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7 o] ~ & (Facebook), ¢12~E}1#(Instagram), E ¢ E (Twitter) 59 A}-&0]
w43 F7kskal A FAoI T AR, 2019). 1A RE ot & A X (Edi
son Research)¢} E]= U)X € (Triton Digital)o] 2% 3 Q3 ¥ tjo]d
2019(The Infinite Dial 2019)’¢l W2 #o] ~& 9 A& A= A&Hs|A 7Ha
shal = RWbA, QIAE S s Srkeka oA EE, 2019). o] 2

Azvae] A olgu WU Ao o] §8 7 MEow BA
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FE A, #2A wo] (77 o]t o]y uo] A~ xF) AFEAL
o}e] <l ¥ o] ~(HCI: Human Computer Interaction) % 4t F¢ {47}
Stel Al2~d"olth (A9 Y, 2016). F A= AFA o] CtHT w2 A

Fa W@ BAE SAsd x4e T Asgeldd v

HZ sl AAGAY sF S AHEY JITAS dags &8 Aoz

stomer Relationship Management), =24 E#AE o= HGroltp(aha] g, 2
020). ol g FA}F A =#AMg BAll= Fuf EFE <] EdH](Trenbe)s=
AeA s EFAAS Tt A AA HA7L

A BolFw, AF AS7HA AdA = FAF A¥2E A Aus F 7}
B AFTFE SRS JdTH(AHARA, 2020). =3 LVMH7F 293t 2
= 34EF HAF Ax2H(Sephora)s M FY olE] 2~E(Virtual Artist) 2k
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Best Global Brands Rankings)®} IT #¢Fe] 2|4 %] 71 7FEUY (Gartner)2]
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<E 4> 24} DAY A TEA A

A A (N=277)

T2 =
HI = (N) Hl B 8- (%)

. B 114 112
° - o] 163 58.8
20-244] 88 318
oo 25-294] 110 39.7
wre 30-344] 60 217
35-394] 19 69
st At 113 40.8
oo e =9 132 477
o e Ak 21 76
g9 =9 11 40
&4y 132 477
Tt AHA 9 347

Z] B =]

o T .

2 ¢ 5 1.8
7] e} 14 5.1
200 wF$l wluk 23 83
) 200-400 wr¢l W]k 58 20.9
o A+ 400-600 wr¢l w9k 62 224
A 2o 600-800 wrel ]k 44 159
800-1000 wr¢l m]wk 42 15.2
1000 5H$1 o] & 48 173
P 20 wrel Wk 134 484
20-50 Tl Tk 109 394
o) A = 50-100 =<1 ulﬂ& % 9.0
A5 e 100-150 wrsl wj gt 6 22
= 150 Wl o]t 3 1.1
_ Frd 238 859
A7 EIEEE 39 14.1
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ABSTRACT

Analysis of Digital Marketing Strategies

of Luxury Brands

Jisoo Park
Department of Clothing
Graduate School of

Sungshin Women’s University

Today, most of the luxury consumption is influenced by digital, and it
1s predicted that the online purchase will continue to increase. The impor
tance of digital is emphasized when the generational shift occurs in the 1
uxury market for the luxury brands. The emergence of Millennials leads
a shift in perception of the existing luxury market, but luxury brands ge
nerally are not to promptly react to changes in digital technology. Theref
ore, it is significant for luxury brands to understand their new consumer
s’ culture, while maintaining their own brand status. And the digitalizatio
n is at the center.

The purpose of this study is to consider effective digital marketing str
ategies through analysis of luxury brands. To examine the correlation be
tween brand image and digital marketing, this study establishes brand i

mage of luxury brands and analyzes the digital marketing strategies of e



ach brand. Based on the relationship between brand image and the perfo
rmance of digital marketing of luxury brands, this paper suggests optima
| digital marketing strategies for luxury brands.

This study conducted both quantitative and case studies of Louis Vuitt
on, Gucci, Burberry, and Chanel. To measure the brand image of luxury
brands, the empirical analysis was conducted by Millennials, and total of
277 responses were used for the final analysis. For the data analysis, de
scriptive statistics(frequency, %) was used through SPSS 25.0 statistical
program. Based on the literature reviews, this paper analyzed digital mar
keting strategies of luxury brands for case studies.

The results of this study are as follows.

First, according to the result of examining brand image of luxury bran
ds, there was no significant difference between brands except Gucci. The
luxury brands have been undergoing a full range of innovation including
design and marketing to meet the needs of the new target market, but it
was found that they haven’t deviated from the traditional image of the 1
uxury brand.

Second, this study analyzed each luxury brand to understand the chara
cteristics of digital marketing, and the following common characteristics
were identified. Luxury brands reestablished their main customers. They
have set a new target, Millennials. The change of the customer led the c
hange in brand’s marketing strategy. As a result, luxury brands have ac
cepted digital as a marketing tool. Also, luxury brands are using SNS, w
hich has strong propagation and ripple effects, as a key part of their digi

tal marketing. In particular, they have been increasingly using Instagram



as a marketing channel, and it is confirmed that luxury brands are com
municating through SNS to effectively make consumers recognize their b
rands and products in the digital environment. The growth in online mar
ket is another key feature. Millennials prefer online and mobile shopping
to offline stores, so strengthening the online competitiveness of luxury br
ands is a strategic plan to secure Millennials as customers. However, the
most important characteristic is that luxury brands have maintained their
own 1dentity while making digital transformation. In the process of conve
rting itself from analog to digital, it is verified that luxury brands have
been establishing a strategy based on the brand identity to constantly co
mmunicate with consumers without losing brand consistency.

Third, by analyzing the relationship between the brand image and the
digital marketing of luxury brands, it was confirmed that the relationship
between brand image and digital marketing of luxury brands is consisten
t with each other except Burberry. Gucci's digital marketing is strategica
lly focused on a specific consumer group, Millennials, so it is evaluated
different from other luxury brands. On the other hand, Burberry has the
most aggressive digital marketing among luxury brands, but it has been
shown that the general public recognizes Burberry as the brand which is
far away from digital transformation. This result indicates the importance
of using and communicating with the young generation through digital m
arketing.

Therefore, this article proposes the following digital marketing strategie
s that are suitable for luxury brands.

First is the connection of on/offline channels. Efficient interaction betw



een online and offline has a positive effect on the brand, and it also has
a significant part directly related to sales. Brands can maintain a close r
elationship with consumers by breaking the boundary between the two c
hannels, so it is necessary to expand their online shopping and make var
ious technical attempts at offline stores.

Second is the use of Al technology. It is essential for luxury brands to
use Al technology to understand consumer needs and provide personalize
d services, which is a way to occupy market share. Therefore, if a perso
nalized service based on Al is provided with VR or AR technology, a va
riety of digital experiences will increase consumer satisfaction.

Third is a blockchain—-based platform. For luxury brands, the blockchai
n-based platform is crucial because it makes counterfeiting impossible. T
herefore, luxury brands can protect their design ownership. If blockchain
technology is commercialized in the future, it will be possible to improve
brand awareness and value with transparent disclosure of distribution pro

cess and protection of designer’s intellectual property rights.
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