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Abstract
Luxury, historically an exclusive, rare and elitist phenomenon, is changing.
This is predominantly driven by technological developments, particularly social
media, and the rising level of consumer empowerment in the marketplace. A
maturing stream of research has emerged assessing the effects of social media
platforms on luxury brands, offerings and consumers. However, there has been
no comprehensive analysis of this extant literature synthesizing the current state
of knowledge and postulating future research directions. This paper addresses
this gap by utilizing a systematic literature review approach. A total of 115 arti-
cles were collected and analysed and five core themeswere identified, examining
(1) luxury brand strategy, (2) luxury brand social media communications, (3) lux-
ury consumer attitudes and perceptions, (4) engagement and (5) social media’s
influence on brand performance-related outcomes. These themes are compre-
hensively explored to understand the myriad impacts of social media on luxury
businesses before conceptualizing the themes as a holistic framework explain-
ing social media’s role within luxury. The framework developed highlights the
fragmented yet progressive nature of research on the confluence of social media
and luxury, and signals fruitful avenues for further inquiry. It is proposed that
scholarly attention is directed towards multiple lines of inquiry, including social
media’s role in luxury brand construction online, social media’s role in facili-
tating ‘moments of luxury’, younger consumers’ luxury consumption, as well as
the integration of both future innovative technological developments and novel
social media platforms within luxury branding.

INTRODUCTION

The continued growth of socialmedia has altered the fabric
of business. Change has occurred not only in the format of
business communication, but also in consumers’ capacity
to construct, distribute and consume brand-related mes-
sages. This presents a wealth of opportunities and chal-
lenges for businesses, particularly the luxury industry. The

This is an open access article under the terms of the Creative Commons Attribution-NonCommercial-NoDerivs License, which permits use and distribution in any medium,
provided the original work is properly cited, the use is non-commercial and no modifications or adaptations are made.
© 2021 The Authors. International Journal of Management Reviews published by British Academy of Management and John Wiley & Sons Ltd

democratization of the creation and distribution of busi-
ness communication, fuelled by the ubiquity of social
media, continues to pose pertinent questions for luxury
brands striving to preserve a reputation grounded in exclu-
sivity, rarity and uniqueness. To date, a comprehensive
review on the role of social media within a luxury context
has yet to be conducted. It is the purpose of this paper to
synthesize the contributions of scholars within this field,
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explore the current lines of inquiry and propose avenues
for future research. We begin with a brief examination of
both luxury and social media within academic discourse
before describing the review methodology, outlining the
article collection process and inclusion criteria. This is fol-
lowed by a critical analysis and discussion of the schol-
arly work in the field surrounding five distinct themes: (1)
luxury brand strategy, (2) luxury brand social media com-
munications, (3) luxury consumer attitudes andperceptions,
(4) engagement and (5) social media’s influence on brand
performance-related outcomes. We conclude with proposed
research avenues for the advancement of this important
topic.

BACKGROUND

Luxury

Definitions of luxury abound and vary in focus between
economic and social perspectives (van der Veen, 2003). As
a result, there exists a lack of consensus as to what luxury
means in both commercial and non-commercial settings,
predominantly due to its subjective nature (Kapferer, 1997,
2012; Kauppinen-Räisänen et al., 2019). Luxury research,
including brand use of online technologies (Baker et al.,
2018), remains in relative infancy, despite an increase in
volume over recent years (Aliyev et al., 2017; Gurzki &
Woisetschläger, 2017; Stephen, 2020). Extant definitions of
luxury have adopted multiple perspectives. For example, a
luxury brand has been defined as a branded product or ser-
vice which is of ‘high quality’, providing ‘authentic value. . .
whether functional or emotional’, has ‘a prestigious image
within the market’, is ‘worthy of commanding a premium
price’ and can inspire a ‘deep connection, or resonance,
with the consumer’ (Ko et al., 2019, p. 406). From a con-
sumer perspective, luxury has been defined as a subjective
contextual interpretation of a lived experience, as opposed
to being embedded within the offering itself (Bauer et al.,
2011; Kauppinen-Räisänen et al., 2019). This has led to
luxury brand research shifting from a traditional features
and benefits approach towards a more emotionally driven
paradigm (Atwal & Williams, 2009) congruent with social
media, which is driven by similar experiential imperatives
(Huang et al., 2018).

Social media

The term social media has taken on multiple meanings
and remains open to interpretation, given the dynamic
nature of these online environments; however, in a broad
sense it refers to online platforms which facilitate inter-

action among users, including the creation and distribu-
tion of information, content and ideas (Kaplan&Haenlein,
2010). A stream of research investigating social media’s
role within business, particularly marketing and manage-
ment, has since emerged (Alves et al., 2016; Lamberton &
Stephen, 2016). These platformshave accentuated a disrup-
tion in the power relations between brands and consumers,
due in no small part to the velocity at which informa-
tion can be exchanged among individuals (Pantano, 2021),
constituting a profound challenge to traditional brand-
ing theory and practice (Leitch & Merlot, 2017). Social
media research remains inherently susceptible to the ever-
changing technological environment, given the acceler-
ated rate of innovation and user adoption; however, an
incongruity exists as the volume of empirical studies across
the branding literature is low (Hollebeek et al., 2014), a
surprising discrepancy given previous calls that the novel
complexities of these new technologies warrant investiga-
tion (Felix et al., 2017).
Research has adopted both a consumer perspective,

through the investigation of consumer attitudes and
behaviour towards brands’ social media activities, and
a firm-level perspective, in proposing how brands can
extract the maximum value from these platforms (Alves
et al., 2016). Prior studies demonstrate social media’s abil-
ity to satisfy brand objectives, such as growing sales,
increasing brand awareness, enhancing brand image, stim-
ulating traffic to brand websites and fostering communi-
cation and interactivity through the creation and sharing
of user-generated content (UGC) (Felix et al., 2017; Kumar
et al., 2016; Schultz & Peltier, 2013). Some brands seek to
utilize social media to create and nurture relationships
with customers, employees, communities and other stake-
holders, while others may simply employ such platforms
as additional information push outlets, with comparatively
little relationship building (Felix et al., 2017). Such varied
approachesmay be attributed to a lack of understanding of
the most effective ways to utilize these platforms (Schultz
& Peltier, 2013). This reality seems to have transferred to
academic research, given the relatively low volume of stud-
ies taking a managerial perspective into the impact of dig-
ital communications on firm performance (Alves et al.,
2016; Leeflang et al., 2014).
Within a non-luxury setting,magazine readers exhibited

more positive reactions to advertisements once they also
found the stories contained within the magazine engag-
ing (Malthouse et al., 2007). Similarly, TV viewers were
found to have more positive feelings towards to the adver-
tisements shownduring a commercial break once they also
had positive feelings about the programme itself (Coulter,
1998). These findings raise interesting questions in examin-
ing the effectiveness of embedding social media marketing
content within the broader advertising environment.
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Social media and luxury

Early luxury brand research portrays the internet as an
unavoidable evolution, posing both threats and oppor-
tunities for organizations. For example, while social
media platforms offer increased opportunities for brand–
consumer interaction, they are not seen as a substitute for
the on-site purchasing experiencewithin stores or ‘temples
of luxury’ (Riley & Lacroix, 2003, p. 103). Given assertions
that luxury communication remains more emotional
than informational (Okonkwo, 2010), effective commu-
nication via social media poses a challenge (Cervellon &
Galipienzo, 2015). Early adoption examples include Louis
Vuitton’s utilization of Facebook as a means of sharing
its catwalk presentations with fans (Kapferer, 2012), while
Perrey and Spillecke (2012) discussed Burberry’s venture
into the Chinese social media sphere via the launch of a
24-h customer service facility through online instant mes-
saging services. Such efforts remain especially pertinent,
given the predominantly young demographic of social
media usage (Liu et al., 2019b;WeAre Social, 2021) and the
importance of this market in maintaining luxury brand
equity, even if they currently do not yet have the means to
purchase luxury products or services (Kapferer, 1998).

