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Creating the ideal site
We know that the luxury consumer wants
convenience and personalisation, but yet
still have that luxury experience. So why
not create the ideal site which is a
seamless brand extension allowing you to
differentiate? To some extent, luxury is
already doing this, although this is only a
recent phenomena. Stephen Blumberg,
Worldwide Director of E-Marketing at
Gucci, on his recent podcast with imedia
mentioned that two years ago Gucci only
advertised in print and that just 18 months
ago it set up its first e-commerce site.2

A website is more than a catalogue. It is a
channel to sell, both to existing customers
and to potentially new ones, particularly in
markets where you do not have a physical
presence. Further, you can have regular
and cost effective (two-way)

communication with consumers. Finally, it
is a twenty-four seven advocate and
oracle for the brand that allows the
consumer to control how they interact
with it; allowing them to interact on their
own terms and to the level of detail that
satisfies their own needs.

There are a few hallmarks for a successful
website: 

• An aesthetically pleasing layout with
informative and engaging content that is
effortless to read

• Simple, intuitive navigation
• Rich content when the user chooses to

probe more deeply about a specific
product

• Seamless integration with the offline
experience

You are the experts on aesthetics and
engaging copy, but here we offer you

some simple guidelines on navigation, rich
content and online-offline integration. And
we will take you beyond this into the
world of web 2.0 with opportunities to
personalise your site and build in elements
of sharing or communicating around the
content - key trends that we have
identified from research across Europe,
the US and the advanced internet
markets in Asia.

Natural navigation
The key to navigation is to remove all
barriers to consumers making a purchase
or finding out about a product or service.
The site should also help customers
develop the criteria they use to evaluate
which products or services best suit their
needs - colour, size, availability, price and
so on - help them find the information, and
then allow them to compare their options to
come to a decision. Achieving intuitive
navigation requires three things: clear site
structure, unambiguous menu labelling, and
effective search. Let’s take each in turn.

A clear site structure is important to
minimise click distance (the number of
clicks to reach desired content, and a key
reason why people give up on sites) and
to ensure users always know where they
are within the site and how to get back.
‘Breadcrumbs’ show users where they are
in the site and allow them to click back to
any stage in the navigation process. You
will have seen these in the corner of sites
you have navigated displayed as
hyperlinked menu labels with ‘>’ signs
between each label. Navigation to and
from shopping baskets or wish lists
should also be as seamless as possible.
Although not luxury sites, eBay and
Amazon have invested much time and
research in getting this ‘journey’ right and
provide useful lessons - the call to action
should be prominent on all pages, and it
should be easy for the user to navigate

1 www.brandchannel.com/features_effect.asp?pf_id=33#more
2 www.imediaconnection.com/podcast/iMediaConnection_Podcast_171.mp3

Introduction
One billion consumers are online. Web 2.0 has redefined the rules of marketing and
what your customers expect from you. Today's consumer is internet savvy and expects
choice. Whether they're doing the family's weekly shop, indulging in a bit of 'window
shopping' or splurging on the latest designer bag, customers' expectations both on and
off line are higher than ever. We're all time short and cash rich (theoretically) and the
internet is the perfect tool from which the retail industry can benefit.  Surely we should
be able to indulge in retail therapy whenever and wherever we want?

Being online is one thing but being on brand is quite another. Most retail companies do
have an online presence, a great website that reflects their values and brand. That’s just
the beginning. It's time to embrace customisation, communities and co-creation.
Consumers want convenience, trust and personalisation. The net is no longer a
repository of static information used for research, or just a tool for communication and
transactions; its evolution into web 2.0 offers us the technologies and ideas to allow
people to participate with the information online to make it dynamic and relevant. 

In this practical guide, using the luxury industry as an example, we tell you how you can
develop your online presence and make sure that your on line brand is everything you
and your customers would expect. We show you how to optimise your current sites with
some basic steps that you can get started on straight away; ideas on taking your site to
the next level with sharing and personalisation tips and insights into how other industries
are driving brand awareness through new marketing tools.
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back to product pages from the basket or
forward to the cashier to pay for goods.

Unambiguous category labelling on
menus avoids users navigating to the
wrong page and missing the information
they want. To achieve intuitive labelling
you need to understand how your
customers categorise your products and
services. A focus group research
technique called card sorting can help you
to distil this. Make sure also that the entire
menu is visible above the fold on the page
(without scrolling). 

Effective search functionality is vital. Users
expect search results to be relevant,
refined and rich. In other words, if a user
searches for a black clutch bag they don’t
expect to get results that are shoes, or
500 hits or 10 hits with no information in
the summary to help choose between
them. Feature filtering is a great search
technique that users respond well to. 

