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Net-A-Porter promotional image for its  "Chic in the heat" collection

 
By SARAH JONES

British online retailer Net-A-Porter pushed for last-minute Memorial Day orders with a
banner ad on The New York Times’ mobile Web site.

Net-A-Porter’s ad led to a selection of items that it deems appropriate for a hot day in the
city. By featuring seasonal attire as consumers were planning their trips, Net-A-Porter was
likely able to appeal to New Yorkers who used its same-day shipping in the city to make
final purchases before exiting for the weekend.

"We are speaking with an informed, curious and style conscious shopper," said Heather
Kaminetsky, vice president of marketing for the Americas at Net-A-Porter.

"Our ads in The New York Times resonate with the tech savvy, time-starved professionals
– ones who seek out channels such as Net-A-Porter as their destination for the perfect edit
and exceptional service," she said.

"The edits we highlighted in our ads this season celebrate a selection of the brands we
love and appeal to our fashion forward customers."
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Net-A-Porter’s ad ran in the banner position on the Style section. The retailer’s logo
appeared at the top of the ad in small text.

Net-A-Porter ad on The New York Times

A large headline said “Summer in the city” positioned on top of the image of a block of
high rise buildings. To the right of the phrase was a call-to-action to “shop now.”

The click-through on the ad takes consumers to an edit of attire Net-A-Porter has chosen
for consumers to be “Chic in the heat.” At the top of the page is an image of a model
walking through a city, and the same headline appears.
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Net-A-Porter landing page

Net-A-Porter’s curated list of attire includes sandals from Saint Laurent and Givenchy,
easy pants from Chloé and Valentino and crop tops from Alexander McQueen and Jil
Sander.

This advertising placement loosely ties in with Net-A-Porter’s promotion of its  same-day
delivery in the Hamptons, which it is  offering again this year from May 22 through Labor
Day weekend.

Consumers who place their orders by noon will receive them sometime between 4 and 9
p.m. the same day.

On Facebook, Net-A-Porter posted an image of a van covered in its packaging ribbon to
promote the same-day delivery. This post included a link to a different selection of items
designed specifically with the Hamptons in mind.
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Facebook post from Net-A-Porter

Included items in the edit were Eres swimsuits, beach totes from Loewe and Chloé and
high-end sunscreens from Shiseido and Laura Mercier and punchy nail polish from
Butter.

For a New York audience that is expecting to flee for the weekend to the Hamptons, tying
these efforts together more closely could have helped Net-A-Porter spread the word about
its service.

"There’s a much larger audience of potential consumers with a connection to New York
City than to the Hamptons," said Philippe Poutonnet, vice president of marketing
at HipCricket, Bellevue, WA.. "By focusing on 'Summer in the City,' Net-A-Porter captures
the attention and imagination of a larger potential customer pool.

"If the call-to-action focused only on the Hamptons, it would have discouraged
engagement and interactions from potential customers," he said. "The ad wouldn’t speak
or appeal to them.
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"Net-A-Porter could have created different versions of the ad and targeted one specifically
at an audience segment most likely to have a connection to the Hamptons. This would
have resulted in more relevant content and greater chance of interactions."

However, there is some correlation between the newspaper and the vacation spot on
Long Island.

"We see notable overlap with The New York Times readers and our customers who
summer in the Hamptons," Net-A-Porter's Ms. Kaminetsky said.

Curated selection
Last year, Net-A-Porter boasted its same-day delivery service for customers in the
Hamptons through out-of-home advertising on plane banners that fly over the area.

The retailer partnered with Standard Hotels’ private air charter service StndAIR to make
same-day delivery possible. Net-A-Porter likely caught the attention of Hamptons-goers by
flying a banner on a plane around the area (see story).

Net-A-Porter often ties exclusive edits of attire to its banner ads, giving those who click
through a special collection to shop.

The retailer targeted consumers looking for both work and play attire with a pair of
advertisements on New York magazine’s The Cut blog.

One ad was for strong attire and the other featured swimwear brand Eres, which the
retailer just began selling. Both ads used multiple moving states to better get readers’
attention as they flipped through content (see story).

The range of prices of Net-A-Porter's merchandise may help the retailer see sales from
this ad.

"Like many luxury brand mobile ads, this one will appeal most to the brand’s core
audience but also be inspirational or aspirational to others," Mr. Poutonnet said. "Most of
us like the idea of being chic in the city, gallivanting around NYC from loft-party to garden
party in our summer’s finest. This ad plays to those aspirations and will help generate
immediate click-throughs.

"For purchases, an exclusive brand like Net-A-Porter relies on an exclusive and affluent
clientele," he said. "Not everyone who clicks-through will covert, but the ad does its job at
maximizing the brand’s exposure."

Final Take
Sarah Jones, editorial assistant on Luxury Daily, New York
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