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By NANCY BUCKLEY

The success of luxury brands in Russia strongly depends upon their digital presence,
according to L2’s Russia Luxury Digital IQ Index.

A brand’s presence in Russia is greatly affected by their use of Russian online platforms
like Yandex and VKontakte. Integrating a brand’s presence into a specific country requires
a deep understanding of the country and sometimes a revamped marketing plan, but the
end results can lead to increased revenue within that nation.

"The Russian social landscape might present some challenges for Western brands," said
Elena Bohenick, L2 Inc. research associate and lead on the Russia Luxury study. "Despite
Russians being some of the most active users of social networks, brand communities on
both Facebook and Russian social platform VK are extremely small,"

Russia Luxury 2014 attempts to quantify the digital performance of 73 global brands and
five local market leaders in Russia.

Russian ways

In Western countries Google and Facebook tend to dominate when it comes to online
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search engines and social media sites. However, in other locations, these two
powerhouses are not always the leading contender for local users, so brands cannot rely
on tactics from other countries when it comes to Russia.

Compared to the other BRIC countries, Russia sees the highest percent of Internet users
accessing social media.

Yandex, a search engine site, holds 60 percent of Russia’s search engine market share
and has a search volume that is 14 times the size that of Google.

Outside of consumer searches, brands are not running analytics on Yandex to gain more
information about the Russian consumer. Sixty-two percent of brands have Google
analytics on Russian sites, and 13 percent have Yandex Metrica.

VKontakte, similar to Yandex, outshines its Western competitor, Facebook. The social site
sees 50.2 million unique monthly visitors compared to the 23.2 million on Facebook in
Russia.

Twenty-eight percent of brands have a Russian Facebook page and 21 percent have a
presence on VK. The majority of these brands are beauty brands and on average the VK
community size is 2.3 times that of Facebook.

Social presence in Russia 

One similarity between Russian and more familiar markets is YouTube. Sixty percent of
Internet users within the country use YouTube.

Smartphone usage is predicted to grow in Russia, but much like brand’s social presence,
brands are focusing on Apple’s iTunes where they should be looking toward Android.
Seventy-four percent of smartphone sales in Russia in 2013 was from Android phones, but
43 percent of luxury brands offer an iTunes app and 35 support apps in Google Play.

From these apps that are present, 19 percent over native language support.

Internet retail has grown in Russia, but many of the local consumers prefer brick-and-
mortar stores. However, it is  increasingly difficult for the Russian consumer to use
brands' Web sites to locate these stores. Eighty-seven percent provide access to a retail
locator, but 63 percent translate that directory to Russian.

The top brands, according to the study, are Yves Rocher and L’Occitane. These two
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maintain visibility on local search engines and social sites and provide local adjustments
to ecommerce and mobile sites.

Compared to the other BRIC countries, Russia sees the highest percent of Internet users
accessing social media.

As s imilationAs s imilation

Emerging countries are a subject of interest for many luxury marketers, but reaching the
right consumer in these nations requires a focus on cultural integration, according to the
“High-net-worth-individuals in BRIC-dom: Facts and myths about their consumption of
luxury” session at Luxury Interactive 2014 Oct. 15.

Brazil, Russia, India and China have a large market of high-net-worth-individuals who are
typically interested in purchasing luxury goods, but reaching these markets requires time
and attention. The session focused on the cultural approaches brands need to take to
integrate themselves into the BRICs and reach consumers appropriately (see story).

Some brands have taken localized approaches to reach consumers from other nations.

For instance, Italian jeweler Bulgari used its London hotel and residence property to
introduce its newly created account on popular Russian language social networking site
VK.

As the second largest social networking site after Facebook, VK will likely drive interest in
Bulgari Hotels. Although VK has three official languages, English, Russian and Ukrainian,
the site also has over 70 unofficial languages that will only help to increase Bulgari
Hotels’ exposure and possibly bookings (see story).

Integrating into local sites and trends seem to be a major obstacle for brands.

"Many global brands are struggling to adapt to the Russian digital landscape nuances such
as the dominance of search engine Yandex and social giant Vkontakte," Ms. Bohenick
said.

Final T akeFinal T ake
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