You may have seen examples of this on
holiday websites - picking dates, a
location, a star rating, a price band and so
on from drop down menus. But you can
take it one step further. figleaves.com only
offers features within each drop down
menu that are available. By only presenting

‘valid’ options customers do not have the
option of refining the search as they go
only to receive a frustrating ‘no matching
products’ message or worse arriving at
the cashier to discover their carefully
chosen product is not available. As with
navigation, features can be displayed in a
breadcrumb trail with the option of
removing or changing feature values at
any stage. Search should also allow
users to sort the matching products in
different ways - by price, colour and so
on. Crucially, to make search work
effectively you need accurate product
metadata (feature tags attached to each
product description). 

Another new tool to consider is ‘mindset
search’. This helps companies identify
customers with particular interests or
shopping aims and cater for their needs
more specifically. At the most basic level
mindset search asks consumers whether
they are shopping or researching prior to

entering their search query. That way
results are ordered according to
relevance to the intent as well as the
search terms. Yahoo! has released a beta
search application that takes into account
the degree of each mindset - are you
100% researching or only 50% - and 
re-orders results according to relevance
based on this mindset mix.

Yahoo mindset search

On figleaves.com users are given a number of items that match their search, and
can then refine the choice using drop down lists which also note the number of
items in stock with that given value. If there is a zero next to 'small' for the item
searched for this allows the user to consider other colours where a small is
available for example. There is an option to remove previously selected features or
change feature values at any stage. There is a 'breadcrumb' trail of the search,
results can be sorted in multiple ways and the view of products can be changed
(e.g. number of products shown on one page). 

Recommendations - navigation
• Ensure your site structure is clear,

with minimal click distance and
breadcrumbs to allow users to
navigate back easily.

• Understand how your customers
categorise your products and
services, and tailor the menus to
minimise ambiguity and maximise
quick navigation to the desired
content.

• Invest in effective product metadata
development and search
functionality, considering feature
filtering and mindset search.
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Rich content
Users demand a rich (although quick to
load) experience around each product.
There are multiple tools being used today
which can be incorporated into your site.
The key with all of these tools is you
cannot assume how your customer will
want to interact with the product - give
them options and give them control. 

Zoom and rotate 
Net-A-Porter offers zoom features on
product stills and gives multiple product
views on and off models. Louis Vuitton
has videos of products showing multiple
views that the user can pause.

Virtual tours 
Beretta, a leading gun and related fashion
brand, offers users the chance to take a

virtual tour of its store online. Users can
choose from several areas of the shop,
covering the full range of products. 

Leading industry commentator site Brand
Channel offers the following review of the
site:“Beretta sets the tone with a
surrealistic picture of two men sitting
around a large table in deep safari chairs,
complete with candle set and chandelier,
in front of a wilderness background. It’s
called “Human Wildlife,” but it could as
well be titled “This is not a gun,” in a René
Magritte kind of homage. The peculiar
picture, although small, seems fully
aligned with the brand positioning, and
with Beretta’s shop in Milan. This flagship
store is a fine example of environment
branding.”3

Personalise
The Lexus site has a ‘build your Lexus’
function that allows users to determine
the type of car they want to purchase by
running them through various options:

• Available packages
• Exterior colour
• Interior options
• Accessories

Before users can proceed with this
feature, however, they must enter their 
zip code. This means that when their
product is realised, their nearest store
location, with directions about how to 
get there, is provided. 

Build your Lexus
Source: http://lexus.com/lexusConfigApp/pub/set
ExteriorColor.do

3 www.brandchannel.com/features_webwatch.asp?ww_id=239

Net-A-Porter zoom feature
Source: www.net-a-porter.com
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Vodcasts with industry commentary
There is also a page on the Chanel site
entitled “Chanel’s Secret Places” which
gives visitors the opportunity to select
certain locations from a map of Paris and
watch an important Chanel employee give
an interview.

One of Chanel’s ‘Secret Places’
Source:http://chanel.com/leslieux/flash/en-
gb/index_plug.php

Video to purchase in one click
In Agent Provocateur videos, users can
click on a product to be taken to a
purchase page. Although from still shots,
Net-A-Porter also allows customers to
click on any item in its online magazine
pages (a white outline appears around
the product) to navigate direct to the
product page.

Integrating the online and 
offline experiences
The on and offline experiences are
inextricably interlinked. It is important that
your brand is consistent, in terms of look
and feel, across all touch-points.
Research shows that when users have a
frustrating shopping experience online,
82% are less likely to return to the site, for
55% it harms their overall impression of
the retailer and for 28% they are less likely
to shop at that retailer’s physical store4. In
other words, the online experience should
not be seen in isolation. 

The customer is king
In the same way that you deliver
exceptional customer service in stores,
this process needs to work smoothly and
efficiently online. For example, if you can
combine information about purchases
online and offline you can make more
appropriate and personal
recommendations to the customer.
Hermès uses its online offering to
reinforce attention to detail and customer
service. Although the site is only currently
available in French, there is a click-to-call
option that allows users to enter their
phone number, select their country and
specify when they would like to be
called. Even better, you could set up live
chat that allows the user to ask advice
from a shopping assistant, personal

shopper or advisor while they navigate
the site. 

