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Polo Ralph Lauren (PRL) is considered to be one of the most successful premium lifestyle brand companies in the world with 2006 sales exceeding $5.3 billion. The

fortieth  anniversary of the company has been covered in glowing  terms  across  the world.  Time magazine’s May 8, 2006 issue of the “100 Most Influential People” included  Ralph Lauren and described  him as the “Dream   Weaver.”   Harper’s   Bazaar   March    2006 issue  profiled  him  as “Fashion’s  Number  One”  and
proclaimed him the bestselling  designer in the world and outlined  his  successful rise  from  the Bronx  kid Ralph Lifschitz to the world-famous Ralph Lauren.
The Polo Ralph Lauren concept
PRL is a family-controlled company in that its Chair- man and CEO is designer and founder Ralph Lauren. However, it is publicly  quoted on the New York Stock Exchange.   The  company  derives  its  revenues  from three sources: retail, wholesale,  and licensing.
The retail segment operates over 279 full-price  and outlet stores,  including  the magnificent flagship stores in Manhattan, London,  Paris, Milan,  Tokyo,  and now Moscow. There is also an extensive website, Polo.com, which  is  growing rapidly and now has 800,000 cus- tomers worldwide. It also provides  an opportunity  to showcase the broad range of products and reinforce the luxury  lifestyle message to consumers outside  of the retail reach. According  to the Luxury  Institute’s 2006
Luxury    Website    Effectiveness  Index   (LWEI)  for fashion designers,  Polo Ralph Lauren has the top-rated website. The LWEI incorporates four components of a luxury  website’s  effectiveness: usefulness of content, ease of navigation, overall look and feel, and trust with personal information. Retail now accounts for 42 percent of total revenues.
The  wholesale  segment consists of two units:  Polo Brands and Collection Brands, with each unit selling its own  discrete   brands  to  department  and  specialty stores,  and to PRL-owned and licensed  stores.
The  licensing segment accounts for almost 10 per- cent of total sales, generating revenues from royalties through licensing alliances whereby the licensee is granted the right to use the company’s  trademarks in connection with  the manufacture and sale of certain products  in specific  geographical areas. As  part of its global strategy, PRL purchased its Japanese licensee  of men’s,  women’s, and jeans  apparel and accessories. “We  will   look  to  reinforce   the  brand’s  image and elevate the distribution in Japan to better align with our business  globally,”  Polo Ralph  Lauren  President Roger Farah said at a press conference. “Japan is a key luxury  market,” he added.
In early 2007, Polo Ralph Lauren Corporation started a  new group named Global  Brand Concepts

(GBC), which  will  develop new lifestyle brands for specialty and department stores.  The  first such endeavor is J.C. Penney Company,  Inc.  (NYSE: JCP) which  has announced  its  plans  to launch  American Living, a new lifestyle brand created exclusively for the J.C. Penney customer by Polo Ralph Lauren’s  (NYSE: RL)  Global  Brand Concepts. The  launch will  be the largest in J.C. Penney’s history  and will  include  a full range of merchandise  for women, men, and children, as well  as intimate  apparel, accessories,  and home furnishings. American  Living  will  be available in J.C. Penney’s stores,  catalog and industry-leading  website jcp.com, beginning in spring 2008.
The Company’s brand names, which  include “Polo by  Ralph   Lauren,”   “Ralph  Lauren  Purple  Label,” “Ralph Lauren,” “Black Label,” “Blue Label,” “Lauren by Ralph  Lauren,”  “Polo Jeans  Co.,”  “RRL,” “RLX,” “Rugby,” “RL  Children’s Wear,”  “Chaps,”  and “Club Monaco”  among others,  constitute  one of the world’s most widely recognized families of consumer  brands.
The Polo Ralph Lauren strategy
PRL intends to grow by brand extension and by globalization.  In  its  brand extensions, the  company aims to expand by “creating luxury lifestyle brands that inspire  people to live their dreams.” Planet Ralph is a place where all the women are beautiful, the men are handsome, the children are adorable, and even the pup is well  bred. The  houses  are elegant in an old-world manner, replete with  family  crests  and antiques.  Of course this leads to opportunities for selling everything from  clothes   and accessories  for  men,  women  and children, an array of fragrances, home furnishings, and even paint.