APPROACH TO THE REVIEW

The objective of this review is to investigate existing schol-
arship, develop a conceptual framework and identify direc-
tions for future research in the luxury and social media
domain (Jones & Gatrell, 2014). We employ a system-
atic review approach (Tranfield et al., 2003) in collect-
ing and analysing the prominent research themes across
the literature pertaining to these areas. The collection
of literature consisted of two stages. Firstly, in October
2019,multiple academic databaseswere searched using the
string < ‘luxury’ AND ‘social media’ > within the title,
abstract and keyword fields (Bocconcelli et al., 2018). These
relatively broad terms were chosen to identify as many
potentially relevant articles as possible within the initial
search results, before a manual removal process of non-
relevant literature was conducted. No specific timeframe
for publication was applied, due to the relative novelty of
social media research. Further filters, where applicable,
were applied to limit search results to English-language,
peer-reviewed academic journal articles, excluding books,
chapters, conference proceedings and non-refereed pub-
lications (Calabrò et al., 2019). Only full-length articles
which offered original conceptual or empirical insights
were deemed suitable for the study (Keupp et al., 2011;
López-Duarte et al., 2015), omitting editorials or special
issue introductions. Additionally, only publications listed

within either the Australian Business Deans Council Jour-
nal List (ABDC, 2018) or theCharteredAssociation of Busi-
ness Schools Academic Journal Guide (AJG, 2018) were
included in the review, to further ensure relevance to the
business discipline (Nguyen et al., 2016; Ott & Michailova,
2018).
The second stage of the collection process involved a

consultation of the articles’ abstracts to confirm suitability
for the review, before a more thorough analysis of the arti-
cle was conducted. To further ensure comprehensiveness
of the review, one final consultation with the reference
lists within the accepted articles enabled identification of
any literature not initially gathered via the database search
process (Baldacchino et al., 2015; Lamberton & Stephen,
2016). This was supplemented by an online search of arti-
cles which had cited the chosen articles, to locate more
recent research which may also have been missed. This
process was then repeated in January 2021 to check for
any articles which had been published since the original
literature search, to ensure the review was as current as
possible and to update the publication dates of articles in
press. A final total of 115 articles are included in this review,
identified in the References by an asterisk (Soundararajan
et al., 2018). Table 1 illustrates the final number of articles
collected from the various databases, with their publica-
tion title and year depicted in Table 2. This volume of arti-
cles is indicative of the recent rise in academic attention
paid to these literature streams; Alves et al.’s (2016) anal-
ysis of social media research totalled 44 articles, while a
recent review into sustainable luxury marketing totals 46
articles (Athwal et al., 2019b). Key points of information
from all articles were then entered into an Excel spread-
sheet to quickly identify and remove any duplicate results
and to carry out a descriptive analysis of the accepted arti-
cles (see Tables 4–7 later in the Discussion).
The methodologies and sampling strategies employed

were quite varied. Given the somewhat predictable cou-
pling of both online and offline-based data collection
methods across the literature, it is prudent to divide this
discussion into subsections examining each of the most
prominent methodologies in turn and how they were
implemented.

METHODOLOGICAL CHARACTERISTICS
OF THE SAMPLE

Survey methods

Themost common data collectionmethod (31% of articles)
was the use of survey methods. While the vast majority of
these (86%)were conducted online, therewere somewhich
used intercept methods. Such an approach facilitates a
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TABLE 1 Number of publications on social media and luxury

Database
Results from
query

Duplicates/rejected
articles Accepted articles

EBSCOhost* 288 235 53
Scopus 213 171 42
Web of Science 219 212 7
ScienceDirect 34 27 7
Manual inclusion – – 6
Total 754 645 115

*List of individual databases searched within EBSCOhost is included in Appendix A.

TABLE 2 Number of publications by journal and year of publication

Journal Articles Year Articles
Journal of Business Research 20 2021 5
Journal of Global Fashion Marketing 14 2020 41
Journal of Fashion Marketing and Management 6 2019 23
Journal of Retailing and Consumer Services 5 2018 10
Journal of Product & Brand Management 4 2017 9
Journal of Interactive Advertising 4 2016 8
International Journal of Hospitality Management 4 2015 4
Marketing Intelligence and Planning 4 2014 7
International Journal of Contemporary Hospitality Management 4 2013 2
Journal of Brand Management 3 2012 3
Journal of Business Ethics 3 2011 2
Journal of Marketing Communications 2 2010 1
Psychology & Marketing 2 – –
Journal of Travel & Tourism Marketing 2 – –
Asia Pacific Journal of Marketing and Logistics 2 – –
Cornell Hospitality Quarterly 2 – –
Journal of Hospitality Marketing & Management 2 – –
Journal of Strategic Marketing 2 – –
Qualitative Market Research: An International Journal 2 – –
Other* 28 – –
Total 115 Total 115

*For convenience, ‘Other’ represents publications contributing a single article to the review.

quantitative exploration of factors such as social media
usage and behaviour (e.g. Chen et al., 2021b; Ha et al., 2019;
Martín-Consuegra et al., 2019), attitudes towards social
media marketing and advertising (e.g. Chu et al., 2013;
Godey et al., 2016; Xie & Lou, 2020), brand perception (e.g.
Farrag, 2017; Park et al., 2020), brand–consumer relation-
ships (e.g. Bazi et al., 2020; Kefi & Maar, 2020) and pur-
chase intention (e.g. Kim & Lee, 2019; Morra et al., 2017;
Mou et al., 2019).

Netnography

Given the vast array of data publicly available on social
media, netnographic techniques (Kozinets, 2010)were pre-
dictably prominent throughout the reviewed articles. A
key advantage in adopting such techniques includes con-
venience of access, with the significant volume of exist-
ing online data providing ample research opportunities for
scholars. Further, it eliminates the partial element of bias
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in providing an overview of actual approaches taken by
luxury brands on social media, rather than a reliance on
reported practices and anecdotal evidence from practition-
ers and consumers. A popular subset, especially among
more recent publications, was an analysis of brand atti-
tudes through social media content (e.g. Blasi et al., 2020;
Chen et al., 2021a), as well as user reviews and subsequent
response strategies by management on related platforms
(e.g. Chang et al., 2020; Jang & Moutinho, 2019; Schuckert
et al., 2019), particularly in the hospitality industry.

Experimental design

Studies incorporating experimental designswere primarily
concernedwith consumer attitudes and behaviour towards
branded social media content under specific conditions.
For example, multiple studies employed either genuine,
amended or fictitious social media content in investigat-
ing constructs such as brand attitudes (e.g. Park et al.,
2020), attitudes towards social media advertising (e.g. Choi
et al., 2020; Venus Jin et al., 2019), consumer attention (e.g.
Daugherty & Hoffman, 2014), advocacy behaviours (e.g.
Kwon et al., 2017) and users’ experience-sharing habits
(e.g. Liu et al., 2019b).

Interviews

Studies adopting interviews as their primary data collec-
tion method incorporated both managerial and consumer
perspectives. Lines of inquiry included exploration of the
nature of consumers’ relationships with luxury brands on
social media, including brand co-creation and destruc-
tion (Quach & Thaichon, 2017), brand satisfaction (Athwal
et al., 2019a), purchasing behaviour (Jain & Schultz, 2019)
and social media engagement (Leban et al., 2020; Pentina
et al., 2018; Ramadan et al., 2018).
From a managerial perspective, interviews provided

exploratory insights into luxury brand use of social media
marketing (Taylor et al., 2015) and inquiry into the man-
agement of the luxury consumer purchase process (Jain &
Schultz, 2019). Further types of informants also included
influencers who can occupy a form of middle ground
between brand and consumer and seek to reconcile both
luxury consumption and an ethical lifestyle (Leban et al.,
2021). Overall, interviews are a relatively underutilized
method of data collection among studies in this area.

Case studies

Case studies facilitate a deeper dive into the complex
nature of luxury brands rather than mere surface-level

observations (Beverland, 2005) and are a commonly used
method for exploration of an underdeveloped topic (Annie
Jin, 2012; Essamri et al., 2019). In terms of industries, the
fashion sector has proven the most popular, with brands
such as Louis Vuitton (Annie Jin, 2012), Coach (Ng, 2014),
Dolce & Gabbana (Atwal et al., 2020; Pantano, 2021),
Burberry (Phan et al., 2011; Straker&Wrigley, 2016), Calvin
Klein and DKNY (Kontu & Vecchi, 2014) all being exam-
ined, although the luxury hospitality and motor indus-
tries are also included (Essamri et al., 2019; Qian et al.,
2020).

