, Miami, and Chicago. Special attention was paid by Guilt to the technology innovators who normally are not considered fashion-forward or luxury customers. In 2009, the Guilt on the Go app for iPhone was launched. The company promised to create a first retail application for iPad. Guilt Groupe granted instant membership to all iPad owners and offered a $10 credit to the first 10,000 iPad owners who registered their membership through the site’s app. 

Yoox Group, an Italian Internet mail-order retailer of women’s and men’s multibrand designer clothing and accessories, was founded in Zola Predosa near Bologna in 2000. The site has become a highly profitable online retailer, currently serving residents of 67 countries. The corporate model is to acquire overstock or unsold items representing previous seasons’ inventory from prominent fashion houses, and sell them online at discounted outlet prices. On special occasions, the online retailer sells vintage designer clothing (Chanel, Dior, Pucci, etc.). Some smaller designers have created capsule collections specifically for Yoox.com. Yoox also launched a full-price menswear retail store, ‘The Corner,” featuring avant-garde niche menswear designers and a selection of niche fashion brands. It later added “The Corner” for women. This online retailer also operates the full-price online stores of many fashion houses such as Emporio Armani, Diesel, Valentino, Miss Sixty, Costume National, Energie, Dolce & Gabbana, and Roberto Cavalli. Interestingly, the company itself also produces clothing and sells it along with the other brand names; this is evidence of the effort to build online brands exclusively. Orders are shipped regionally from warehouses in Italy, New Jersey, and Tokyo.  

Electronic retailers are working hard to transfer the luxury image to the Internet marketspace, where there are many challenges to address. One major challenge is the danger of consolidation of hundreds of superior brands sold at discounted prices; this creates the possibility of image devaluation and commoditization. Customers have no opportunity to “experience” the brand image online, but they are well aware that the price should be deeply discounted. What is to be done? An opportunity exists to build better luxury brand-name recognition online, to remove the limitations of an individual brand name experience as well as bulk them all into an alphabetically searchable brand mix à la Amazon.com. “Select designer” takes the user to “select size” and then to color or price range options, in a process that is detrimental to individual perception of a luxury brand. The customer is supposed to be sophisticated enough to navigate the ocean of big and small designers’ names. 
There are a number of supporting positive brand factors: limited-time offers, selective inventory, instant e-mail customer reminders, hefty price discounts and rebates, ease of possession and returns, great visuals and luxurious online atmosphere, ease of online web use, automated customer service, and possibility of personal customization based on the profile characteristics. The mass selling of mass luxury has a tempting profit margin. It is relatively easy to enhance the original luxury brand’s online presence through a meaningful promotional effort by the luxury e-retailer. Brand confusion and promotional crossovers are minimal and can be successfully controlled or coordinated by the reseller, in cooperation with the brand owner, through the multiple distribution channels. And the world cannot get enough of digital luxury.      

Customers in countries with emerging markets found in online luxury retailers what they had been seeking for years: somewhat-affordable pieces, good selections of the great brand names, a less intimidating and more convenient shopping experience, direct access to the Western brand image, and an opportunity to shop from home, miles away from the big-city lights. For many emerging market residents, traveling abroad is still just a dream, and local luxury boutiques charge truly unrealistic prices. Some governments, including the Russian government, recently increased the value limit on the import tax for shipments from abroad, which boosted local interest in shopping on Western websites. International communications and delivery rates are becoming more affordable worldwide. Several national online resellers are following the global e-retailers’ trend: selling luxury at discounted prices straight from the warehouse in your native city. 

The Russian Federation accounts for 7 percent of the world’s luxury market, with an appealing estimated worth of 2.5 billion euros. It is the fastest-growing luxury market in Europe. Russia is returning to the pre-crisis level of luxury sales, even though the number of Russia’s billionaires recently was halved. The recession changed the retail practices of even the iconic French brands in the country. Recently Chanel made a decision (following in the footsteps of the “pioneer” Burberry) to focus more on online advertising via “Look at Me,” a Russian social site, and Russian Vogue online. Local fashion bloggers continually receive invitations from the best brands to preview the collections online, and some bloggers even receive special gifts from the luxury brands. The advertising budgets of many luxury brands are shifting from local TV and print media toward cheap, more-efficient online campaigns. Russians appear to prefer refined, strong luxury brands online and clear positioning, with an emphasis on brand individuality that is relevant to the market. The “global faceless positioning” of many luxury brands usually does not produces good sales figures there.