Pay online and pick up in store 
The ‘pay online pick up in store’ concept
gives people the option of accessing their
purchases instantly. Obviously, this does
require streamlined processes for checking
and reserving stock, and transferring
information from stores to the website and
vice versa. But just offering this service
shows an impressive commitment to
convenience for your customers.

Seamless communications
If you email a customer inviting them to a
store opening, do you allow them to share
this with selected friends by forwarding on
the invite? Could you incorporate an
option to send a real invite to a number of
selected friends? Again, processes to
streamline this are needed, but the small
touches make a huge difference. The
Porsche website serves as a focal point
for the Porsche club, which connects
owners and enthusiasts of the brand. 
A key aspect of this is sponsored events
and outings, such as car shows or factory
visits which users can sign up for online.

4 Online Retail 2006, User Experience Benchmarks, econsultancy & sales logiq

Recommendations - rich content
• The key to rich content is user control. Allowing users to explore products

virtually through videos, zoom and rotate functions or bespoke design tools
gives the user a product experience arguably as rich as (although different from)
the offline experience.

• Adding content around the products, such as vodcasts and podcasts, with
designers or luminaries creates a richer experience for interested customers.

• Vitally, this rich experience is most valuable to you if it links seamlessly to a sale.
Ensure users can click through from the product interaction to a purchase page.

Recommendations - integrating
the online and offline experiences
• Maximise the success of both

channels by combining the
strengths of each and aggregating
your learnings about each individual
customer from both.

• Streamline on and offline events
and communications. 

• Allow customers to use whichever
channel suits them for purchase -
buy online and pick up in store for
example.
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Get personal
Personalisation is synonymous with
luxury. It is crucial that you build this
personal, relevant and convenient service
into the online experience for your
customers. In the world of web 2.0, there
are multiple tools that allow you to do
this: recognising customers when they
land on your site; allowing them to shape
their own personal landing page; saving
their wish lists; making recommendations;
and tailoring direct marketing to their
interests and behaviour. 

Recognising your customers
Although we would not advocate forcing
every site visitor to register, asking
customers to register with you does yield
multiple benefits for them and for you. 
On registration you can collect
information about them to better
understand their behaviour and tailor 
your marketing efforts. You can also 
then welcome them by name each time
they log in and track their behaviour
overtime to build your understanding 
of their interests. 

Shaping a personal landing page
One of the most exciting developments in
web 2.0 is RSS feeds. These are ‘live’
links that pull information from anywhere
on the web into one page and update
automatically as the content on the
source page updates. This means the
user can create a page that pulls world
news from the BBC into the top left
corner of the screen, business news from
the Financial Times into the top right and
the weather in the local area into the
bottom right. Google allows people to
create pages with links to Google services
(see below), and sites such as Bloglines
index popular content feeds so as to
recommend other RSS feeds of interest
based on a user’s existing picks. Bloglines
also encourages users to annotate their

personal pages. Imagine if your
customers could design how their own
landing page on your site should look -
perhaps with a ‘new bags’ feed in one
corner, news-feeds in another and
contact information for your stores at the
top. By making your pages flexible and
tagged you could allow customers to
tailor the site itself or add live feeds from
your site to a personal homepage
elsewhere. So when the user logs onto
their homepage each day they not only
have the BBC, Financial Times and
weather but also a feed of the new
products or services from your site.

Wish lists
Wish lists are a key way to keep customers
coming back and to encourage purchases.
Louis Vuitton and Agent Provocateur offer
wish lists, with the latter allowing users to
send a wish list or view the wish list of
someone whose email address they know.
As well as providing ways for customers to
generate and save these lists, you need to
help them refine their short-list.
Comparisons between products on the list
on one screen are revolutionary and not
used enough. Evidence shows that
products appear less attractive and are
purchased less frequently when the
cognitive effort required to evaluate them is
experimentally increased5. eBay offers a
‘compare’ button and summarises
information and pictures from multiple
products in a table on one page. It is easy
to see why customers find it useful. Web 2.0
tools allow clever new ways for customers
to ‘add to basket’ such as drag and drop.

6

5 E Garbarino E, Edell J 1997 Cognitive effort, affect, and choice Journal of Consumer Research 
Sep 1997, 24, 2; ABI/INFORM Global pg.147

Google’s personalised homepage tool

eBay’s compare function
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Relevant recommendations
Tracking behaviour and usage to make
personalised recommendations is tricky
but possible. Amazon is the most
commonly used example of this. It maps
the user’s behaviour against other users
‘like you’. Google’s news-feeds, delivered
to your inbox according to set
preferences, get more intelligent the more
you use them by tracking which of the
listed articles you actually click on. 

Analytics tools allow you to track site
visitor behaviour to monitor how visitors
navigate through the site (assuming they
have registered and logged in) - the flow
around particular products for example.
You can track which direct marketing they
do and do not respond to or which offers
they take advantage of. Indeed, visitors
are far more receptive to advertising when
it is targeted. All of this information can be
used to help you increase sales. How
impressive would it be, for example, for
the customer to receive an email saying:
“We noticed you were looking at z
product recently that was out of stock -
the new delivery has arrived at your local
store, click here if you would like to
reserve one”.

