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Digital strategies should use social
media, pop culture in Japan and South
Korea: report
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Korean actress Jun Ji-Hyun frequently boosts sales

By KAY SORIN

Brands should tailor marketing strategies to use local Web sites, culture and platforms to
appeal to consumers in Japan and South Korea, according to a new report from L2.

Luxury Daily

Stable luxury markets and technically savvy populations make the two countries ideal for
mobile marketing and ecommerce. An increase in Chinese tourists looking to purchase
luxury goods while abroad makes it even more important for brands to focus their
attentions on Japan and South Korea.

"[South] Korea is one of the most digitally connected countries in the world with an active
participation in ecommerce," said Ellen Lee, research analyst at .2, New York. "Brands
should invest in offering local brand sites (with Korean language) and experiment with
ecommerce, whether it's native DTC (directto-consumer) or working with third party
vendors."

L2’s Digital 1Q Index: Japan and South Korea Luxury rated the performance of 70 brands
in Japan and 68 in South Korea on scales of ecommerce, digital marketing, social media
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and mobile to determine a digital IQ score for each brand.
Top of the charts

Louis Vuitton and Gucci were among the top five brands in Japan. Both achieved the rank
of "Gifted," following in the wake of Japanese brand Uniqlo, which was the only brand of
the top 25 to receive a Genius ranking.

In South Korea, Swarovski and Burberry made the top five with Gifted rankings, while
German brand MCM took the number one spot and only Genius ranking. Gucci, Ralph
Lauren and Bottega Veneta were among the rest of the top eight brands that received
Gifted rankings.

LVMH brands Berluti, Céline and Kenzo received "Feeble" rankings and were among the
bottom of the list in both Japan and South Korea.

Popular search portal Naver in Japan

A native brand site with a full translation into native languages is an important feature for
brands to offer. South Korea and Japan are both ranked as moderately proficient in
English, and Web sites with only partial translation into local languages can be difficult to
navigate for users who do not speak English.

While many brands offer a Japanese site, they do not all offer South Korean options. Only
47 percent of fashion brands offer a fully translated Korean site, compared to 96 percent
of fashion brands in Japan.

The L2 study offered a number of suggestions to improve marketing strategies in Japan
and South Korea. In particular, the study recommends using local culture to appeal to
consumers.

In South Korea, pop culture can have an enormous influence on sales. Brands featured on
the popular soup opera “My Love From the Star” experienced steep increases in online
search volume, and products that appeared on the show quickly sold outin local
department stores.
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South Korean soap opera My Love From the Star boosts product sales

Similarly, using local platforms can be especially beneficial to brands. South Korean
mobile messaging platform KakaoTalk has over 140 million registered users, and 93
percent of smartphone users in South Korea report using the application.

KakaoTalk Plus Friend and KakaoTalk Story are two features that allow brands to connect
with consumers using updates, events, promotions and photo sharing. Few brands take
advantage of the app, however, and only Ralph Lauren and Swarovski are among the six
brands to successfully use KakaoTalk Plus Friend.
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South Korean social messaging app KakaoTalk

Japanese social messaging app Line has over 500 million users, and 67 percent of these
use the app on a daily basis, nevertheless, only Ralph Lauren and Christian Dior are
among the four brands to successfully use the app.

Ralph Lauren is one of the most digitally proficient brands, using both Line and
KakaoTalk Plus Friend to reach Japanese and South Korean consumers.

Eastern essentials

Itis important for brands to focus marketing strategies on South Korea because the
country is becoming an increasingly major player in the luxury market.South Korea’s
popular culture, brands and blazing Internet speeds are propelling the country into
territory that has long been occupied by the United States, according to L2’s founder at the
L2 Forum Nov. 10.
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Whether it is a multinational beauty brand taking cues from South Korean labels or Seoul’s
rapid climb up the luxury mountain, the Southeast Asian country is disrupting global
dynamics on a few fronts. Another disruptor on the minds of luxury players is Amazon,
the online megastore that L2 predicts will have the largest bricks-and-mortar footprint in
the U.S. in the coming years (see story).

Japan is also important, especially because it is a popular destination for Chinese tourists
looking to purchase luxury items that would be taxed heavily in their home country. The
Japanese luxury market is witnessing a resurgence of interest by brands as the Chinese
and Russian markets face uncertainty.

European and American brands have traditionally focused on Japan, but dwindling
consumption teamed with emerging markets elsewhere led to a reevaluation in recent
years. This is beginning to change again, as seen through events, exhibits and pop-ups
from luxury brands across the island nation that indicate the market’s surging appeal (see
story).

If they are going to succeed in these key Asian markets, brands will need to focus more of
their energy on digital marketing in Japan and South Korea. The L2 report highlighted
many areas in which strategies can be improved.

"Despite a high internet penetration rate in the country, only half of the Index brands in the
study offered locally tailored sites (brand sites that offer local content or at the least
translate the global page into the local, Korean Language)," said Ms. Lee. "lt was also
surprising that three quarters of the brands were not active on social media platforms in
the country (including popular local social media, KakaoTalk)."

Final Take
Kay Sorin, editorial assistant on Luxury Daily, New York
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