
Ruslan Kogan has used the internet to undercut his 
competition, writes Miriam Steffens. 

I 
n Ruslan Kogan's case, mum 
doesn't always know best. 
When he told his parents he 
was quitting his job at the 

prestigious consultingfirmAccen
ture to start his own business selling 
LCD televisions online, "my mum 
was like: 'Really, you're going to stop 
being a management consultant to 
be a TV salesman? Is that why you 
went to school and uni, just to be a 
TV salesman?,'" the29-year-old 
internet millionaire recalls. 

Six years down the track, her con
cerns have shifted towards when he 
might finally settle down and get 
married. 

No more is anyone doubting the 
business acumen of the son of 
Russian migrants, who has turned 
his website Kogan Technologies into 
Australia's biggest online consumer 
electronics retailer. Along the way 
he's shaken up the home entertain
ment market, challengingestab-
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lished players Harvey Norman and 
JB Hi-Fi with his self-named, 
budget-price televisions. 

Cutting out wholesalers, distribut
ors and costly shopfronts, Kogan 
started his website in 2006 offering 
LCD televisions that would be 
assembled for him in Chinese factor
ies, undercutting his bricks and mor
tar competitors' prices for big brand 
products by more than half. 

His start-up capital was forward 
payments by customers and cash 
advances from multiple credit card 
accounts. And on the sales figures 
he provides, the gamble paid off: the 
business, which has since expanded 
to other electronics categories, 
posted about $22 million in turn
over last year and is racing towards 
$150 million in the year to june, 
Kogan says. His personal wealth has 
been estimated at $62 million. 

The affable entrepreneur wears a 
T-shirt and baseball hat with his com-

pany logo. Yet Kogan, who is known 
for his public spats with Gerry Harvey 
and publicity stunts- such as chal
lenging JB Hi-Fi boss Terry Smart to a 
$1 million bet that the chain would 
lose its distribution of Apple hard
ware by 2014- rejects suggestions a 
knack for self-promotion has contrib
uted to his success. 

"'I've got a big mouth and I say it 
how it is ... [but] there's nothing I 
approach as an actual stunt," he 

Never modest in his 
goals, Kogan next 
plans to go global. 

says. "There is no better marketing 
tool than the world's best price. 

"My biggest advice would be 
to find ways to make the product 
cheaper, find ways to make your 
business more efficient. People 
don't want to pay more for 
something." 

Critics doubt the quality of his 

generic products is always on par 
with the big electronics brands. "It's 
a cheaper product. Our experience 
with Kogan is you get what you pay 
for,'' says a spokeswoman for con
sumer group Choice, Ingrid Just. 

But the innovator has led the way 
for other retailers importing goods 
directly from Asian manufacturers, 
providing consumers with a wider 
choice of budget-price products, 
Just says. 

Nevermodestinhis goals, Kogan 
next plans to go global. Having 
taken his businesstoBritainin2010, 
he says that "within five years we 
want Kogan to be a worldwide 
household brand". 

He's also toying with moving 
beyond consumer electronics, hav
ing already drawn up a business 
model to sell new cars from China 
for less than $5000. 

"The way that we do our business 
can be applied across so many 
industries and could make any 
product cheaper," Kogan says. 

For the full story, go to 
mysmallbusiness.com.au. 