This lifestyle marketing and brand extension strategy requires a large advertising budget with highly controlled  images and messages  communicating  the qualities of the brand. The company uses a com- bination of multi-page magazine ads along with  full- page ads in key newspapers  and some television commercials.
PRL  is now the Official  Outfitter  of Wimbledon, and Boris  Becker is  its  brand ambassador. Boris  will wear Ralph  Lauren  throughout  the  duration  of  the tournament in his  role as a Wimbledon  commentator
and  brand  ambassador.  This  connection with   the prestigious tennis  tournament and internationally renowned player will add further to the Ralph Lauren cachet, especially  in the British  market.
The PRL global strategy
In 2006, 70 percent of PRL  revenues were from the
U.S.A., followed   by  14 percent  from  Europe  and
9 percent from Japan. Based on a belief that there are numerous  growth  opportunities outside  the U.S.A., the  company  has  opened  splendid   flagship  stores in London,  Paris, Milan,  Tokyo,  and most recently  in Moscow.  Europe   and  Asia   are  considered   to  be key markets for international growth. These  retail emporiums  are in the most elite shopping  neigh- borhoods  and offer the best merchandise  in the most elaborate setting imaginable.
In March  2006, Lauren opened his  brand’s largest store ever in Tokyo’s upscale district  of Omotesando – an area that he sees to have potential to become a new global fashion center. The Tokyo store features one-of- a-kind antiques and vintage pieces,  as well  as many more exclusive limited-edition Ralph Lauren designs, punctuating this unique fusion of great American spirit with Japanese sophistication. With frequent visits, customers   will  be  introduced  to  the  ever-changing world of Ralph Lauren.
The most recent additions are two opulent stores in Moscow, both in partnership  with  Russia’s Mercury distribution group.
There  the  Muscovites will  find  the  world  of Ralph   Lauren   –  an  Old   World   of  molded ceilings, wrought iron chandeliers,  a gentle- manly glass and mahogany elevator and floors dedicated to menswear (including  made-to- measure) and to both glamour and sporty ease for women. Significantly, the main floor offers a new  universe   of  extreme  luxury   accessories,

from sunglasses  framed in translucent  tortoise- shell  to alligator bags, named for Lauren’s  wife Ricky,  and with a gilded identity plaque inside worthy of a czar.
The world market for  luxury brands
The  primary customers  for luxury  goods tend to be women aged 25 to 50 in the upper-income  brackets, where the household income exceeds $100,000. However, in what is referred to as the “democratization of luxury,”  people in all income brackets want to participate in the luxury  market, even if that means buying a $4  chai latte at Starbucks,  or a $60 Coach scarf.  Ralph Lauren recognized  this  himself  when he described the desire for luxury  as aspirational.
Approximately  35  companies   share  60  percent of the luxury  goods market. The  six  top competitors, one of which  is PRL, have annual revenues exceeding
$1 billion. The  top three luxury  brand conglomerates are Louis  Vuitton  Monet  Hennessey  (LVMH), Richemont, and Gucci.
Luxury  sales worldwide  exceeded $150 billion  in
2006, with  only 30 percent coming  from the U.S.A. The largest luxury  market is Japan which  accounts for about 40 percent of the world’s  total sales. There  is a saying in Japan that aptly describes  the country’s attitudes toward buying luxury  brands: “Your  coat is your home.” Japanese consumers often communicate their status through their bags, shoes, watches, jewelry, clothes, and other visible  luxury  brand goods. A phenomenon  referred to as “parasite singles,”  namely well-educated young women who work in secretarial or administrative assistant jobs and live at home with their parents, leads to their having money to spend on luxury  goods. These  women are the largest consumer segment for luxury brands in Japan. If PRL can succeed at  attracting  this   market,  it   will   certainly   prove lucrative.
Points to consider
As Lauren ponders the corporation’s future, the following  questions  will need to be addressed:
1 Can an American brand built on the quintessential  “American Dream” succeed globally?
2   Will the PRL form of lifestyle marketing succeed globally?
3   Which brands would represent the best global opportunities for PRL?
4   Which countries  would represent the best opportunities for additional retail expansion?  Would  India be a viable option?