Sampling

As Table 3 illustrates, most studies (88%) have been con-
ducted across North America, Europe and Asia, pre-
dominantly (77%) based within either the fashion or
tourism/hospitality sectors, illustrating a rather narrow
industry focus of inquiry to date. While this indicates a
growing maturity of luxury research within these indus-
trial and geographical contexts, it also illuminates some
underexplored areas which may be of interest to scholars
moving forward.
An interesting context underpinning the research

themes was the examination of younger Millennial and/or
Generation Z consumers as the research sample. While
there seem to be differing opinions on the start and end
points for the birth of the Millennial generation, Bolton
et al. (2013) adopt the criteria of being born between 1981
and 1999, with Generation Z consumers being born there-
after.Millennial consumers have been steady buyers of lux-
ury, accounting for 35% of consumption in 2019, set to rise
to 45% by 2025 (D’Arpizio et al., 2020). This generation has
been described as ‘online community builders’ (Salman
et al., 2016, p. 138), with a strong predisposition to use social
media to create, consume and distribute content (Maz-
zucchelli et al., 2018; Zollo et al., 2020). Multiple studies
included university student participants, due to their level
of access to online technologies (Kamal et al., 2013), heavy
social media usage (Morra et al., 2017) and the influence
such platforms can have on their purchasing behaviours
(Daugherty &Hoffman, 2014). Some studies did not explic-
itly target university students, however they were aimed
at the Millennial age group; for example Quach and Thai-
chon (2017) described two-thirds of their sample as being
aged between 23 and 35, while over half of the respondents
in Prentice and Loureiro’s (2018) study were 18–35 years
old. This generation is now approaching a point in their
lives whereby they are seeking affordable upgrades from
conventional brands, as well as tastefulness and youthful-
ness (Wang & Qiao, 2020), signifying their importance to
the future direction of the industry.
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TABLE 3 Location of research and industry contexts

Location Articles Industry Articles
Europe 36 Fashion 62
Asia 33 Tourism/hospitality 26
North America 32 General 16
Multiple locations 10 Multiple industries 5
Australia 4 Jewellery/beauty 4
Not disclosed 2 Vehicles 1
– – Wine 1
Total 115 Total 115

INDUCTIVE ANALYSIS

Once the articles to be included in the review were final-
ized, a thematic analysis facilitated the grouping of the
examined studies into categories depending on their cen-
tral focus of inquiry and contribution (Clarke et al., 2012).
The objective of this process was to inductively iden-
tify themes which depict the role of social media within
the luxury domain for the purposes of developing a con-
ceptual model to position social media within luxury
brand strategy (Wood & McKelvie, 2015). This involved
the authors individually consulting each of the articles in
their entirety and compiling notes on their findings and
contributions, eliminating potential bias (Athwal et al.,
2019b). The goal of a general inductive analysis approach
is to allow research findings to emerge from the domi-
nant themes inherent in raw data and to establish clear
and transparent links to such themes, with the end goal to
develop a model about the underlying structure of experi-
ences or processes evident in the data (Thomas, 2006). The
authors remained in regular consultation and thoroughly
discussed the examined articles, before arriving at a con-
sensus regarding the major over-arching themes (Baron
et al., 2014).

FINDINGS AND CONTRIBUTIONS

A total of five distinct themes were identified pertain-
ing to the organizational contexts in which luxury and
social media were being investigated through the litera-
ture, which serve as the central pillars for our concep-
tual framework: brand strategy, luxury brand social media
communications, luxury consumer attitudes and percep-
tions, engagement and social media’s influence on brand
performance-related outcomes. Among the articles exam-
ined, it became apparent that several studies’ central focus
and contribution permeated throughout multiple themes,
thus our proposal of an integrative, holistic framework of

social media and luxury, demonstrating each theme’s level
of maturation within the literature. These factors are visu-
ally represented by the interlocking gears between each
theme, while the size of the gears represents the volume
of studies primarily pertinent to each theme (Figure 1).
As Figure 2 shows, the volume of research examining

social media and luxury has been steadily increasing from
a flat level in the early 2010s to a rising trend from 2017
onwards across all emergent themes. While the volume of
social media-centric research continues to rise generally
(Alves et al., 2016; Voorveld, 2019), its role within a lux-
ury context is becoming a particularly popular avenue of
academic inquiry (Arrigo, 2018), further emphasizing the
need for our conceptual framework of social media’s role
within luxury brand management. As only five 2021 arti-
cles were published at the time of this review, these were
omitted from Figure 2 due to incomplete data, although
they are included in the tabular depictions of themes in
the Discussion section.
We posit, as our following discussion will elaborate, that

the brand’s overall strategy will inform and guide the sub-
sequent integration of social media communications in
the overall media mix (Voorveld, 2019), while also con-
tributing to consumer attitudes and behaviours towards
the brand (Choi et al., 2020). These factors will act as
antecedents of sustained levels of engagement with con-
sumers (Liu et al., 2021), impacting brand performance-
related outcomes (Jang & Moutinho, 2019). Our discus-
sion will critically analyse these individual theoretical ele-
ments, as well as explore the existing linkages bridging the
individual themes collectively informing the luxury and
social media literature.

Theme 1: Brand strategy

The first thematic area examines social media platforms’
integration into luxury brand strategy, consisting of 15
articles (Table 4). Of these 15 articles, 5 relate purely to
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F IGURE 1 Theoretical framework

F IGURE 2 Number of publications across themes by year

brand strategy, while 10 demonstrate linkage or inter-
play with other emergent themes, as noted. Integration of
online platforms into the overall strategy of a luxury brand
requires the involvement of top-level management (Heine
& Berghaus, 2014) and thus far they have been relatively
slow, even fearful, adopters (Kapferer, 2015; Okonkwo,
2009), as questions remain on exactly how such technolo-
gies may be used to preserve a luxurious brand aura and

offer a reflective customer service experience (Baker et al.,
2018). Existing research in the field points towards a lack
of coherent and clearly defined social media strategies
from luxury brands (Reyneke et al., 2011), as well as an
absence of in-depth case studies examining luxury brand-
ing strategy in emerging markets (Yu et al., 2019). Social
media provides brands with the means to engage with
consumers directly, with the specificities of each platform
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facilitating innovative brand-building approaches online
(Chen & Wang, 2017; Lee & Watkins, 2016), with the goal
for luxury brands being to drive offline consumer activ-
ities (Chen & Wang, 2017). However, television remains
the dominant segment in terms of media spend for lux-
ury brands (30.2% of total budget) (Statista, 2018). The opti-
mal traditional/digital media spending mix is generally
taken to be 3:1 in favour of traditional media channels,
with strong potential for synergistic benefits being accrued
from effective utilization of both formats (Findley et al.,
2020). In terms of quality of exposure, television advertis-
ing is as effective today as it was 30 years ago; however,
obtaining that quality exposure is more challenging. This
is coupledwith the increase inmulti-device usage and ‘dis-
tracted viewing’ (Findley et al., 2020), emphasizing brands’
need for omnichannel approaches to harness the recipro-
cal nature of contemporary luxury brand–consumer rela-
tionships (Anido Freire, 2014).
Online branding strategies can encompass both tangi-

ble and intangible dimensions, with tangible dimensions
encompassing product integrity, brand signature and pre-
mium pricing, coupled with intangible qualities including
exclusivity, experience and stakeholder commitment (Yu
et al., 2019). Global brand-building strategies online often
necessitate the promotion of a lifestyle, rather than sim-
ply selling a product (Yu et al., 2019), a task made easier
by already-established brand recognizability and aware-
ness (Slivar & Bayer, 2017). Luxury products embody either
technical or symbolic luxury, depending on their represen-
tation of either high-class performance or hedonistic ele-
ments (Reddy & Terblanche, 2005). The quality of a luxury
brand’s online presence should reflect its products, ensur-
ing brand consistency (Phan et al., 2011), especially across
diverse cultures (Yu & Hu, 2020).
There seems to be conflicting evidence as to whether

luxury brands should engage in highly interactive,
community-building approaches on social media or else
seek to maintain a sense of psychological distance from
consumers to preserve an aura of exclusivity. The nature
of luxury offerings acts as a key determining factor in the
level of relationship-building adopted by luxury brands on
social media. As Athwal et al. (2019a) suggest, Millennials
are the first generation to utilize technology across the
entire customer journey, which has been a motivating
factor behind luxury brands’ adoption of social media and
in developing innovative strategies (Chu et al., 2013; Kim
& Ko, 2010). However, perhaps contradicting the inher-
ent sociable and interactive nature of these platforms,
Millennial users have been found to be widely accepting
of the more distant approach taken by luxury brands on
social media, such as publishing content without seeking
interaction with users (Athwal et al., 2019a). In fact,
value perceptions can decrease if psychological distance

is not maintained and if the brand is viewed as being
too accessible (Park et al., 2020). Instead, luxury brand
social media strategy must be to portray an ‘aspirational
dream’, incorporating exclusive behind-the-scenes access
and content through their social media presences. It is
this perceived accessibility, rather than actual interac-
tion, which fulfils the affective and cognitive needs of
Millennials (Athwal et al., 2019a; Xie & Lou, 2020). The
next subsection explores our second theme, social media
communications, which is followed by another subsection
where the interplay between these themes is explored.