Luxury skincare sites are providing
personalised recommendations to some
degree. Liz Earle is easy to use and
recommends products according to
multiple criteria. Estée Lauder links
purchases - if you choose Perfectly Clean
Splash Away Foaming Cleanser it
recommends that it works well with
Idealist Skin Refinisher. 

Tailored direct marketing
Why not ask your customers what they
want to know about and how they want
to be contacted? Research shows that
users are far more receptive to direct
marketing when they feel they have been
given some control over the amount and

types they receive. Do your customers
want updates when your new collection
arrives on the site, do they only want to
receive emails about bags because that’s
all they tend to buy from you, or are they
keen to be invited to new store openings
in their area? You can ask all of this and
more with a simple tick list on registration. 

Share and share alike
Personalised communication 
Your customers are your key brand
advocates. It is important to make it easy
for them to share their excitement about
your brand or products with friends by
allowing them to forward on a product page
to a friend, or send an e-invite encouraging
a friend to register on the site.

Customer feedback on products
The vast majority of those visiting your site
are there because they like your products.
Even if they write a negative review this
actually has two benefits for you - it
allows you to find out about and try to
address the problem, creating a closer
relationship with that customer, and it
induces trust in your brand because you
are choosing to be entirely open and
honest with your customers. The rise of
blogging and user generated news sites
shows how users are keen to share their
thoughts and experiences online with

whoever will listen. And they want to help
others find their way through the online
clutter - sharing their bookmarks on sites
like Del.ici.ous and Mag.nolia. 

Host conversations between 
your users 
Asmallworld, for example, hosts
discussion boards about the best
restaurants and bars to visit in each city;
Mr & Mrs Smith about restaurants or
activities near to its hotels. Allowing your
users to build content in this way makes
the site more valuable to them, and
increases so-called stickiness (return 
visits and page view numbers).

Recommendations - personalisation
• When customers register on your site, ask them what they are interested in, 

how they would like to be contacted or what they want to be kept updated on 
in order to tailor your marketing. 

• Keep this data accurate over time by tracking what they respond to and how
they use the site, as well as integrating the information with your offline CRM
database.

• Allow customers to customise their own experience - designing their landing
page or creating wish lists - to give a truly personalised luxury feel. Indeed,
consider allowing RSS feeds to be created to link to specific pages in your site
so users can pull content into separate homepages elsewhere.

Recommendations - sharing
• Give customers the chance to

share and contribute information on
your site, whether this is sending
an e -invite to a friend, encouraging
reviews or hosting conversations
about your products and related
lifestyle interests. This makes it
easy for your customers to spread
the word about your brand,
encourages a two-way dialogue
with customers and reinforces trust
in your brand's honesty and
openness.
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Creating hype online

“You can only go so far
with print. With the online
world there are so many
cool new opportunities for
Gucci where we can take
some of the assets we
own and distribute them
in ways we’ve never been
able to do before.”6

Stephen Blumberg of Gucci

Getting your website right is only half the
trick. You need to spread the word about
your brand across the web to make sure
you’re driving people to the site and
creating a ripple effect from your PR
efforts. Style.com, for example, turned a
small PR event in Milan with a reach of
100 people into a successful interactive
online campaign that linked to a product
microsite and created a real dialogue with
customers. 

Dee Salomon of Style.com talks on her
latest podcast7 about luxury’s hesitancy to
advertise online. According to Salomon
only now are we seeing luxury spend
shifting from offline to online. This shift is
important. Online advertising can help you
to reach a larger audience of relevant
targets with a more personalised advert,
and drive traffic or sales through your site. 

There are a number of tools available to
you, some traditional methods and other
new technologies such as AJAX, user-
generated content, social networking
sites, blogging and podcasting. These are
probably already on your radar. Indeed,
recent research with 800 internet or
customer experience professionals
(‘client-side’ and from agencies) has
shown that8:

• 42% are planning to apply user-
generated content (UGC) to their
websites in the next 12 months; 23%
are using it already. 

• 35% are planning to use corporate
blogs in the next 12 months; 17% are
using them already. 

• 33% are planning to use podcasting in
the next 12 months; 18% are using it
already. 

• 35% are planning to use videocasting in
the next 12 month; 17% are using it
already9.

Here we suggest how you can best use
these traditional and new tools to drive
traffic to your own sites.

Integrating online and 
offline campaigns
The key to any online ad campaign is to
find your audience, interact with them on
an ongoing basis through online channels
which reflect the prestige of the brand and
integrate these efforts seamlessly with
your offline activity. Hennessy with AIS
London created the ‘enjoy the moment’
award-winning campaign, a true example
of best practice in integration.

