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By SARAH JONES

Luxury brands on the whole are struggling to establish an emotional bond with consumers, scoring below average
in MBLM's Brand Intimacy 2019 study.

Out of the 15 industries studied, luxury came out second to last ahead of airline and travel brands, slipping from 13th
in 2018 to 14th. To maintain their relevancy, luxury brands may need to rethink how they market themselves, with a
focus on emotionally connecting with their audience.

"There is probably no single reason luxury brands rank unfavorably in our annual study," said Rina Plapler, partner
at MBLM, New York. "A range of possibilities include the brands' appearing aloof and untouchable the opposite of
building emotional connection, a collectively frugal, more casual American culture, limited interactions with luxury
brands and potential guilt of admitting you have an emotional bond with a luxury brand.

"Other categories focus on building relationships with consumers and 'court' them in ways luxury brands do not,"
she said.

MBLM's rankings are based on a study that looks at what consumers say about the brands that they use.

Intimacy intelligence
Rolex came out on top in the luxury rankings with a Brand Intimacy Quotient of 31. This places the watchmaker on
par with the average score across industries, and in 81st place.

Twelve percent of Rolex's users say they cannot live without the brand.
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Rolex's the one to watch. Image credit: Rolex

Among demographics including male consumers, individuals over the age of 35 and those with incomes greater
than $100,000, Rolex is the top brand of choice.

In second place is Cartier with an intimacy quotient of 27, placing it in 99th in the cross industry list. Thirteen percent
of Cartier's clients feel they could not live without the brand.

While T iffany & Co. placed behind Rolex and Cartier, its  users feel more passionately about keeping the brand
going, with 22 percent saying they could not live without it. Ranking third, T iffany's intimacy quotient was 27.

Among luxury brands, indulgence is the top archetype, ahead of characteristics such as nostalgia, identity, ritual or
fulfillment. T iffany had the highest score for indulgence at 48, compared to the average 35 for all luxury labels.

Whereas Rolex succeeds with a more affluent crowd, T iffany has the strongest bond with those whose incomes are
less than $100,000.

Tiffany has a strong indulgence factor. Image credit: T iffany & Co.

Rounding out the top five are Chanel and Jaguar.

Within the top 10, Jaguar and Land Rover have seen their intimacy quotient fall year-over-year. In 11th place, Herms
also saw its intimacy quotient drop to 8.9.

Luxury brands' overall Brand Intimacy Quotient is 18.7, behind the average 31 score for all industries.

In general, 8 percent of consumers are currently in one of three intimacy stages with luxury brands, which include
sharing, bonding and fusing. In comparison, top rated category media and entertainment has a third of consumers
in one of these stages.
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Luxury brands fare the worst out of all categories at the sharing and bonding stages, and these brands perform next
to worst at fusing. In addition to struggling to get consumers to commit, there is also a lack of trust built between
these brands and consumers.

"From a Brand Intimacy performance perspective, Rolex does best with men and those over 35," Ms. Plapler said.
"Gucci is favored by millennials. Women prefer Chanel. T iffany has the highest associations with the archetype
indulgence, creating a close relationship centered around moments of pampering and gratification that can be
occasional or frequent.

"Cartier has the highest levels of bonding in the category the middle level of Brand Intimacy, centered on trust," she
said. "These findings start to provide some insights on strengths of these brands related to how they connect with
consumers."

MBLM posits that luxury brands may struggle to connect with consumers since their marketing tactics differ from
those of mass-market brands. Part of this is an aura of exclusivity, which may make brands feel more aloof than
accessible.

The report finds that luxury brands' intimate audience is shrinking, but those who are still customers are highly loyal.

Luxury loyalty
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 (see story).

Customer experience is about consumers' perceptions of their interactions with a brand, and their memories are
largely tied to the emotions they feel throughout their journey.

During LuxeCX/AMCX 2019 on Sept. 25, an executive from Forrester explained the importance of both storytelling
and emotion in designing experiences that will illicit a positive response and spur customer loyalty. While
marketers often focus on attracting customers and getting them to buy, the real connections and experiences often
happen after the purchase (see story).

"Luxury brands, often iconic, can do a stronger job leveraging their nostalgia, one of the Brand Intimacy archetypes,
as well as identity, reflecting an aspirational image or admired values," Ms. Plapler said. "Factoring the customer
more into the brand's tactics and campaigns would also build stronger degrees of intensity and deepen emotional
bonds.

"Demonstrating greater reciprocity or personalization may enhance the sharing stage of brand intimacy with users,"
she said. "For customers that are more committed to their brand, finding new ways to leverage or reward their
desired behavior could create more emotional connections and decrease the aloofness factor."
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