Theme 2: Social media communications

The second theme adopts a brand communications per-
spective to luxury and social media, a generally underuti-
lized approach in the literature (Zhou et al., 2020). Table 5
provides an overview of the 31 articles in this theme.
Social media marketing activities are segmented into
five dimensions: entertainment, interaction, trendiness,
customization and word-of-mouth (WOM) (Godey et al.,
2016; Kim & Ko, 2012), although this conceptualization
has been challenged based on WOM being categorized as
a behavioural outcome and therefore omitted from recent
work (Cheung et al., 2021; Liu et al., 2021). Studies have
highlighted the role of these five dimensions in generating
brand and customer equity (Godey et al., 2016; Kim & Ko,
2012) and predicting user interaction (Cheung et al., 2021),
although effective customization efforts prove especially
challenging in such public fora (Liu et al., 2021). Social
media research often focuses more on content, rather than
message, driven by factors such as channel, source and
message characteristics (Voorveld, 2019; Wang & Chen,
2020), with luxury brand recognition and trust shaped
by both content attributes and consumer characteristics
(Venus Jin&Ryu, 2020). For example, ‘classical’ aesthetics,
such as symmetricity and clarity, are more frequently uti-
lized by luxury fashion brands over ‘expressive’ aesthetics,
which are more creative and complex in nature. However,
user interactions were more numerous among content
adopting expressive aesthetics (Kusumasondjaja, 2020).
The creation of meaning and desire remains pivotal in

luxury communication for brands (Gurzki et al., 2019).
Visual showcasing of classical non-personal luxury char-
acteristics, including heritage and speciality, remain cen-
tral to brands’ social media communications (Lee & Youn,
2020; Maman Larraufie & Kourdoughli, 2014; Wang et al.,
2020) and have been found to elicit a stronger consumer
affect than personal dimensions such as hedonism and
the extended self (Mandler et al., 2019). Conversely, com-
munication of non-luxury elements such as sustainabil-
ity, a growing element of luxury (Athwal et al., 2019b;
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Septianto et al., 2020), could be perceived as deceptive if
claims are made in vague and unverifiable ways in their
content (Kong et al., 2021).
Communication and response strategies on review plat-

forms, such as TripAdvisor, provide insights into the
approaches of luxury brands online, although there seems
to be no broadly applicable strategy to respond to online
reviews. Luxury hotel guests seem to value more in-depth,
lengthy responses rather than shorter, concise messages
(Schuckert et al., 2019; Xie et al., 2017). Such findings
would concur with the previously mentioned assertion
by Phan et al. (2011) of an expectation from consumers
of superior levels of quality across all aspects of the lux-
ury brand experience, including online communications
from both brands and clients, implying less emphasis on
a sales-driven communication focus in favour of a social
media strategy that emphasizes relationship building
(Taylor et al., 2015).
Research surrounding luxury brand–consumer com-

munications on social media remains fragmented, with
limited guidance on how exactly luxury brands can
design effective strategies (Mandler et al., 2019). While the
premise of social media accentuates the role of the user
at its core, luxury brands must strike a balance between
fostering relationships with their online audiences while
preserving control over the central message being com-
municated. Consumers expect high-quality content and
communication from luxury brands, reflective of the
quality and status of the brand itself (Chung et al., 2020).
While some researchers have endeavoured to explore the
effectiveness of the various dimensions of social media
marketing (i.e. Cheung et al., 2021; Godey et al., 2016;
Kim & Ko, 2012; Liu et al., 2021), there remains scope for
further inquiry regarding the antecedents and anticipated
outcomes for luxury brand communication on social
media. The challenge therein for luxury brands remains
developing an effective social media communications
strategy which effectively resonates with the diverse
segments of the audience, while also mirroring their
strategic brand values and desired consumer image and
perception. Further examination of luxury brand strategy
and how it informs both social media communications
and consumer perception is offered in the following
linking themes section, to understand how social media
can enhance brand–consumer relationships.

Linking brand strategy and social media
communications

Discussion of the interplay between the theoretical impli-
cations of the review themes serves to further illustrate the
integrative nature of our proposed framework and iden-

tify the most pertinent areas where future research can
further contribute to its development. Brand–consumer
dialogue on social media fosters personal relationships,
with storytelling a key method in communicating brand
vision and identity (Heine & Berghaus, 2014). An impor-
tant consideration in online communications strategy is
whether to engage in a branding-only approach online or
to incorporate sales tactics; for example, highly seasonal
luxury products are more suited to a direct sales-driven
approach (Baker et al., 2018). However, reliance on a uni-
directional model of branding is problematic, given the
increased influence of contributions from consumers and
online communities in luxury branding (Essamri et al.,
2019; Phan et al., 2011). Conversely, products that expe-
rience lower sales volume and are less fashion-sensitive,
such as yachts, benefit from a more brand-building, rela-
tionship approach (Baker et al., 2018).
In highlighting the inevitability of a co-created process

of brand formulation and communication, Üçok Hughes
et al. (2016) recommend that luxury brands foster and nur-
ture connections with their online audience by encourag-
ing consumers to share their own brand stories as a means
of strengthening community engagement (cf. Essamri
et al., 2019; discussed further in Theme 4). Social media
facilitates such interactions, yet the diverse nature and
normative structure of individual platforms, and cultural
diversity of online communities, indicate a lack of a ‘one-
size-fits-all’ approach for brand communications (Jiang
et al., 2020; Wu et al., 2016). Marketers must understand
users’ motivations for sharing brand-related stories and
identify commonalties among these narratives to inform
their own strategies (Üçok Hughes et al., 2016).
A recent trend in strategic social media communica-

tions has been the delegation by brands of transmission
of their message to third parties, such as influencers.
These individuals have created their own personal brand
and garnered a following on social media, leading to
opportunities for collaboration with luxury brands (Leban
et al., 2021; Wiedmann & von Mettenheim, 2020). Influ-
encers utilize a variety of narrative strategies in their
social media communications, characterized as advising,
enthusing, educating, appraising, amusing and assem-
bling (Zhou et al., 2020). This typology from Zhou et al.
(2020) provides critical distinctions in influencer-driven
eWOM generation strategies on social media, given that
influencers command their own message, rather than just
serve as vehicles for communications wholly controlled by
the brand. User–influencer interaction increases luxury
brand perception and purchase intention once the brand
community feels a close association with the influencer
(Lee & Watkins, 2016). Such strong associative ties are
not felt by consumers towards the pairing of brands
and more traditional celebrities, given their tendency to
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endorsemultiple brands and products (Song&Kim, 2020).
Establishing closeness can be achieved through influ-
encers’ conspicuous displays of ethicality in their luxury
consumption and lifestyle, thereby retaining legitimacy as
positive role models (Leban et al., 2021). This feeds into the
notion that trustworthiness and attractiveness are more
important factors than actual expertise in determining
the effectiveness of influencers (Wiedmann & von Met-
tenheim, 2020). However, uncertainty still exists amongst
practitioners about the use of influencers (Wiedmann
& von Mettenheim, 2020). For example, any negative
perception of the influencer can also be transferred to the
brand they are representing (Campbell & Warren, 2012).
Therefore, luxury brands should ensure the appropriate-
ness of the individual endorsing the brand (Proctor &
Kitchen, 2019), as well as the narrative approach (Zhou
et al., 2020), to maximize the effectiveness of influencer
campaigns.
The next subsection will analyse our third theme, con-

sumer attitudes and perceptions, before exploring linkages
between the brand strategy and consumer attitudes and
perceptions themes, followed by the linkages between the
social media communications and consumer attitudes and
perceptions themes.

