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The reticence of the established groups also helped create the opportunity
for the new arrivals, of which Fabergé is one. The price of a piece of prime
real estate on any prestigious luxury street or shopping mall around the world
has become prohibitive to all but the wealthiest brands, even before factor-
ing in the cost of building a retail temple grand enough to catch the attention
of the passing customer. However, the cost of creating a presence to rival the
same companies online is less intimidating. At the same time, the opportunity
to offer a user experience and level of service superior to these established
rivals has been very real.

These trailblazers have demonstrated, by wholeheartedly embracing the
power of today’s technology and combining it with traditional retailing skills,
that it is possible to provide an online experience that offers a compelling
alternative to the traditional location-bound and time-restricted alternative.

It was this opportunity that captivated my team when we set out to plan
how to restore Fabergé to its rightful position at the pinnacle of luxury. We
also saw the foot dragging of many established rivals as an opportunity. We
identified the changes in consumer attitudes, accelerated by the early twenty-
first-century economic crisis, and understood how these were enhancing the
appeal of the Internet as the preferred primary point of interaction between
the consumer and brand or retailer, irrespective of the category and price-
point. We confirmed from research and practitioners that these trends were
even more apparent among high net-worth audiences for whom discretion
and convenience were becoming increasingly important considerations. We
were excited by the opportunity that developments in software and imaging
technology were providing to transform the online user experience into one
that replicates the exclusive and intimate world of the high-jewellery salon.
We were impressed by the scalability of an online flagship store open to the
world 24 hours a day seven days a week from day one. We were attracted
by the power of modern CRM software to nurture an enduring and personal
relationship with our customers around the world and provide them with a
level of service difficult to match with a black book and a telephone alone.

This significant and groundbreaking book explores
all these elements and much more, for the first time.
It provides invaluable insights to help all those look-
ing to unlock the massive potential of the Internet and
new technologies as an invaluable means of enhancing
the luxury experience for the customer and the profit
potential of its delivery for the provider. I intend to
keep Luxury Online close to me for a long time, and
I counsel you to do the same.

MARK DUNHILL
CEO, Fabergé

foreword
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Author’'s Note

Luxury is online but is not yet in line. Did you notice? As an industry that is
known for creativity and avant-gardism, it remains a surprise that luxury is
playing catch-up to the rest of the world in embracing the e-culture and adopt-
ing digital technology. It is a well-known fact that luxury brands have been
locked in a love-hate relationship with technology since it became appar-
ent that the Internet is here to stay. But two decades after the arrival of the
Internet, this scenario ought to have changed. The question of ‘why’ luxury
should be online is no longer relevant but the current issue is ‘how’ luxury
should present itself online, particularly as consumers take charge of their
online experiences. The likes of Louis Vuitton, Gucci, Cartier and the Ritz-
Carlton are paving the way and leading luxury brands to repent their anti-
Internet stance but the journey remains a long and challenge-ridden one.

As the most powerful marketing tool that will drive luxury businesses forward
in the next century, the Internet has become indispensable for luxury to reinforce
brand presence, break into new territories, engage clients on a higher level and
demonstrate overall value. This reality is both worrying and exciting. It is worrying
because placing luxury, which is based on rarity and refinement, on a medium
such as the Internet, which thrives on mass access and mass appeal, is logically
paradoxical; and its excitement comes from applying the right mix of the rele-
vant strategies, tools and techniques that will result in a powerful online presence
for luxury brands and an enhanced experience for the clients.

The luxury consumer has been reborn after twenty years of interacting
with the Internet. The shifts in their value systems and mind-sets have been
heightened further by the global economic slowdown leading to a different
luxury market climate. A new world order is in the process of emerging and
the luxury market will never be the same again.

What does luxury require to excel in this new world? Luxury has to get
its act together by embracing technology through an infused e-culture and
adopting advanced strategies for e-communications, e-marketing, e-branding,
e-commerce, client management, channel integration, social web marketing,
website design, mobile marketing and applied technology in product devel-
opment, merchandizing, retail, mobile and sustainable development. All of
these have been addressed in this book.

Luxury Online is not about exalting or crucifying luxury brands, neither
is it about providing magic formulas for $millions in sales without strategic
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vision. This is also not a technical book but one that addresses bottom-line
business issues that luxury brands face in the context of the Internet, dig-
ital media and new technologies. It is an eye-opener that strives to reveal
the approaches to overcoming the challenges of luxury online while meeting
the requirements of business in the twenty-first century digital context. Its
recommendations will lead to long-term client affiliation, business growth
and sustainable brand value, even as luxury online strives to come of age.

UcHE OKONKWO
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