“The integration of online
and offline experiences is
key. It gives you a point of
difference. What’s
important is to make sure
that all experiences, both
offline and online, are
creating that luxury feel.
To get this it’s all about
the execution of the
campaign, the key being
personalisation.”
Leo Haque, Senior Brand Manager,

Hennessy Cognac

6 www.imediaconnection.com/podcast/iMediaConnection_Podcast_171.mp3
7 Business Week, September 2006
8 Customer Engagement Report, e-consultancy and cScape, November 2006
9 Customer Engagement Report, e-consultancy and cScape, November 2006 
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Hennessy - 
Enjoy the Moment

The Challenge
Faced with a reduction in market share, a
slide in frequency against the competition
and a marketing budget spread thinly
across many channels, Hennessy needed
a rethink of its communication strategy.

The cognac market in general is perceived
as rather old fashioned. Additionally
cognac is viewed as a “neat” drink, which
naturally limits its consumption potential
(50% of whisky is drunk with coke). 

This presented two challenges: increase
awareness of the brand, bringing in a new
audience to Hennessy, and increase
consumption amongst existing customers.
With the task of bringing new people into
the Hennessy brand, the team needed to
find ways of both finding the audience,
and interacting with them on an ongoing
basis and finding routes to this audience
that reflected the prestige of the brand.

The Insight
The target audience defined richness
more in how they lived their lives. The
campaign therefore concentrated on
recognising the human moments that
make life richer, resulting in the
proposition: “a lifetime in the making”.

The Idea
There are small enriching moments in
everyone's lives which make life worth
living. For Hennessy that moment is when
the “eaux de vie” blend together to make
the perfect cognac. Through the creative,
Hennessy invited the audience to notice
and celebrate these enriching moments in
their lives: Enjoy the moment.

The Campaign
As opposed to adopting a pure awareness
campaign, Hennessy wanted to open up a

dialogue with its audience, presenting the
brand to them in a compelling way. Taking
a long-term approach, Hennessy wanted
to populate a “little black book” which it
could use to seed a luxury CRM program,
communicating with the audience on an
ongoing basis and nurturing a relationship
with them, ultimately increasing
consumption of Hennessy.

Hennessy brought to life the “enjoy the
moment” idea, by developing a set of
communications which allowed the
audience to tell Hennessy what their
perfect moment would be, and offering
£10,000 to make it happen. The
multimedia campaign utilised press
advertising, press inserts, direct mail, e-
mail, online advertising and a microsite.
For example: 

• Direct mail brought to life the emotions
that travel evokes. A single shirt button
was mailed out, which had flown off a
shirt, having been hastily removed in
order to jump into a cooling waterfall. 

• Online advertising utilised the travel
theme again. Hennessy used a
combination of banners, skyscrapers
and expandable banners to display a
perfect sunset, inviting the reader to
reflect on their perfect moment. Clicking

through took the reader to a bespoke
microsite, where they could tell
Hennessy about their perfect moment,
as well as exploring products.

• E-mail targeted existing cognac
consumers. Hennessy used a unique
style of e-mail, which types itself once
the recipient has opened the e-mail. 

Results for the campaign were extremely
positive:

• Response rates: 0.43% with the best
performing banner achieving a 1.9%
response (online), 12.58% open rate
and 3.45% click through (email), 555
(press), 0.9% (inserts), 9.6% (DM)

• 6,986 responders were added to the
new database, a discreet “black book”
of luxury marketing

• Approximately 80% of these were within
the broader target audience of 18-55
year old spirit drinkers 

• There were 63,470 hits on the website
(6,645 visitors).
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The power of search 
Advertising doesn’t necessarily have to
cost a lot of money. Getting a high natural
search positioning on search engines like
MSN, Google and Yahoo is effectively free
advertising. 

Do a quick search for your brand on
Google and you may not be first on the
natural rankings. Your slot, which you feel
you have rightful ownership to, is taken up
by some third party site, or even worse a
counterfeit reseller. Google, or any search
engine, is a powerful tool. It is set to
overtake Britain’s main commercial TV
channels in the battle for advertising
revenues. Google’s UK revenues are
expected to reach around £900 million,
surpassing Channel Four’s predicted £800
million returns. Within 18 months the
search giant is expected to overtake ITV1
in ad revenues. According to DoubleClick,
50% of all online purchases of apparel are
preceded by a search from a search
engine. And 93% of consumers
worldwide use search engines to find and
access websites.10

In response to a search request, search
engines provide a list of results, placed in
order of relevancy to the search term
used. Each page of results usually
contains 10-20 web pages depending on
the user setting. The ranking your web
site achieves within these results is
dependent on the specific algorithms
used by the search engine to determine
its relevancy to the search term. Search
engines use software agents, known as
‘robots’ or ‘spiders’ to gather text from
your site for ‘indexing’ in their database.
The action of these agents visiting your
site and following links between pages is
known as ‘spidering’. Search engines
generally only ‘index’ text content,
including page titles, meta keywords,
meta descriptions and alternative image

text. This can then be analysed for the
frequency, relevance and prominence of
specific words and phrases in relation to
user searches and compared to that of
other sites. Search engines also use ‘link
popularity’ within their algorithms to help
assess the relevancy of your content.
‘Link popularity’ refers to the number of
links to your site from other sites,
weighted according to the popularity of
these sites.

