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LUXURY GOODS

Wealth, taste
and cachet at
bargain prices

Clare Dowdy looks at whether "exclusive’ brands can be discounted
without compromising their desirability as prestige items

Iscounted Tuxury

Is an oxymoron.
When so called
"gxclusive”™

brands sell lines off cheaply.
it is often to the detriment of
their carefully honed image.
Woe betide the brand owner
that off-loads excess product
at the end of the season
without giving Itz pasition-
ing due consideration. As
ber Brilé, of the

and Mr Hall sccuses Guecl,
along with Chanel and
Christian Dior, of

Itsel.

Ing L

Many brands have used
the factory outlet to off-load
‘end-of-line products, though
that ¢nvironmont can seem
unglamorous = one step up
from & service statlon.

But there is another way
Qutside Lugano sits the

{3

style bible Wallpaper, puts
it, heavy discounting can
play havoc with a brand's
reputation if it is "embraced
by the wrong suburhs”.

Lacoste learnt the pitfalls
of d;l:mm:l.na on the high
stroet to Its cost in the US,
Selling off merchandise
cheaply seemed to be the
answer to having produced
too much to sell at the origh-
nal price. But when wealthy
consumers saw thelr chauf
feur sporting the alligator

marque, “the brand lost
cachet had to be with-
drawn”, says MNirmalya
Kuimar, mﬁmnr

of market-
ing at London Business
School. Lacoste has since
been reintroduced to the US

8t
“When you discount a
brand on a frequent basis
without o good reason, such
as ¢nd of season, that cheap-
ens lhe brand.” says Mr

Kumar.
Luxury is all about exclu-

‘When you discount
abrand on a frequent
basis without a good
reason, such as end
of season, that
cheapens the brand’

shopping mall Foxtown,
where luxury rubs shoulders
with maore luxury. This envl-
ronment seems to work for
bath the brands and their
customers. “Guccl and Prada
and Ralph Lauren are all
together and they love it”

sale at foll price, and they
appreciate the safety in
numbers. A sale can also be

dowed with a bit of status.

sivity. Once a brand
becomes inable, It s In
trouble. ot of luxury

brand enﬂptuju are posting
losses because of Just that,
says Nic Hall, director of

consumer understanding at
I!uuﬂh International. =My
definition of luxury s unat-
tainable, or attalnable enly
with a great deal of effort.”
A Gueel key-ring Is within
the budget of many people

Many stores put on “inwita-
ticn only” sales as a way of
treating their best customers
and press contacts.

“Private sales act as a Al
ter,” says Sam Grange. asso-
clate director at Added
Value, Paris. He cites the
luxury chain L'Eclaireur,
which gets shot of its

jted Dolce & G

Issey Miyake and Comme
des Gargons In this way,
This is a controlled envi-
ronment, adding (perceived)
value to the experience of
1 n-i!;n pmlc:
uxury relaflers it
same at a virtual mall?
The order books of Yoox
setm to show there 1s con-

. siderable appetite on the

internet for cheap chie,
albeit old chic.

Yoox was sel up three
years ago In Italy by Feder
fco Marchettl, Its chief exec-
utive, previously in mergers

and uxury

goods  with Lehman
Brothers. Its model

stralghtforward: take last
season's clothes and accesso-
ries from 300 exclusive

‘brands and sell them online

at a massive discount.

The company sells Lo more
than 15 European countries
and was launched In the US

marketing support. this
is now Yoox's [astest-
market, already

growing rop-
resenting 10 per cent of i3
monthly turnover. It hit
break-even in the fourth
quarter of 2002 and turnover
Mﬁ to €10m ($11.7m) in

the first six months of 20031,

FEATURES

m«tlum. stylish presenta-
tion and careful selection of

merchandise. As o cheaper.
online-only offer, It is dis-
tapcing [tsell from the
walue-added

ﬂvl
ence and & to a dlf-
ferent audlence. These

The high street Is the wrong venoe for kuxury chars wishing to sell off old ines at low prices  Jm Winle

under 29 years old - are
being introduced to luxury
brands. The website has had
more than Tm wvisitors and
more than 70,000 orders, 70
per cent from repeat busl-
ness.

All this means that the
brands featured on Yoox are
benefliting almost as much
as s customers. Costume
Matlonal's designs are

stocked in Bamneys and Har-
rods as well as on Yoox.
Antonlo Padula, Costume
International’s general
manager, |5 relaxed about
this method of appearing
online: “The Yoox channel is
aot competitive with our tra-
ditional
accounts for less than 3 per
cent of our sales, and any-

way It's the previous year's Mr

Although it is discounted,

channels. It wit

Yoox keeps Its end wp ir
terms of quality o
experience, The websit
is stylish and don
mot scream discount, the
pleces  are carelully
selected by Marchettl anc
dellvery 15 in lins
uxuriousness o

Intérne



