EAP I Homework Assigment

Summary Writing

Read the article, 'Profits in the laptop of luxury' and write a summary of the article in NOT MORE than 50 words.

Profits in the laptop of luxury

FT Correspondent

Tiffany, the jeweller, was the first elite brand to recognise the potential of the internet by retailing online to US customers in 1999. Other famous names sell online in the US, though not yet in Europe.

Although the range of luxury brands offered over the internet is widening, its value remains tiny compared with sales through traditional channels. Some upmarket brands are embracing e-commerce, while others are cautious.

The argument of personal service has been made on countless occasions, with some justification. According to a report published this month by Ledbury Research, which specialises in the luxury market, just over one in three affluent consumers in the UK would be prepared to buy a watch online, while fewer than one in four would consider the internet for jewellery.

The biggest problem facing luxury brands is the association of e-commerce with price discounting. There is a fear that online trading will encourage consumers to compare prices across international borders, exposing the widespread practice of discriminatory pricing.

To preserve their distinctiveness, sellers of luxury online are creating a proposition based on the idea of offering a service so personalised that it becomes another aspect of indulgence. 'From the outset we have focused on being high-frills,' says Natalie Massenet, managing director of Net-a -Porter. 'If a customer asks us to delay delivery until after her holiday, we offer to deliver to her resort.' When the purchase arrives, she adds, it comes beautifully wrapped 'like a hat box in a 1950s film '.

There is much for luxury brands to learn about e-commerce. 'One of the defining characteristics of affluent consumers is that they are short of time and intolerant of delays,' says Elaine Pinkster, senior analyst at Ledbury Research. 'Many luxury sites are deeply inferior to the likes of Amazon and Tesco, because they are difficult to navigate, depend too heavily on moving images and take too long to download.'

In the meantime, arguments for selling online remain. One pressure is the increasing importance of global representation, coupled with the need to cater for scattered populations of wealthy people living outside the capitals of style where luxury brands have historically had their outlets.

People have always shopped by looking and then handling and caressing luxu ry items. But teenagers growing up with the internet today may have different buying impulses from previous generations, 'ones that have nothing to do with touch,' as Miss Massenet points out. 

From the Financial Times

Cesar Klauer, May 2004 ( Adapted )