If you don’t have the experience in-house
to help with this there are companies out
there to help you improve your internet
status and search appeal. They brand
themselves as Search Engine Optimisers
(SEO) who help you appear high on the
‘organic’ search results and Search
Engine Marketers (SEM) who organise
bidding on keywords for you to ensure
you are at the top of the list (in the
coloured box on Google for example),
paying the bid amount for clicks through
to your site. SEM is useful short-term to
ensure you are on the front page. SEO is

an investment for the long term organic
ranking of your site; with SEM you can
pay for instant results. 

Be careful however, on who you pick to
advise you on SEO. There are a number
of rogue companies out there that can do
more harm than good. BMW Germany
suffered at the hands of one of them and
was de-listed from Google for breaching
webmaster guidelines. According to
Google Blogoscoped, BMW had a badly
designed site that used Javascript and
frames, technologies which Google
doesn’t understand well, leading to low
search engine rankings. To compensate
for this, BMW did some ‘black-hat’ SEO
by presenting different content to Google
than to its users. The delisting meant that
for some time searching for terms like
BMW or BMW Germany on Google did
not return a direct link to the car
company’s German website.

10

10 Forrester Research

How to optimize your site for search engines
1. What keywords is your target audience using to find your products? Are they

searching for the brand or are you also looking to target people who want a
watch/car/bag but may not be planning to buy your brand. The KEI measure
on wordtracker is a useful tool. By maximizing the number of these keywords
used on your site or used to 'label' pages on your site, you can ensure higher
pegging in the organic search results.

2. Do you have any content (or could you write any) that people will be interested
in reading - for example 'how to pick a high-performance car'. Online, users
'search' for information more than they search for a product. If you put out
information that's useful to a consumer, you will be rewarded with much more
traffic as a result. This could be in the form of articles or podcasts. Could you
ask your designers or buyers to do a weekly 30 minute chat on cool design
trends they have noticed that week?

3. Develop a checklist for any site changes so your internal team always adheres
to best practice in terms of SEO (Search Engine Optimisation) - for example,
does this strengthen or weaken our keyword presence, does the change
provide useful information to the global 'browsing' audience?
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Virtual worlds, real world impact
The wealth of virtual worlds out there is
overwhelming: did you hear about
StyleHive’s fashion show recently? 
It was entirely virtual. StyleHive is a social
bookmarking site for the shopping
obsessed. It recently created a
headquarters in Second Life (one of the
most popular virtual worlds) and held a
fashion show featuring 15 of the
metaverse’s top clothing designers. 
The HQ was decked out in virtual 
versions of home furnishings that
StyleHive’s community voted as ‘coolest’.
Users could buy the virtual version for
their Second Life home or click on the
object and launch a web page to
purchase the real version for their 
real home. 

According to a recent article11, the
Second Life audience is mostly
comprised of stay-at-home mothers and
young professionals, not young teens as
you might think. That explains why there
are about USD $5.3 million in user
transactions each month in Second Life.
Transactions involving virtual products 
or services totalled $347,000 in just one
24-hour period in September 200612.

Second Life sophistication
Source: Second Style Issue 4: The best of
Second Life clothing, hair, skins and more

Adidas has a store selling virtual trainers for
USD $0.20 and American Apparel launched
a store on Second Life on Lerappa Island
(apparel spelt backwards) in June 2006
selling twenty familiar pieces for avatars
(virtual ‘people’) at a cost of USD $1 per
item. Luxury brands are not here yet, but
there’s no reason why they shouldn’t be.
Indeed, many companies are using these
virtual worlds not just for marketing but to
test new product ideas before real world
launches. Rivers Run Red has helped
multiple brands, including Fender guitars
and Mrs Jones Fashion test designs.
American Apparel is about to test market its
first line of jeans on Second Life two months
before launching in real world stores. Other
virtual world branding agencies include:
Swivel Media, Millions of Us, Doppelganger
and Ad-option. Indeed, Bartle Bogle Hegarty
opened a virtual agency in September 2006.

Social networking sites
Communication about your brands will
happen whether you host it or not. Every
major luxury brand has a group devoted
to it on social networks like Bebo and
MySpace, with thousands of members.

The Dior Group on MySpace

Source: MySpace, Dior Group

Equally on YouTube most luxury brands
have significant numbers of entries. 