Theme 3: Consumer attitudes and
perceptions

The largest theme in this review (37% of total articles;
see Table 6) examined the attitudes and perceptions of
consumers towards luxury brands on social media, reflect-
ing Anido Freire (2014), who notes that most researchers
have focused on this area. While consumers’ satisfaction
with a social media presence is a positive predictor of a
favourable brand attitude (Annie Jin, 2012; tom Dieck
et al., 2017), marketers and consumers appear to be at
an impasse regarding what constitutes luxury on social
media, as not all content is interpreted equally across user
groups (Castellano & Khelladi, 2016; Chen et al., 2021a).
Luxury brands should not only adopt social media plat-
forms in their branding activities, but also endeavour to
understand the personal motivations of users in engaging
with luxury brands’ online communities to maximize the
effectiveness of these efforts (Zollo et al., 2020) and avoid
the aforementioned negative effects on value perception
that a decrease in psychological distance can incur (Park
et al., 2020). Social media platforms have been found to
elicit positive effects on a variety of consumer outcomes,
including perception (Lee & Watkins, 2016; Lee et al.,
2018), reputation (Castellano&Khelladi, 2016), awareness,
image, loyalty (Godey et al., 2016), exclusivity (Xie & Lou,
2020) and romance (Beig & Khan, 2020), but can also

foster negativity, even hate, towards brands (Atwal et al.,
2020; Pantano, 2021).
Luxury managers have adjusted their brand appeals to

be more congruent with how consumers seek to express
themselves (Choi et al., 2020), although the literature
remains divided on the link between the individual’s vir-
tual and actual self on social media (Wallace et al., 2020).
For example, social media use is a significant predictor
of materialism (Kamal et al., 2013), which is associated
with conspicuous consumption whereby individuals are
more likely to display brands more aligned with their ideal
self than their actual self on social media (Wallace et al.,
2020). Conversely, in a collectivist Chinese context, con-
sumers engage in more inconspicuous displays of luxury
consumption in their own social media content. This con-
tributes to the individual’s self-image while preserving
interpersonal relationships by avoiding ostentatious dis-
plays and possibly attracting negative comments (Chen
et al., 2021b).
While most research has focused on the positive effects

of social media on consumer perceptions of luxury brands,
the proliferation of such platforms can inevitably lead to
negative sentiment being shared online, although this is
largely absent in the luxury brand literature (Pantano,
2021). Two papers byAtwal et al. (2020) and Pantano (2021)
examine the negative consequences of Dolce & Gabbana’s
2018 advertising campaign in China, which reinforced cer-
tain stereotypes about Chinese people and culture, lead-
ing to calls to boycott the brand and the cancellation of
its impending fashion show (Atwal et al., 2020). While
examining the same case, both studies offered novel con-
tributions to the literature through an illustration of the
potentially rapid diffusion of negative sentiment on social
media (Pantano, 2021), as well as the anti-consumption
behaviours, or brand hate, exhibited by social media users
(Atwal et al., 2020).
Consumer attitudes are investigated by brands on social

media through sentiment analysis of multiple forms of
UGC, especially online reviews. While potentially costly,
time-consuming and vulnerable to self-selection and recall
bias, sentiment analysis provides naturalistic insights into
brand performance (Philander & Zhong, 2016). It has been
highlighted as an effective way of harnessing real-time
information in evaluating client opinion and perception
of brands (Philander & Zhong, 2016), as consumers per-
ceive UGC and eWOM as trustworthy sources of informa-
tion (tom Dieck et al., 2017). While early research investi-
gated the informational value of online reviews for users,
more recent inquiry has been directed to exploring the
hedonic side of review evaluation (Hlee et al., 2019). Such
content can also effectively capture the tangible elements
of predominantly intangible luxury experiences, such as
hotel amenities and dining (Giglio et al., 2020; Mou et al.,
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2019). Luxury brands should encourage and amplify posi-
tive reviews and comments (Gunasekar & Sudhakar, 2019;
tom Dieck et al., 2017), especially given the role of reviews
and subsequent interactions in the emotional experience
of hotel guests (Wu & Gao, 2020). However, this should be
encouraged on platforms with a lesser capacity for social
comparison, such as TripAdvisor, rather than more per-
sonal platforms, such as Facebook. Due to the perceived
similarity between peers on these more personal plat-
forms, a review of a luxury hotel may trigger envious emo-
tional and behavioural responses, resulting in decreased
purchase intentions towards that hotel brand (Feng et al.,
2021).
The following linking themes sections serve to synthe-

size how the literature has examined bridging luxury brand
strategy and social media communications with the resul-
tant impact on perception and attitudes.

Linking brand strategy and consumer attitudes
and perceptions

Luxury brands have thus far struggled to transfer the
luxury in-store experience online (Holmqvist et al., 2020b;
Maman Larraufie & Kourdoughli, 2014), a critical factor
in retail as the strength of the salesperson–customer
relationship elicits a significant positive effect on both
purchase decision and customer satisfaction with their
purchase (Kim et al., 2010).When a luxury brand improves
the quality of its social media activities, it increases brand
equity and intention to purchase (Morra et al., 2017).
While it could potentially represent a dilution or loss of
brand identity, UGC presents an opportunity for the brand
to evolve and adapt to changing market perceptions, tastes
and preferences (Mazzoli et al., 2019).

Linking social media communications and
consumer attitudes and perceptions

Limits remain in our understanding of consumer attitudes
towards luxury brands on social media, particularly neg-
ative attitudes. Different aspects of this theme have been
investigatedwithin the context of social media content and
communication; however, the literature remains devoid
of a holistic theory examining the effects of luxury brand
communications on consumer attitudes, perceptions and
behaviour. The mode of communication, including types
of social media and content features, exhibit varying influ-
ences on consumer perceptions. Findings from Farrag
(2017) indicate experiential needs as being themost impor-
tant factor influencing attitude towards luxury brands,
further emphasizing the need for a shift away from a
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traditional to a more experiential luxury communications
strategy (Batat, 2019), particularly when targeting younger
consumers (Eastman et al., 2020). Within social media,
this could equate to content offering backstage insights,
legacy narratives or craftsmanship imagery (Xie & Lou,
2020), with image and video being more effective content
forms in influencing reputation (Castellano & Khelladi,
2016). Although evidence has been found supporting mul-
tiple social media marketing dimensions’ effectiveness in
luxury brands’ social media activities (Kim&Ko, 2012; Liu
et al., 2021), entertainment has the highest influence in
building and influencing luxury brands’ social media pres-
ence (Beig & Khan, 2020). It is also the best predictor of
social media users consuming and contributing to brand-
related content, while interaction is the best predictor of
users creating their own content for brands (Cheung et al.,
2021).
If users are unfamiliar with a brand, a higher level of

visual complexity in content has a greater effect on increas-
ing luxury perception (Lee et al., 2018), while users already
familiar with a brand perceive a simpler image as emitting
a greater sense of luxury. This can be linked to findings
within traditional media settings; in high-involvement
contexts, a more novel and unexpected approach from
advertisers results in increased encouragement to process
advertising stimuli across TV and print (De Pelsmacker
et al., 2002). As luxury goods are considered high involve-
ment (Kim et al., 2010; Lin, 2012), this raises the question
as to the appropriateness of simply translating traditional
advertising techniques online rather than moulding the
brand strategy to align with the contextual nuances of
individual social media platforms. Benefit-based appeals
in content have been found to have a greater effectiveness
than attribute-based appeals, facilitating expression of user
beliefs and values (Choi et al., 2020), whereas more luxury
brand-conscious users are more likely to have favourable
attitudes towards promotional content (Chu et al., 2013).
The following section examines Theme 4, Engagement,

before exploring how the literature links luxury brand
social media communications and customer attitudes and
perceptions with engagement.