One positive factor for e-commerce expansion is the fact that Internet usage in Russia is widespread and growing. It increased by 20 percent in 2009, mostly as a result of higher user activity in the country's regions, according to a study by the Russian Yandex.ru web portal. The Russian Northwest Federal District set a record for Internet growth rate in the country (38 percent) in 2009, with the number of domains and blogs per 1,000 users growing by 26 percent and 61 percent, respectively. The Central Federal District, with more than 38 million inhabitants, is the leader among the Russian regions in level of Internet usage. However, the district ranks last in terms of user activity. According to the study, Internet usage is higher in large Russian cities (51 percent) than in villages (20 percent). In Moscow, 59 percent of Internet users are adults, with 55 percent of them having access to the Internet at home. Meanwhile, the growth rate of Internet usage in Moscow (6 percent) and St. Petersburg (10 percent), where the Internet market is already well established, was significantly lower in 2009, in comparison with the other regions of the country.

The first Russian online shopping outlet arrived in 1995, not long after America’s Amazon.com and eBay.com were founded. Today thousands of online stores operate in Russia; they are geared not only to retail sales but also to the B2B and B2G market segments. Online shopping in the country, according to Yandex.ru, is growing 42 percent per year, a rate three times faster than that of the retail industry itself and also faster than the growth of online sales in the major Western countries, where the average is 25 percent annually. Geographically, online sales are concentrated in Central Russia (62 percent of all hits of Russian retail websites) but rapidly expanding to all major cities across the rest of the country. Russia’s Far East closely approaches the internet penetration rates of the Moscow and St. Petersburg areas, mainly owing to the influence of nearby China and Japan. The sites use the cash-on-delivery method and are not linked to credit cards, as is customary in the United States. This significantly decreases the number of fraudulent online purchases. The major problems of e-commerce in Russia are out-of-stock items and website listings of understated prices that actually are not available. 

The most popular items online are computers, consumer electronics, cameras, cell phones, and household appliances. High-end and new models of computers, consumer electronics, and cameras dominate the e-marketspace. Especially popular online are plasma TV sets and high-pixel digital cameras. Typically, the newest models completely shift demand away from the older, cheaper ones. This evidence indicates that online shoppers are not always bargain-oriented. The most popular online brands are the top 10 Western brands of cell/smart phones. Sales of cosmetics and health and beauty products are impaired by the excessive online supply. Sales of cameras and books have stabilized and approached the market-saturation point. Online demand for clothing and shoes is growing three times faster than the online offers. This represents the greatest opportunity for global upscale e-retail brands.

Luxury online sales are still very rare in Russia. Private online shopping clubs are rare. Nonetheless, copycats of the international electronic luxury retailers are already present there. In March 2009, the first copycat, KupiVIP.ru, was launched by Accel Partners, Mangrove Capital Partners, ARLAN, Direct Group, and angel investors Oliver Jung and Klaus Hommels. The capital of the venture is estimated at $31 million. It sells online discounted fashion items from more than 500 of the world’s best brands and managed to attract 1 million local members. Owner Oskar Hartmann stated that KupiVIP represents the biggest investment ever made in Russian e-commerce (TechCrunchEurope, January 18, 2010). This year the online retailer is planning to arrange 2,500 “flash sales” à la Guilt.com and double the number of the participating brands to 1,000.  
Sales of luxury in China, too, are returning to the pre-recession level. According to the Hong Kong’s People’s Daily (October 19, 2010), sales of luxury goods increased by 12 percent in the United States, 6 percent in Europe, and 22 percent in Asia in 2010. Meanwhile, sales in China are expected to grow even more rapidly: by 30 percent. This figure is an interesting contrast to the 1-percent decline in luxury demand in Japan (especially among young Japanese). Obviously, wealthy young Chinese (mainly the young males) have developed an appreciation for the world’s fine brands. It is no wonder that the majority of international travelers now are Chinese. Chinese customers rank now third in the world, behind the Americans and Japanese, in consumption of luxury products and spend about $6.5 billion a year. From an annual salary averaging $12,500, a Chinese customer can save enough for a Gucci wallet, Prada belt, or Burberry trench. 
The best-positioned luxury brand in China is Louis Vuitton. It relies successfully upon its European heritage and many celebrity endorsements. Production of bags was moved to China, though retail prices remain unchanged. The second-most successful brand in China is Gucci. Financial results are confidential but expected to be impressive, as Chinese retail space is cheap to rent (realtors know that new stores will draw in crowds), logistics and storage costs are insignificant, and moving manufacturing operations to low-cost China is very efficient. 

