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By DANNY PARISI

Luxury is one of the top three sectors for international ecommerce, and that share is likely to swell as desire for
cross-border luxury goods grows.

As more brands offer options for international shipping and local currency purchasing, luxury consumers are
beginning to expect a certain level of convenience to cross-border ecommerce. The luxury brands that encourage
this expectation and rise to meet it will be most successful.

Buying border free 
Luxury brands are very well-suited to take advantage of travel retail, since duty-free stores are the most popular type
of retail outlet for Chinese travelers abroad. There can be an ecommerce component to this as well, as a growing
number of duty-free retailers across the world are allowing Chinese shoppers to reserve or buy items online and
schedule an in-store pickup for when they will be in the country.

One of the most notable consequences of the rise of ecommerce for luxury brands is that online shopping makes
porous the borders that separate countries and sometimes kept luxury consumers from accessing their desired
brands.

L2 looked at the data behind international ecommerce to determine what brands are doing and what they can
improve to make it easier for consumers to shop across borders.

Outside of pure-play online retailers, which understandably make up the bulk of ecommerce transactions and cover
a variety of sectors, some of the top sectors for international ecommerce are apparel, jewelry and luxury products.

Since luxury is already such an internationalized sector, it makes sense that it makes up 15 percent of all
ecommerce sites that offer international shipping.
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Luxury is one of the top three sectors for international ecommerce

But while 15 percent is a respectable number and places luxury in the number three spot for offering international
shipping, luxury brands can do more.

Globally, international ecommerce revenue is expected to grow to $900 billion by 2020, representing a huge
opportunity for luxury brands who already have a large international audience.

Government policies are already transforming to favor international luxury purchasing.

Foreign accessible luxury and cosmetics brands will benefit from the Chinese government's current cross-border
ecommerce policy, which allows users to purchase online orders of up to 2,000 RMB with no customs duty. Brands
selling more expensive items can benefit from significantly faster delivery times when shipping through the cross-
border ecommerce zones.

There are also many buyers taking their chances with customs and ordering luxury items from unauthorized
individual sellers abroad on a wide range of platforms in order to avoid import tariffs.

International shipping
Some luxury brands have already begun changing their marketing to focus more on international clientele, such as a
recent modeling campaign from Net-A-Porter.

In a break from tradition, Net-A-Porter recruited five up-and-coming models of different ethnicities and nationalities
for its fall/winter 2016 ad effort which included still imagery and a video component. For its past campaigns, Net-A-
Porter worked with a single model to showcase its edit of a season's must-haves and trend pieces (see story).

Net-A-Porter's international campaign

For luxury brands, investing in international ecommerce is a no-brainer. Luxury brands have consumers from
around the world, and with cross-border ecommerce growing from 15 to 22 percent of all ecommerce transactions,
it makes perfect sense.

But luxury brands need to be smart about how they tackle that transition. L2 suggests looking at what countries are
most amenable to international shopping, such as China, and responding appropriately.

There is strong demand among Chinese consumers to purchase foreign brands through any sales channel where
there is going to be a price advantage, including cross-border ecommerce and travel retail.
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Luxury brands should adopt coherent global pricing and digital strategies not only for e-commerce, but also when it
comes to travel retail by reaching travelers online while they are conducting pre-trip research and offering
omnichannel functions such as online item reservation and mobile payment options.
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