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By SARAH RAMIREZ

Among luxury brands, French fashion label Louis Vuitton generates the most visibility and passion on social media,
as other true luxury players continue to find their social footing.

NetBase's "Social Media Industry Report 2019: Luxury Brands" reveals that many luxury fashion labels, such as
Chanel, Gucci and Prada, have made significant strides in their social media strategy. Luxury brands also continue
to enlist influencers and celebrities to reach new audiences.

"One of the biggest surprises during our analysis was the impact K-pop bands have in the luxury brand category,"
said Mike Baglietto, director of product marketing at NetBase, San Francisco.

"Many of the top 10 luxury brands in our report have increased visibility as a result of partnering in some way with a
member of a K-pop band," he said. "K-pop bands have millions of followers, and their fans are extremely
passionate."

The report is  based on evaluations of 100 luxury brands during 2018, covering the categories of automotive, beauty,
fashion, high-end, hotels, jewelry, luxury ecommerce and retail. In total, brands reached an audience of more than
932 billion social media users and earned more than 283 million mentions.

Social strengths
NetBase focuses on brands' net sentiment and passion intensity, which are used to calculate the brand passion
index, or BPI.

While net sentiment reflects a brand's ratio of positive to negative sentiment, passion intensity captures the ratio of
strong to weak emotions. BPI clarifies whether consumers love, like, dislike or hate a brand, category or topic.

https://www.luxurydaily.com/category/sectors/marketing-industry-sectors/
https://www.luxurydaily.com/gucci-gains-ground-on-louis-vuitton-with-passionate-social-media-presence/
https://www.luxurydaily.com/wp-content/uploads/2019/03/Screen-Shot-2019-03-22-at-4.47.17-PM-e1562699644937.png
file:///author/sarah-ramirez
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://www.netbase.com/


Chanel, which partnered with G-Dragon in 2017, has a BPI of 72. Image credit: Chanel

Luxury beauty led all categories with a BPI of 82 on a 100-point scale. Beauty also scored 94 for passion intensity
and 87 for net sentiment.

Rising from second place in 2018, Louis Vuitton ranked first this year among all luxury brands with a BPI of 80, more
than 13.9 million social mentions and a social reach of 38 billion.

NetBase defines "reach" as impressions from original posts by a brand, as well as any replies or retweets of original
content. Earned "impressions" include mentions of a brand originating from other sources than the brand itself.

Fashion labels Chanel and Burberry tied for second overall, with Gucci, Mercedes-Benz and Saint Laurent rounding
out the top five luxury brands.

The presence of Chanel and Gucci is particularly notable since neither placed in the top 25 in the 2018 luxury social
rankings.

Gucci also dominates conversation volume in the high-end category, with the fashion label being responsible for
nearly 20 percent of high-end mentions on social media. Nonetheless, Gucci lags behind with a BPI of 49.

While L'Oral Luxe brands make up more than a third of the social conversation around beauty, French beauty label
Guerlain has the highest sentiment score of 96 percent with passion intensity at 100. Meanwhile, Este Lauder has the
most negative conversation among beauty brands, as the group is criticized for not being cruelty-free.

With more than 19 million mentions, U.S. automaker Tesla edges out German automaker BMW as the most
discussed luxury carmaker.

However, Tesla has a net sentiment of 18 percent, well below the category's average of 56 percent. Although Bentley
Motors made up less than 1 percent of the automobile conversation share, it had the category's top net sentiment and
passion intensity scores at a respective 87 and 98.

KOLs visited Cartier's Ginza pop-up. Image courtesy of Boluomi

In the hospitality sector, Four Season Hotels and Resorts has a share of 39 percent of the social conversation with
nearly 2.9 million mentions. The Peninsula Hotels and Rosewood Hotels lead with respective net sentiment scores
of 94 and 88 percent, despite accounting for less than 2 percent of the social conversation combined.

Elsewhere, jewelers Cartier and Bulgari make up two-thirds of the category's social conversation with 4.6 million
combined mentions, while department store brand Neiman Marcus draws 47 percent of the conversation around
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luxury retail and ecommerce.

Influencer impact
Luxury brands also benefit from mentions by celebrities and influencers, whether or not these mentions are organic
or paid placements.

Earlier this year, Louis Vuitton used a new form of influencer relationship to cater to a younger generation, as
experiential leanings become more important to brands.

Model Karlie Kloss was the special guest at Louis Vuitton's runway show during Paris Fashion Week, alongside 17-
year old YouTube influencer Emma Chamberlain. The label extended its relationships with the influencers through a
series of content following the show, in the hopes of catering to millennials as well as Gen Z consumers (see story).

Another top 10 social brand, Prada enlisted Chinese singer and pop-culture fixture Cai Xukun and multimedia artist
Cao Fei to create its fall/winter 2019 campaign, "Code Human." The collaboration balances an appeal for
authenticity with outreach to the increasingly influential audience of young affluent Chinese consumers (see story).

Chanel also recruited G-Dragon a Korean singer, rapper and fashion icon to appear in a short film as part of its
ongoing Gabrielle handbag campaign (see story).

As far as influencer authenticity goes, are the influencers simply reposting what the brands want them to repost or
are they providing their unique angle and truly showing their personal passion for the brand?" Mr. Baglietto said.
"Alignment to brand values and overexposure are common areas that brands should consider when developing
their influencer strategy."
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