Theme 4: Engagement

Excellence and quality in luxury products are no longer
sufficient in a contemporary context; luxury brands must
also offer a rewarding and engaging customer experience,
which social media can facilitate (Batat, 2019; Bazi et al.,
2020). Research has taken an inconsistent approach to con-
ceptualizing digital consumer engagement (Liu et al., 2021;
Pentina et al., 2018), yet it remains a strategic imperative for
brands (Quach & Thaichon, 2017) consisting of cognitive,

affective and behavioural dimensions (Hollebeek et al.,
2014). Within a luxury and social media context, the topic
shows a high rate of growth in publication volume among
the themes examined in this study.While 20% of articles in
this review occupied the engagement theme, 61% of these
have been published since 2019 (Table 7). Recent evidence
illustrates that social media marketing activities exhibit
significant positive effects on engagement (Liu et al., 2021),
highlighting a greater sense of psychological ownership
of luxury brand interactions by consumers (Kim et al.,
2016), which is more easily facilitated by social media over
more traditional channels. Despite these trends, studies
remain predominantly qualitative in nature and lack direct
observation of resultant engagement behaviours (Liu et al.,
2021). This is particularly significant as digital engagement
remains highly dependent on the individual social media
platform (Voorveld et al., 2018) and the distinctiveness of
luxury brands implies it may be problematic to assume
motivations for engagement remain the same as for non-
luxury brands (Bazi et al., 2020).
Overall, the volume of research on consumer engage-

ment continues to grow since its evolution into the brand-
and consumer-related literatures (e.g. Brodie et al., 2011;
Hollebeek et al., 2014) and, coupled with the opportuni-
ties for further social media-focused inquiry (Lamberton
& Stephen, 2016), represents a potentially rich source of
future research. Much of the current research surround-
ing social media and engagement is centred around the
behavioural outcomes of social media strategies. This has
led to the proposal of typologies of social media commu-
nity members based on their capacity and motivation to
interact with and contribute to the brand and the brand
community (Ramadan et al., 2018), as well as development
of process frameworks detailing the co-creation of luxury
brand identity (Essamri et al., 2019). The following linking
themes sections will further explore the bridging of the the-
oretical contributions of this themewith those of Theme 2:
social media communications and Theme 3: consumer atti-
tudes and perceptions.

Linking social media communications and
engagement

While luxury brands may have originally seemed reluc-
tant to embrace the democratization of online platforms
(Oliveira & Fernandes, 2020), and some remain largely
inactive (Aydin, 2020), others are now leading this process
through engaging content marketing strategies (Kontu &
Vecchi, 2014), creating an ongoing two-way dialogue with
consumers (Quach & Thaichon, 2017). In fact, consumers
who are more likely to talk about luxury brands on social
media are also more likely to purchase them (Park et al.,
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2021). Incorporating entertaining, interactive and trendy
elements into social media communications has a signif-
icant positive effect on behavioural engagement (Liu et al.,
2021), while similar conclusions have been drawn from
the examination of hedonic, informative and celebratory
dimensions in communications (Aydin, 2020; Kefi &Maar,
2020).
Brands are now strongly recommended to include

greater interactivity as a central social media objective to
not only increase engagement between brand and con-
sumer, but also between consumers (Martín-Consuegra
et al., 2019; Straker & Wrigley, 2016) who perceive luxury
items as sources of self-differentiation (Parrott et al., 2015).
Regardless of the level of interaction, luxury brands can
still benefit from these user-to-user exchanges and facili-
tate these through providing content which provides value
for users (Heine & Berghaus, 2014). These interactions
can either help or hinder the brand, due to their potential
virality and subsequent positive or negative associations
(Pentina et al., 2018). These interactions add value by
facilitating potential relationships among the online
brand community (Phan et al., 2011). This experience of
belonging has been found to enhance brand love within
online communities (Burnasheva et al., 2019). This is of
particular importance within a luxury context, as fulfilling
an emotional experience for consumers relies not only on
consumption of the offering itself, but all engagements
(Straker & Wrigley, 2016).

Linking consumer attitudes and perceptions
and engagement

Social media users have a propensity to include brands
as a part of how they view themselves, affecting both
their propensity to engage (Giakoumaki & Krepapa,
2020; Oliveira & Fernandes, 2020) as well as repur-
chase and advocacy behaviour (Nyadzayo et al., 2020).
Consumer motivation for engaging with luxury brands
on social media encompasses elements such as content
relevancy, brand–customer relationships, hedonic, socio-
psychological, brand equity and technological factors (Bazi
et al., 2020). Straker and Wrigley (2016) discuss Burberry’s
use of digital channels in building engagement with con-
sumers, stating that interactions facilitated online allow
users to reflect on their own identities and engage in social
integration (Giakoumaki &Krepapa, 2020). Luxury brands
can even induce an ideal, dream-like state through their
social media content, in what Bazi et al. (2020) term ‘brand
ethereality’, bridging the imagination gap between brands
and consumers.
However, it is not just the content, but its intended audi-

ence as well as platform characteristics which are also key

to engagement (Pentina et al., 2018). Ramadan et al. (2018)
propose six forms of social media follower: three cus-
tomer and three non-customer groups. The non-customer
groups, pragmatists, bystanders and trend-hunters, while
lacking the means to purchase luxury brands, exert a vary-
ing level of willingness to interact with these brands on
social media. Both active and passive participation repre-
sent key drivers of a strong brand–consumer relationship
(Kefi & Maar, 2020), with various forms of lurking prac-
tices also posing opportunities for luxury brands to develop
a desire for luxury products through these secondary audi-
ences (Leban et al., 2020). Some users will remain pas-
sive, observing those who are more active, whereas others
actively promote and defend the brand, acting as product
experts (Parrott et al., 2015).
Users who feel that they will gain self-enhancement

benefits from engaging in brand advocacy behaviours are
more likely to do so (Kwon et al., 2017). The customer
groups, image seekers, passionate owners and prime con-
sumers, all purchase from luxury brands yet engage dif-
ferently on social media (Ramadan et al., 2018). For exam-
ple, image-seekers associate luxury brands with status, suc-
cess and self-improvement, and therefore exert maximum
effort to make luxury purchases. In contrast, prime con-
sumers, while possessing the means to purchase from lux-
ury brands, merely perceive such luxuries as part of their
adopted lifestyle and would not view such purchases as
being as luxurious or significant as other consumersmight.
From an active participation perspective, reciprocity of
exchange has been found to be an influencing factor in
consumer–brand interactions (Kefi & Maar, 2020). The
most active brand advocates on social media seek to
develop a deeper, long-term connection with the brand
by engaging in behaviours such as incorporating a brand
name into their online username (Parrott et al., 2015).
While the volume of studies within the current review

adopting a service-dominant logic perspective (Vargo &
Lusch, 2004) is low, it nonetheless provides insight into the
shifting dynamic surrounding value creation within lux-
ury (Holmqvist et al., 2020a). Many facets of brand value
are no longer created solely by marketers, but increas-
ingly are influenced and co-created by consumers (Grön-
roos, 2011). However, it remains the responsibility of the
brand to understand and adhere to the norms of interac-
tion, community rules and consumer needs on these plat-
forms (Phan et al., 2011). Co-creation of the luxury brand
experience encapsulates all interactions between a vari-
ety of parties, including the brand, staff, customers and
other stakeholders, such as online communities; engage-
ment remains key to value creation (Nyadzayo et al.,
2020; Quach & Thaichon, 2017). Current literature out-
lines co-creative processes in luxury brand identity devel-
opment. Essamri et al. (2019) posit nurturing, bridging and



Social media and luxury 119

TABLE 8 Brand performance-related outcomes overview

# Reference Focus of inquiry
Theme
links Industry Methodology Sample

1 Blal and Sturman (2014) Review volume and
valence’s role on
revenue

– Hotels Secondary data STR Global data

2 Xie et al. (2017) Review response impact
on revenue

ENG Hotels Net content analysis Consumer reviews

3 Kim and Chae (2018) Social media’s impact on
revenue

ENG Hotels Secondary data, net
content analysis

Annual reports, Twitter
content

4 Jang and Moutinho (2019) Promotions’ effect on
consumer spending

– Hotels Net content and
revenue analysis

Consumer reviews, hotels’
data

ENG indicates linkage with Theme 4: engagement.

partnering as bi-directional identity co-creation processes
which capture the symbiotic roles of brands and online
communities. This experience of belonging, achieved
through accumulation of a sense of community and social
identity, can increase feelings of brand love among online
users (Burnasheva et al., 2019). While nurturing aims to
raise the desirability of the brand and encourage aspira-
tions of ownership, bridging seeks to bring the internal
and external sources of brand identity meanings together
to generate synergistic value between these inputs. Part-
nering, finally, is demonstrated through ongoing coordi-
nation by brand and community, sharing this co-created
brand identity and meaning through marketing activities
and UGC (Essamri et al., 2019).