There are some challenges for the Western brick-and-mortar luxury retailers in China that should benefit online sales. Taxes on luxury goods in Mainland China are very high: 17 percent VAT, a 10 percent consumption tax, and a luxury tax averaging 24 percent. Only one-third of all luxury purchases are made in Beijing and Shanghai stores; the rest take place in Hong Kong, Tokyo, or elsewhere. Because obtaining a visa to travel overseas is a difficult and lengthy matter for the average Chinese, the unrealized demand for luxury is burgeoning in this country with an estimated 400 million Internet users, where image is a key element of success. An estimated 80% of online shoppers are less than 45 years old, compared with 30% in the U.S. (WSJ, December 2, 2010). According to the China Internet Network Information Center (CNNIC), China’s online population reached 420 million at the end of June 2010, about 36 million more than was reported a year ago. China has an estimated 300,000 millionaires and a 250-million-strong middle class. In combination, these groups spend 40 billion yuan annually on luxuries, according to figures from the accounting firm Ernst & Young. Almost all wealthy Chinese have Internet access and quickly learn to shop online, once they know what and how to purchase. The market is ready and waiting for the global electronic retailers.  

At this time, Internet retail sales in China are very modest, making up around 2 percent of all retail sales in the country, according to a 2010 Chinese consumer study from McKinsey. However, the Beijing-based market research firm iResearch estimates that China's online retail market expanded by 117 percent in 2009, from $19 billion to $39 billion, making it the world's second-largest, behind the United States.  Foreign retailers, especially apparel companies, are now launching their own stores on Taobao Mall, a business-to-consumer site started in 2008 by the Alibaba Group, which also operates Taobao.com, a consumer-to-consumer e-commerce platform. Recently, Adidas AG, the world's second-largest sportswear brand, launched a flagship store on the platform. It will be the company's only online retail distribution channel in China. 

 Taobao may not suit everyone, at least where luxury brands are concerned, because Chinese consumers still value an in-store experience when buying an expensive bag, dress, or coat, according to a 2009 KPMG consumer survey. "Sixty-four percent of respondents rated the retail experience as a significant factor in their willingness to pay a premium for luxury goods," the survey suggested. Plush, prestigious stores with attentive, knowledgeable sales assistants give shoppers a tangible sense of participating in something special. And for those retailers that are opening on Taobao, there is always the issue of the presence of other stores on the platform that already sell their products. A quick search for Adidas on the e-commerce site yielded 42,188 shops selling Adidas sneakers and 4,564 shops focusing only on Adidas goods. Luxury companies, which have long resisted opening online stores in order to preserve their brand prestige and maintain good relationships with high-end retailers, are gradually changing their strategy. 
In 2010, two Italian luxury retailing sites, Raffaello-Network and Forzieri, partnered with China’s largest third-party online payment platform, Alipay, to extend their reach for online customers in China. Chinese consumers can visit the newly launched websites, which are in Chinese, and choose items ranging from the latest Chanel sunglasses to Le Perla’s underwear, or boutique European brands, including Orlando Orlandini and Nicoli. All are priced in local yuan, with a wide range of online payment options including Chinese-friendly Alipay, PayPal, and Western Union. The two Italian online retailers are determined to tap into the potentially huge online market in China. In spring, their Tokyo-based rival Glamour-Sales.com opened an office in Shanghai, underscoring the growing importance of the Chinese market.