YouTube Luxury Brand Videos

Source: FreshMinds, as at November 1 2006

11 Advertisers can find Second Life in Metaverses, Oneupweb, August 15, 2006 
12 BBH launches virtual advertising agency, Media Guardian, September 29 2006

American apparel is about
to test market its first line of
jeans on Second Life two
months before launching in
real world stores

Brand tag YouTube videos
containing this tag 

Gucci 436

Daks 318

Burberry 146

Louis Vuitton 72

Moschino 23
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Social networking sites offer companies
huge opportunities to raise brand
awareness. Iqons.com is the new social
networking site for the fashion industry.
Iqons offers a mechanism for its members
to ‘connect to the highest echelons of
fashion’. Influential, highly respected people
from the fashion industry, referred to as
Iqons, will review and comment on the
work showcased by members of the site.
By doing so, members get their much
needed validation which allows them to
further promote their work and reach larger
audiences. Jean-Charles de Castelbejac is
one of their Iqons and has his own profile
on the site that includes his own blog and
a YouTube video he created himself called
Hotel Kittyfornia which shows off his
clothes line. The luxury industry could
create its own Iqons and get experts both
in the industry and consumers to review
products even before they have launched.

Blogging and brand control
Blogging is another useful tool that is
relatively easy for the luxury industry to get
involved with. It is used by the biggest
consumer brands out there to hold real
conversations and develop meaningful
relationships with their customers and the
communities which surround their brand.
Blogs gives companies the chance to both
encourage fans of the product who are
acting as unofficial brand ambassadors,
and to respond rapidly and effectively to
negative publicity. According to Blogpulse
there are over 37 million blogs with 40,000
being created every day.13 90,000 of those
blogs contain the word luxury.

The trick is to make them authentic. Dior
got it right, Vichy got it wrong.

The potential in podcasting
The last tip we suggest you look into is
podcasting, a portmanteau for
broadcasting and ipod. If you search iTunes
for ‘luxury’ podcasts, Vogue comes top of

the list followed by Gucci, but there are only
23 listed podcasts with the word ‘luxury’ in
the descriptor, and that’s across all
industries. Gucci is one of the only luxury
goods brands that has its own podcast
which details behind the scenes actions
including runway shots and interviews with
the lead designer. When they opened the
new Gucci flagship ‘Ginza’ in Tokyo, Gucci
created a podcast of the opening
celebration including highlights of the

restaging of the creative director Frida
Giannini’s Spring Summer Milan fashion
show, an exclusive live performance of
singer Mary J Blige and images from the
party. So if you happened to have missed
the opening because you were on the other
side of the world a Gucci follower could still
keep up with their favourite brand.

Whilst not everyone is tuning into
podcasts on their commute home just
yet, for those that are there is no doubt
that podcasting is a popular
phenomenon: unlike traditional radio you
can download podcasts of interest to
listen to at your own convenience. The
great thing for commercial companies is
that it is unique mass media which does
not cost a lot to distribute and develop
content for, yet can convey powerful
messages to the listener and will only be
downloaded by interested targets.
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13 Blogpulse.com, November 2006

Best practice in blogging Dior vs. Vichy
In early 2006 Dior launched a blog to promote their range of anti-cellulite body
creams Plasticity (Plastique en rêve).  The aim of the blog was to encourage
communication around the Plasticity product at the time of its launch and then to
promote it. The blog serves as a discussion forum for women to share stories and
tips, such as '15 ways to beat cellulite'. The site gives useful external site link
including the relevant section on the Dior website which allows users to take a test
determining their skin type.  It has no direct sales intent, shown by the fact that
there are no links to sites (such as Sephora or Marionnaud) where users can
purchase the product.

In 2005, Vichy attempted the same approach and was criticised for using fictional
characters who did no more than parrot the company line.  A blog was supposedly
written by an ageing, professional woman named Claire. She complained about her
lack of sleep after attending too many parties etc, but users felt that her photo looked
like a professional model photo, thus raising suspicion. There was no RSS feed or
Permalink on the site, meaning that other users could not contribute to the discussion,
an essential feature of a real blog. The entire project was the fictitious work of an
advertising agency and this was soon exposed; within one hour, bloggers were
'bashing the brand for presenting a false character' (Israel & Scoble, 2006, Naked
Conversations, Hungry Minds Inc). Soon after, leading newspapers and advertising
publications spread the story to a wider audience. Thus, the initial Vichy approach is
often heralded as an example of worst practice in using blogs in advertising.

Gucci is one of the only
luxury goods brands that
has its own podcast, 
which details behind the
scenes action, including
runway shots
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So what next?
Web 2.0 technologies mean that the
online landscape is changing all the time.
This is probably only the start of the
revolution in the way we interact with
consumers. It’s a pretty exciting world.
We’ve talked about this year’s trends,
some of which you will be familiar with,
others you will have probably heard of.
Consumers are embracing these
technologies, especially the younger
generations who are your future markets.  

So what will this year hold? 
Our research suggests four key
developments.

1. Increasingly portal sites will become a
hub through which users aggregate live
content feeds from all of their favourite
sites into one place. No more having to
remember umpteen different passwords
and usernames. You need to make sure
users can incorporate parts of your site
into virtual homepages they create
elsewhere.

2. User-generated multimedia will evolve
from a focus on novelty to an eye for
quality. In Korea, a culture that is
particularly receptive to user-generated
content, the balance has shifted from
YouTube-style clips towards professional
and semi-professional video on demand.
This gives companies a huge opportunity
to take part and get attention.