Sources: Polo Ralph Lauren Annual Report, 2006; “Ralph Lauren: To Russia With  Love,” Women’s Wear Daily, May 16, 2007; Anne D”Innocenzio, “Luxury  Goods  Go  Over  the Top,”  Forbes.com, June  14, 2007;  “Every Cloud  Has a Silver  Lining,”  The Economist, March 21, 2002; Radha Chadha and Paul Husband, The Cult of the Luxury Brand in Asia (London: Nicholas Brealey International,  2006); “Top Fashion Brand Web Sites  Ranked by Their  Overall Effectiveness,” Women’s Wear Daily, November
30, 2006; and PRL  Press Release,  “Polo Ralph Lauren Announce  Signing  of Boris  Becker as Official  Brand Ambassador for
Wimbledon  2007”; and Suzy Menkes, “Ralph Lauren Returns to his Russian Roots,” International Herald Tribune, May 14, 2007,
Questions
1
What  are the requirements  that must  be met so  that a  commodity  can effectively  be transformed into a branded product?
2     Explain  the “least dependent person” hypothesis and its branding implications.
3 
When  is  it appropriate to use multiple  brands in (a) the same market and (b) several markets/countries?
4     What are the characteristics of a good international brand name?
5 
Explain  these  legal requirements  related to branding:  (a) registration,  (b)  registration eligibility, (c) use, (d) renewal, and (e) generic trademark.
6     Distinguish colorable imitation from counterfeit  trademark.
7     Cite  the factors  that may force  a company to modify  its packing for overseas markets.
Discuss both mandatory and optional modification.
Discussion assignments  and  minicases
1  Should  U.S. farmers brand their exported commodities (e.g., soybean, corn, beef)?
2 
Some retailers (e.g., Sears) and manufacturers (e.g., General Motors) place their trademarks on products actually made by foreign suppliers. Discuss the rationale for these actions by these firms.
3 
Discuss how certain English letters,  prefixes,  suffixes, syllables,  or words  create pronunciation difficulties for those whose native language is not English.
4     Is Hyundai a good name to use for an international brand? On what do you base your evaluation?
5 
Go to the soft-drink section  of a supermarket. How many different types of soft-drink packages are there (e.g., in terms of size,  form)? Should  any of them be modified for overseas markets?
6 
Majorca is a place well known for its pearls. One Spanish firm, Majorica SA,  has used Majorica, an ancient name for Majorca, since 1954 as its trade name as well as a brand name to describe its pearls. Majorica was alarmed to learn that R. H. Macy, a major U.S. department store chain, was selling Majorca-labeled pearls that were made by Hobe Cie.  Ltd.,  a competitor  of Majorica SA. Contacts  with Macy produced no fruitful  results  in resolving the difficulty. Macy felt that it had a right to use the name in question because Majorca was the name of an island and because the pearls in questions  were indeed made there.
Subsequently, Majorica filed a lawsuit in a federal court,  asking for a judgment to stop Macy using the name. Majorica  SA  cited trademark infringement  as the reason for seeking relief.  It argued that Macy’s  action caused confusion among consumers as well as erosion  of goodwill.  Is Majorica a valid brand name or just a generic trademark? Does  the fact that it is the name of a place (i.e.,  island) affect the registration  eligibility  and legal protection  of Majorica  SA?  Was Macy’s  action legally defensible?  Assuming that you are a federal court judge, do you think that Macy’s  use of the name could  cause consumer  confusion? Do  you think that Macy’s  labeling constituted trademark infringement?  Can the branding/labeling be somehow modified to prevent consumer  confusion?
15    “EU Court Upholds Anheuser Trademarks,”  Wall Street Journal, June 13,  2007.
16    Giana M. Eckhardt, “Local Branding in a Foreign Product Category in an Emerging Market,” Journal of International
Marketing  13  (No. 4, 2005): 57–79.
17    Cheng-Lu Wang, Noel Y.M. Siu, and Alice S.Y. Hui, “Consumer Decision-making Styles on Domestic and Imported
Brand Clothing,” European Journal of Marketing  38  (Nos 1/2, 2004): 239–52.
18    Isabelle  Schuiling and  Jean-Noel  Kapferer,  “Real Differences Between  Local and  International  Brands:  Strategic
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19    Gerald  Yong Gao  et al.,  “Market  Share  Performance  of Foreign  and  Domestic Brands  in China,”  Journal of
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