Since September 2010, fans of Marc Jacobs can read the latest news about the company at marcjacobs.com and purchase luxury items directly from the website. Marc Jacobs is not the first among its high-end peers to open an online store: Hugo Boss, Jimmy Choo, and La Perla established their sophisticated online shops when the global financial crisis hurt their sales figures in luxury department stores like Saks and Neiman Marcus in the United States. More luxury companies will open online stores in the near future, as the compelling demographic trends outweigh their concerns. At the end of November 2010, Emporio Armani opened up a commercial website with the help of Yoox that has plans to open three or four additional luxury sites for the clients namely for D&G, Ermenegildo Zegna and Valentino. Burberry Group PLC and Tod’s SpA are very close to go this road as well.
Coach Inc., the U.S.-based handbag and accessories retailer, plans to open 25 new stores in China during its current fiscal year, which ends in June 2011. The company is stepping up efforts to expand its outreach in China, considered to be the fastest-growing luxury goods market in the world. New York-based Coach, which owns 665 stores worldwide, now operates 41 outlets in China. During the past fiscal year, it has opened 15 stores in the market. "China is our biggest opportunity as our brand takes hold and the market continues to develop rapidly," said Lew Frankfort, chairman of Coach Inc., adding that the company has started developing a multi-channel distribution model in China including a flagship store, retail outlets, and shop-in-shop. He said the company is also expecting to accelerate new store openings. A new Coach retail store was recently opened in Dalian, in Liaoning province. As an accessible luxury brand, Coach sells products at a relatively low price: about half that of some European brands such as Louis Vuitton, Gucci, and Prada. In China, most Coach handbags are priced close to 5,000 yuan ($752), while European bags cost around 10,000 yuan.
 

Galleria.com.cn became China’s first online luxury shopping site. Chinese customers can access the website and purchase goods bearing such renowned international brand names as Dior, Fendi, Celine, Loewe, Givenchy, Guerlain, DKNY, Dom Perignon, Emporio Armani, Prada, Burberry, Swarovski, and Dunhill, all distributed by Galleria.com.cn. In total, 30 luxury brands, and more than 1000 individual items, will be available online for the first time in China through this site. DFS, the world's largest travel retailer, developed Galleria.com.cn in partnership with Shanghai Difusi Information Technology and Development Co., Ltd., which has global experience in luxury travel merchandising and marketing. It provides the technical platforms for the site, where an online shopping experience very similar to Guilt.com has been created. 
“Galleria.com.cn extends the reach into every home in China with Internet access, providing a new shopping channel for an important and large emerging luxury market," said Ed Brennan, Chairman and CEO of DFS. The site's theme line is "Love to Shop," and the concept is "Your license to shop luxury brands with confidence and have fun, too." Exquisite graphics and copy in both English and Chinese invite the customer to browse through extensive lines of beauty and fragrance products, leather goods, fashion, accessories, and fine watches and jewelry. In addition, Galleria.com.cn provides fashion tips, beauty advice, news, and trend reports. Customers can get information from trained service representatives either through the site's chat room or by calling a toll-free number. Customer orders are filled at a warehouse in Shanghai, and deliveries can be made to nearly any address in China. Products are guaranteed to be authentic, and customers can be assured of excellent before-and-after sales service, a good returns policy, and multiple payment options. DFS, with more than 150 airport and downtown Galleria stores in 14 countries, is based in Hong Kong and owned by Louis Vuitton Moët Hennessy.
In 2006 designer site Wooha based in Beijing started successful operations. Distant customers tend to spend more ($580 per purchase) that shoppers in bigger cities ($275) where stores are many luxury stores are physically located. Inventory comes directly from the fashion companies, such as Gucci, Steve Madden, and Miu Miu. Only 30% of the stock is from the current season collection. About 60% of the Chinese luxury customers currently are buying there.
As emerging markets mature, consumption of luxury goods is no longer restricted to upscale department stores and boutiques. Electronic sales of luxuries via computers and mobile devices are expanding and becoming very profitable. Luxury brands were challenged to develop long-term digital strategies by accommodating e-commerce and m-commerce demand. New electronic luxury retailers have successfully entered the elite markets and continue to succeed in shifting the business away from the luxury retail locations in urban brick-and-mortar stores. Competition has created the phenomenon of discounted luxury, escalated by the global recession in the Western world and strong demand in the emerging economies where consumers eager to celebrate their new wealth by buying designer labels. Though luxury goods are available there for a several years, they mostly have been distributed by the middlemen and are out-of-season. Western labels are selling there to a very limited degree since many do not ship because of the excessive customs’ dues. Brand ownership, brand management, brand image, and brand communication have become critical points of survival for many of the world’s super-brands. Obviously, retailers that feel uncomfortable online will not prosper when the digital shopping carts are full of competitors’ products and the social networks are buzzing about the “steal of the day.” Discounted luxury has arrived everywhere in style. The world now is waiting for the industry to become more confident and creative in formatting the luxury experience for electronic sales.    
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