Theme 5: Brand performance-related
outcomes

The final theme examines social media’s influence across
varying indicators of business performance (Table 8).
Totalling just four articles, this branch of luxury social
media research remains wholly underserved, limiting our
understanding of the tangible benefits of social media for
luxury brands. Despite the growing levels of social media
adoption within the industry, questions remain as to the
impact that such investment is having on actual business
performance (Kim & Chae, 2018). Further inquiry is cer-
tainly warranted, given consumers’ incorporation of social
media at various stages of the luxury purchase cycle, yet
consumer preference remains for luxury purchases to be
made in-store (Jain & Schultz, 2019). Current research in
the area remains largely fixed on the hospitality indus-
try, perhaps due to the industry having a higher rate of
social media usage (Kim & Chae, 2018). While it is gener-
ally acknowledged that positive reviews are important for
hotel brands, the importance of such high ratings is even
greater for luxury hotels (Blal & Sturman, 2014). A high
volume of reviewsmay suggest to potential visitors that the

hotel’s experience is not associated with exclusivity (Blal
& Sturman, 2014). However, contradictory findings from
Kim and Chae (2018) depict a positive association between
both eWOM levels and customer engagement on revenue.
Price promotions are also negatively perceived by luxury
consumers, diminishing their consumption and damaging
brand credibility (Jang & Moutinho, 2019).
Given that the current generation of consumers uti-

lize digital platforms across multiple stages of the con-
sumer journey (Athwal et al., 2019a; Jain & Schultz, 2019),
our understanding of the most effective means of promot-
ing such positive outcomes through social media content
strategies remains limited. Future research can continue to
bridge the findings discussed in previous themes regarding
brand strategy, social media communications, consumer
attitudes and behaviour, engagement and brand perfor-
mance through a holistic examination of luxury brand
social media strategies and the resultant outcomes for the
brand and brand community.

Linking engagement and brand
performance-related outcomes

Despite the low volume of research seeking to attribute
social media activities to sales generation and consumer
spending, there were a couple of instances linking Themes
4 and 5. Kim and Chae (2018) found a positive associa-
tion between social media use (encompassing both eWOM
and customer engagement dimensions) and hotel perfor-
mance. Being a resource-intensive activity, building cus-
tomer engagement through generation of original mes-
sages, responses to UGC and general sharing of relevant
content will require more investment than simply relying
on eWOM (Kim & Chae, 2018). Providing timely, lengthy
responses to online reviews is important for luxury hotels,
with responses specifically from front-line managers,
rather than executive staff, being more effective (Xie et al.,
2017). However, as previouslymentioned, a high volume of
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reviews can negatively impact perceived exclusivity (Blal &
Sturman, 2014) while continuous interaction, by its nature,
decreases psychological distance which can lessen value
perceptions among consumers (Park et al., 2020). Further
research into the diverse nature of luxury services (i.e. hos-
pitality) and the effect of brand–consumer engagement for
luxury product and luxury service brands on revenue gen-
eration and consumer spend can further strengthen this
link between Theme 4: engagement and Theme 5: brand
performance-related outcomes in our model.

FUTURE LUXURY AND SOCIALMEDIA
RESEARCH AGENDA

As represented by the upward trend in publication volume
depicted in Figure 2, current gaps within the literature—as
well as ongoing technological innovation anddevelopment
and changing consumer preferences—paint luxury theory
as a vibrant prospect for further inquiry (Aliyev et al., 2017;
Chu et al., 2019; Cristini et al., 2017). Our theoretical frame-
work and subsequent discussion outline the key contribu-
tions in this field to date, highlighting socialmedia as a pro-
cess, rather than an isolated activity, within a luxury con-
text, encompassing multiple thematic elements. We pro-
pose the following areas of research to deepen our under-
standing of social media’s role within luxury and further
develop this theoretical framework.

Luxury brand strategy

The involvement of top-level management is required to
successfully implement and manage digital channels in
luxury brand strategy (Heine & Berghaus, 2014), partic-
ularly a participatory leadership style to effectively work
with consumers and other stakeholders through the value
co-creation process (Essamri et al., 2019). While luxury
brand strategy is technically limited to their target mar-
ket, the symbolic nature of luxury brands often perme-
ates throughout wider society (Kapferer & Bastien, 2009).
Future endeavours can build on the work of Üçok Hughes
et al. (2016) and Essamri et al. (2019) where, due to the
increased role of consumers in brand construction, the
impact of democratization in content creation is ripe for
further exploration in the context of contemporary luxury
brands. For example, Gurzki et al. (2019) posit enrichment,
distancing and abstraction as key factors for brands looking
to construct luxury narratives through advertising and call
for further inquiry to examine this typology’s application
to the social media context. However, the increased role
of third parties, such as influencers, in this regard requires
further inquiry (Seo&Buchanan-Oliver, 2015). Contempo-
rary luxury brand construction has been acknowledged to

involve multiple stakeholders rather than just the brand
itself (Essamri et al., 2019), however, this remains an
under-researched area, especially as 73% of luxury brands
employed some form of influencer marketing in 2017 and
a further 15% had plans to adopt influencer marketing
over the subsequent 12 months (Statista, 2018). A review
of social media communications also calls for an increased
focus on influencers (Voorveld, 2019), who are more relat-
able than traditional celebrities as brand advocates in a
social media setting (Venus Jin et al., 2019). Luxury brands
need to shift the brand narrative to a more community-
focused approach (Üçok Hughes et al., 2016), with current
inquiry already investigating these narrative approaches by
influencers (Zhou et al., 2020). Within a social media con-
text, this evolving brand–consumer relationship dynamic
and transfer of power provides an interesting avenue for
further luxury research. Such an investigation could com-
plement the typology of Ramadan et al. (2018), exploring
in what ways and capacities each category of social media
follower influences luxury brand construction.

Luxury services

Another stream of research warranting wider investiga-
tion across all elements of the framework is the marketing
of luxury services on social media (Stephen, 2020; Wirtz
et al., 2020).While the need for additional inquiry into lux-
ury service perceptions and quality dimensions has already
been highlighted (Aliyev et al., 2017), our review further
amplifies this call for increased research into the social
media marketing approaches of luxury service brands.
Social media provides an environment where users can
exchange service experiences with other users while also
interacting with service brands directly (Swani et al., 2021),
and further investigation into the luxury services context
is warranted. As Table 3 depicts, nearly a quarter of the
review articles examined luxury service brands, specifi-
cally within the tourism and hospitality sector, reflecting
its status as a leading luxury industry sector. Luxury ser-
vices are defined as ‘extraordinary hedonic experiences
that are exclusive whereby exclusivity can be monetary,
social and hedonic in nature, and luxuriousness is jointly
determined by objective service features and subjective
customer perceptions’ (Wirtz et al., 2020, p. 682). Luxury
is derived from the experience of a luxurious service set-
ting (Kauppinen-Räisänen et al., 2019), yet further scope
exists for scholars to examine how such luxury experiences
may be embedded within social media strategies and the
consequences on user perceptions and value co-creation
(Holmqvist et al., 2020a).
Previous research in advertising has outlined the role of

culture in the use of emotional or rational advertisement
strategies in services marketing (Albers-Miller & Stafford,
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1999), yet this remains under-researched in luxury ser-
vices (Wirtz et al., 2020). A recent industry report outlines
how nearly half of all consumers, including most Millen-
nials, indicated a preference for luxury experiences over
products (Boston Consulting Group, 2017; Eastman et al.,
2020). One industry potentially well-suited to a growth in
attention is luxury restaurants. While social media users
posting food-related content has become a global phe-
nomenon, the volume of research into the implications
of such behaviour for luxury restaurant brands remains
scant. Within a non-luxury setting, publication of food-
related content can positively influence consumers’ din-
ing experiences and brand evaluations (Zhu et al., 2019),
yet the extant literature remains largely devoid of investi-
gations on such behaviours within a luxury setting.

