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Western influencers build brand equity, while
KOLs seek sales
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Influencer Mr. Bags collaborated with Longchamp for Chines e New Year. Image credit: Mr Bags

By BRIELLE JAEKEL

Brands of today need to focus on tapping digital resources at the core of their strategies to devise a global
plan, while also catering to consumers on a local level.

Consumers in Eastern and Western culture vary greatly in terms of behavior and interaction with brands. In the East
consumers are more distrustful of media than compared to those in the West, allowing influencer campaigns to
flourish, according to a new report from Launchmetrics.
"What brands and the industry can learn from this report is that in this ever changing world, there are still many
differences in the East and West when it comes to reaching the digital savvy customer," said Alison Bringè, chief
marketing officer of Launchmetrics, London. "T o be successful brands must understand the local market and adapt
their global strategies to speak to those regional specificities, be it the strength of traditional media in the West or the
trust KOLs/influencers hold in the East to inspire shoppers."
East meets West
While influencer campaigns are popular all over the world, in Asia these campaigns carry much more weight.
Influencers in the East make up 53.4 percent of share of value by voice, while celebrities only make up 7.8 percent
and media 38.8 percent.
Brands are tapping influencers for more sales-related purposes in the East, while in the West, marketers are focusing
on building brand equity.
In Europe and North America, owned media enters the scene with 23 percent and 8 percent share of value in terms
of voice, respectively.
Instagram is the most popular influencer in North America and Europe, at 82 percent and 68 percent, respectively.
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Platform behavior is also greatly different between the two cultures. While the United States and Europe exhibit fairly
similar trends as well as brands focused on global value, Chinese markets are extremely local as well as
international.
T o cater to these consumers, brands need to be both hyper local and global. Chinese consumers make up more of
the luxury consumer market than the rest of the world, and this will continue to grow.
Launchmetrics quotes McKinsey data, which found that Chinese consumers made up 32 percent of all luxury online
sales in 2016. By 2025, this share is expected to be 44 percent.
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Influencer and engagement measurements differ between the East and West as well.
In Asian markets, 100,000 followers would still be considered micro-influencers, while in the United States this
would be valued on a much higher tier.
Social influencers
While many may associate luxury items with a particular price point, a new group of up-and-coming affluents cite
quality and reputation over price in terms of declaring what is luxury.
In a survey by Engel & Völkers, the real estate firm focused on the group of consumers who are not yet rich but are
high earners, nicknamed HENRYs. Eighty percent of this group associates quality with luxury, followed by excellent
reputation at 64 percent, with price point coming in last with 47 percent (see story).
Social influencer marketing has grown in popularity and this year has become an established tactic, but now brands
need to fine-tune their practices.

According to a survey and report from Influencer Intelligence, social media influencers have impacted 61 percent
of those aged 18 to 34 in regards to purchasing decisions. T hese marketers believe that relevance is the most
important aspect of influencer marketing, with 100 percent agreeing (see story).
"An important finding to note is that the Media Impact Value generated by influencer marketing campaigns in China
is triple that of influencer collaborations in Europe or North America," Launchmetrics' Ms. Bringè said. "T his
demonstrates the value of the Key Opinion Leaders in the eyes of the Chinese consumer, as they trust the voice of
these digital talents over that of brands and many media outlets.
"With the Chinese customer needing eight touch points before purchasing, it’s not surprising these content creators
are an essential asset in the marketing mix," she said.
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