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While high-end brands have been slower than mass players at adopting digital advertising, luxury marketers are
allocating more of their budgets towards online media.

According to Zenith’s fourth annual “Luxury Advertising Expenditure Forecasts” report, a third of luxury brands’
advertising spend this year will be put into digital channels. Luxury brands’ total ad expenditures are poised to grow
slightly this year, driven primarily by digital spend.
"Luxury brands have been understandably cautious of digital advertising," said Jonathan Barnard, head of
forecasting/ director of global intelligence at Zenith, London.
"Digital ad formats have often been interruptive and, in some cases, of lower quality, appearing alongside content
that did little to support premium brand values," he said. "Brands are now spending more because the digital
experience has changed.
"Ad formats are more immersive, and brands can use advanced forms of programmatic to ensure that their ads
appear alongside high-quality content that supports their values. New technology allows brands to personalize their
creative at scale, tailoring their messages to provide individuals with unique and exclusive experiences."
Zenith’s report looks at luxury automobiles, fragrances and beauty, fashion and accessories, watches and jewelry
and hospitality. T he research covers 23 global markets including Brazil, China, France, Germany, Italy, Japan,
Russia, South Africa, South Korea, the United States and the United Kingdom.
Digital divide
Luxury advertising spend is projected to rise 2.4 percent in 2018. T his figure is lower than the overall advertising
growth rate of 4.2 percent for next year.
Zenith attributes this partly to challenges facing luxury marketers. T he industry is being forced to adapt to a younger
clientele that favors experiences over things.
"T he luxury industry is struggling to adjust to shifts in generational priorities, such as younger consumers’
preferences for experiences over material goods," Mr. Barnard said. "T he luxury sector has grown more slowly than

the economy as whole in recent years, and that has naturally fed through to advertising expenditure.
"But digital transformation is creating new opportunities for luxury brand growth, which should stimulate spend in
the near future," he said. "It’s also true that we are seeing luxury brands move some budget into owned content,
distributed on social channels, in order to create more personalized experiences with younger audiences."
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Luxury has typically relied heavily on print, but readership of magazines and physical publications is declining.
T he report separates high luxury categories from broad luxury sectors, including products such as jewelry and
fashion in the former and placing hospitality, automotive and beauty in the latter group.
High luxury labels are more apt than broad luxury brands to turn to print. T hese brands spent 57 percent of their
overall ad budgets on magazines and other print media in 2017.
Zenith expects this portion of ad spend to decline to 55 percent in 2018.
Meanwhile, broad luxury categories allocate 41 percent of their budgets to television, with the mass media channel
attracting the majority of their spend.
Across all luxury brands, digital media is gaining ground in media buying. Whereas digital channels represented 30
percent of marketers’ total advertising budgets in 2017, this year digital will account for 33 percent of total ad spend.
T his is behind the advertising industry average of 42 percent digital marketing.
Hospitality companies, however, are leading the way in luxury for digital advertising adoption. As of 2018, half of the
budgets for high-end hotels, clubs and restaurants will be spent online.
While hospitality brands trade in primarily physical experiences, the category is seeing a lot of online bookings, with
the path to purchase often completed digitally. Comparatively, consumers still rely heavily on bricks-and-mortar
channels to buy tactile luxury goods.
Following hospitality, automotive marques have the second highest portion of their budgets allocated toward digital
placements, at 39 percent.
Digital media spend in luxury is expected to grow to 35 percent of marketers’ budgets by 2019, with an additional
$886 million spent on online media.
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T elevision and cinema advertising will also grow by 2019. In contrast, print media and outdoor advertising will see
a decrease of $305 million by 2019.
"It’s inevitable that luxury print advertising will fall over the next few years, but that’s not necessarily true for luxury
publishers," Mr. Barnard said. "T hey are well positioned to provide the ideal online environment for luxury
advertising with their digital brand extensions, and they have the potential to unlock even greater value by partnering
with luxury brands to create high-quality branded content and wider branded experiences, such as events and retail
pop-ups."
Priority markets
T he United States was the top market for luxury ad spend last year, with China coming in second. T ogether, they
represented 61 percent of these brands' total advertising dollars in 2017.
Reflecting Chinese consumers’ digital mindset, luxury marketers spend more on online advertising in China than
the average. In 2017, digital made up half of luxury ad spend, and Zenith predicts this will grow to 61 percent by 2019.
Likely due to Chinese consumers' eagerness to adapt to digital, new data from the Global Ecommerce Leaders
Forum shows that leading retailers are focusing on China as they modify their online strategies.
While online retail platforms such as T mall are highly influential on the Chinese shopper, brands are seeking more
value and deeper relationships. Brands from the United States are using these platforms to gain a better stronghold
on China (see story).
Globally, smartphones and social media are becoming such a prolific force in consumers’ lives that even luxury
brands are gravitating away from highly polished print ads to interactive mobile marketing.
Luxury marketers are now being forced to turn to the digital handheld-screen in an effort to connect to their
audiences' shifting attention. T hose that are jumping in full force with innovative and bespoke ideas are seeing
results, but many are lagging behind, hoping to let their legacy and heritage carry them forward (see story).
"T his is an ongoing process, not something specific to this year, but luxury is above all an experience," Zenith's
Mr. Barnard said. "Luxury brands should focus on improving their consumer experience before, during and after the
purchase.
"T raditionally, luxury brands have focused on in-store to create very personalized experiences," he said. "We are
now starting to be able to replicate this personalized experience that is true to the craft and value of luxury brands,
through digital.
"T hrough advances in data and technology, we are now able to create personalized experiences across multiple
platforms. ‘Cross platform storytelling’ is a real opportunity for luxury brands."
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