User-generated content

The role of UGC informing brand strategy across social
media platforms continues to pose both an opportunity
and a challenge for brands (Park et al., 2021; Yadav &
Pavlou, 2014). How can such content be leveraged into
existing strategies while still preserving that luxury aura
surrounding the brand? Can amateur social media content
help luxury brands through a more inclusive community
structure which could improve brand–consumer relations
and encourage further UGC creation? Or would it in fact
hinder, even possibly dilute, luxury perceptions through
a perceived loss of exclusivity brought about by such an
approach? As outlined in this review, several studies (e.g.
Heine & Berghaus, 2014; Huang et al., 2018; Schuckert
et al., 2019) have endeavoured to investigate the current
content marketing and communications approaches of
luxury brands on social media and their effectiveness, yet
a more concerted research focus into the most effective
methods of incorporating luxury elements into the vary-
ing forms of digital content which appeal to online users
warrants attention. Further comprehensive examination
of the role and influence of social media platforms across
the entire luxury purchasing cycle would provide invalu-
able insight for marketers and managers in maximizing
the effectiveness of their communications strategy at the
different touchpoints of the consumer journey (Jain &
Schultz, 2019).

Technological development

Additionally, while the articles examined in this study
highlight the absence to date of luxury research incorporat-
ing technologies such as virtual reality, augmented reality
and artificial intelligence, the growth of these areas within

marketing provides an interesting pathway for future lux-
ury brand communications research (e.g. Morillo et al.,
2019; Rauschnabel et al., 2019). The success of AI service
agents, for example, is predicated on the customer feel-
ing that they have received communication quality befit-
ting a luxury brand (Chung et al., 2020). Luxury fashion
brands, for instance, may utilize such technologies to con-
vert events into purely virtual occasions for online con-
sumption (Chevalier & Mazzalovo, 2012). Specific foci of
interest may include ephemeral content, such as Insta-
gram, Snapchat or TikTok stories, given their inherent
perishability and therefore rarity and popularity among
younger consumers. Posting purchases on social media
significantly increases consumers’ perceived impact of
purchases on themselves and interpersonal relationships,
which increases happiness (Duan & Dholakia, 2017). Such
behaviour can be linked to Veblen’s theory of conspicuous
consumption (Veblen, 1899/1979), involving individuals’
public display ofwealth to accumulate status, however pre-
vious work has already highlighted a varied desire by users
from diverse cultures to engage in such loud or discreet
brand displays (Chen et al., 2021b; Wallace et al., 2020).
Further research examining implications for the varying
forms of luxury consumer (e.g. Han et al., 2010) and social
media follower (Ramadan et al., 2018) is yet to be carried
out.

Young consumers

A study by Statista (2018) describes that 42% of consumers
aged 18 to 26 use social media as the leading source of
new luxury brand discovery, while older cohorts rely more
on word-of-mouth and print. Another segment of luxury
consumers, slightly older than Millennials, are known as
HENRYs (High-Earners-Not-Rich-Yet), who are aged, on
average, 43 years old with an income above US$100,000
and also exhibit high levels of digital literacy and as such
are heavily influenced by modern technology in their
purchasing decisions0020(Deloitte, 2019). Future research
could investigate how online platforms and communities
influence social comparison and stimulate luxury desir-
ability among young consumers, in the same way as tra-
ditional media does for older consumers (Mandel et al.,
2006).
Linked to the previous subsection, technological innova-

tions will continue to facilitate consumers’ identification
and location of offerings most suited to their individual
needs. However, some Generation Z consumers have indi-
cated concern regarding the potential impact that such a
reliance from brands on technology will have on interper-
sonal relationships and job security in the future (Priporas
et al., 2017). While viewing themselves as critical actors in
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F IGURE 3 Avenues for future research

the co-creation of creativity and conversation with luxury
brands, Generation Z consumers supplement online con-
nections with in-store visits to engage on a more intimate
and emotional level with luxury brands (D’Arpizio et al.,
2020). Future research should seek to comprehensively
understand consumer attitudes towards luxury brands’
online presence, while more accurately tying these factors
to subsequent offline intentions and behaviours. Inquiry
into these generational cohorts remains limited generally
(Priporas et al., 2020), and represents a predictable future
path for research within the luxury social media context.

Storytelling

A recent stream of research examining the strategic role
of storytelling in generating positive levels of engagement
for brands on social media has emerged (Dessart & Pitardi,
2019; Singh & Sonnenburg, 2012). Specifically, this branch
of the brand engagement literature has been extended to
the online domain, examining the effects of brand content
in creating the cognitive, affective and behavioural dimen-
sions of engagement. A luxury brand’s value proposition
is what drives the creation of visual marketing content on
social media (Koivisto & Mattila, 2020), therefore deeper
insights into the brand–consumer dynamics within the
context of social media content marketing strategies could
further inform both theory and practice. Elements of sto-
rytelling such as plot, characters, and verisimilitude have
been found to play varying roles across all three engage-
ment dimensions within a beauty brand context (Dessart
& Pitardi, 2019), yet further inquiry may examine effects
on luxury consumers on social media.

Moments of luxury

The concept of luxury ‘moments’ has recently begun to
emergewithin the literature, examining a temporal dimen-
sion to luxury consumption (Bauer et al., 2011; Holmqvist
et al., 2020c; von Wallpach et al., 2020). Currently an
underdeveloped topic, as luxury researchhas focusedmore
on brand-controlled characteristics—such as quality and
exclusivity—in conceptualizing luxury (Ko et al., 2019),
there exists much scope for further research into these
‘moments of luxury’ being generated, experienced and
shared on social media platforms. Von Wallpach et al.
(2020, p. 500) posit luxuriousness as being embedded in
small enjoyments or instances which facilitate ‘temporal
escapism from everydaymundane life’, while escapism has
also been linked to luxury experiences (Holmqvist et al.,
2020c), as well as brands which have been described as
‘the antidote to the mundane’ (Berthon et al., 2009, p. 45).
Escapism has also been linked to individuals’ social media
engagement (Athwal et al., 2019b;Hall-Phillips et al., 2016);
however, future research should seek to bridge these two
literature streams in investigating the characteristics of
social media platforms, content and brand communica-
tions which generate such engagingmoments of luxury for
individuals, as well as their outcomes.

Attribution to business performance

The final theme examined studies which sought to
attribute the influence of social media on brand perfor-
mance. By virtue of it being the least populated theme, it
is proposed to offer the widest avenue for future research.
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Due to the limited availability of organization performance
data, it does present the most challenges for researchers;
however, it could also provide the most lucrative insights
into the outcomes of all activities encased within the pre-
viously mentioned themes. For example, recent work has
proposed luxury brands on a continuum (i.e. Cristini et al.,
2017; Wirtz et al., 2020), depending on their quantity and
level of luxury characteristics, while others have focused
on luxury consumers and their motivations and intentions
(i.e. Han et al., 2010). Future work should seek to connect
these streams and investigate the resultant outcomes on
brand performance. To conclude, we provide a graphical
depiction of the future research avenues in Figure 3. This
chart maps the future research directions across the five
elements of the integrative conceptual framework devel-
oped in this paper, from our review of the extant litera-
ture. The future directions provide further evidence that
the interlocking of the themes in the conceptual frame-
work developed in this paper will continue to be a key
focus of inquiry in the confluence of luxury and social
media.

CONCLUSION

Research continues to aim at establishing the most effec-
tive modes of content for influencing consumer atti-
tudes and social media behaviours towards luxury brands
(Huang et al., 2018; Wu et al., 2016). Given the assertion
by Chen and Wang (2017) of a discrepancy between how
luxury brands approach social media and how users per-
ceive brands on these platforms, further inquiry should be
directed towards answering the question ‘what constitutes
luxury on social media?’ While varying taxonomies of lux-
ury and of luxury brands have been proposedwithin the lit-
erature, the dynamic social media environment has funda-
mentally altered the communications paradigm between
luxury brands and consumers. This paper has developed
a set of five interlocking themes which have been induc-
tively developed from the literature into a comprehensive
framework to understand current research and act as a
guide upon which to build future research efforts. As lux-
ury brands strive to provide superior quality offerings to
consumers offline, the expectationwill remain to offer sim-
ilar quality content to social media users which represents
the brand in the most appropriate fashion. The challenge,
therefore, remains the democratization of both the luxury
and social media environments and the oft-noted shift in
power between brand and consumer.
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