3. Where we have seen bloggers make
money from advertising, next we will see
them engaging in affiliate marketing -
talking about products on their blogs and
receiving a referral fee when someone
clicks through from their blog to buy the
product. This requires ecommerce sites to
open their APIs (application programming
interface - the computer language needed
to link into your site) and set up processes
to track and pay for these referrals. You
need to consider whether this is a new
channel you want to exploit and how you
will go about managing it.

4. Mobiles will continue to develop, with
marketing to mobiles becoming more
tailored and easy uploading of videos,
photos and text from mobile to online blogs
and social networks. The opportunities are
huge - scanning barcodes in shops with a
mobile camera to add a product to an
online wishlist, reviewing a product while in
a store with friends and uploading photos
and text straight to a blog or texts when a
product you’ve tagged online arrives in your
local store.

Considering how you might respond to
these developments will help you keep
one step ahead and will help you keep
your customers engaged, loyal and
advocating your brand.
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Recommendations - how to generate hype online using new tools
• Get networking with online-communities, or even better create a luxury page

within them. The people who join the group are likely to be true brand advocates
giving you an opportunity to talk direct to customers and seed WOM campaigns
through this influential group. Check out www.iqons.com as an example of what
the fashion industry is doing.

• Seek opportunities in virtual worlds to promote your products.
www.virtualworlds.com is a good place to ponder the different sorts of virtual
worlds out there which target all ages from eons.com for the over 50s market to
habbohotel.co.uk for teens. 

• Interact with your customers through blogs, taking lessons from Dior. This is
best used for new products, or products that may be topical at the time. 

• Start raising awareness through podcasts allowing you to engage with
consumers on an educational level. Look at Gucci for best practice in this. 
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Understanding 
the terminology

Blog
Otherwise known as a weblog, a blog is a
personal website that allows you to
publish your thoughts, opinions and ideas
online. Bloggers update their blogs
regularly and respond to readers
comments, so blogs are effectively
constantly evolving online conversations.
A blogger is an author of a blog.

Breadcrumbs
A type of text-based website navigation
that breaks the site into links to categories
and sub-categories. Breadcrumb
navigation is displayed to the user, so they
can easily see exactly where that
webpage is located within the website.
While many types of websites use
breadcrumb navigation, it is becoming
increasingly common for e-commerce
sites to display categories of products in
this way.

Meta tags
The word Meta indicates information
about the data. In web pages, multiple
Meta tags are used in the header of the
html code to provide information about
the webpage. Commonly used Meta tag
names are description, keywords, robots,
author, date, and copyright. Good, well
chosen Meta tags can lead to a well
optimised webpage, higher ranking in
search results and more website traffic.

Podcast
A multimedia file that is distributed by
subscription (paid or unpaid) over the
Internet using syndication feeds, for
playback on mobile devices and personal
computers. Like ‘radio’, it can mean both
the content and the method of broadcast.
the latter may also be termed podcasting.
The host or author of a podcast is often
called a podcaster.

RSS
Short for RDF Site Summary, Rich Site
Summary or Really Simple Syndication,
RSS is an XML format for syndicating web
content. A website that wants to allow
other sites to publish some of its content
creates an RSS document and registers
the document with an RSS publisher. 
A user that can read RSS-distributed
content can use the content on a different
site. Syndicated content includes such
data as news feeds, events listings, news
stories, headlines, project updates,
excerpts from discussion forums or even
corporate information.

Search engine optimisation
Search engine optimisation delivers 
pre-qualified visitors to your website 
by achieving prominent visibility on the
most popular search engines for a
comprehensive range of target search
terms.

Video podcast
Sometimes shortened to vidcast or
vodcast, video podcast is a term used
for the online delivery of video on
demand video clip content via Atom 
or RSS enclosures.

Web 2.0
A catch-all phrase to cover emerging
technologies and maturing consumer
behaviour online. Key aspects include
social-networking sites, media sharing
sites and tools such as blogs and
podcasts. Most web 2.0 ideas and
technologies incorporate some form 
of user participation to the information
more dynamic and relevant.
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About FreshMinds
As an award-winning research consultancy
and advisor to some of the most well
known consumer brands around, we know
how to spot a trend. But just knowing
what’s hot isn’t enough. Working out how
your organisation can capitalise on new
trends and turn them into opportunities is
where the real value lies. That’s where we
come in. We’re constantly researching
consumer behaviours and trends within the
luxury industry both at home and abroad.
And we know how to apply what we know
to your business. Right now, it’s all about
web 2.0 and your online presence. In this
practical guide, we tell you what you need
to know and how you can make your online
strategy work for you and your customers.

FreshMinds’ retail and consumer goods
division works with a diverse range of
clients from global drinks manufacturers to
luxury brands. Our research in this sector
includes new product development, market
entry studies, brand strategy and customer
satisfaction studies. We specialise in
helping clients to better understand their
competitors, customers and markets as
well as offering actionable steps forward to
help drive business growth.
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