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How is social media influencing consumers to purchase luxury brands?

Introduction

All we hear in media in our everyday routine is discussing the importance of social media in our life. Social media in the last decade has changed the way we use Internet and has become part of our daily routine. In the last years, social media has turned into a form to reach consumers and also gathered data to help improve their services and products. Social media is platform, which is used for interaction, entertainment a trendiness in order to create brand awareness and image through that but also to be closer to the consumers and understand their needs. 

Kaplan in Haenlein 2010: 61 Defines social media as a group of Internet based applications that build on the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of user generated content. Social media are Internet based channels that allow users to opportunistically interact and selectively self-present, either in real time or a synchronously, with both broad and narrow audiences who derive value for user generated content and the perception of interaction with others.
Accordingly, Nueno and Quelch (1998, p. 61) luxury brands are “those whose ratio of functionality to price is low, while the ratio of intangible and situational utility to price is high”. Traditionally luxury goods are described as goods, which bring prestige apart from any functional utility (Grossman & Shapiro, 1988). 
Luxury brands satisfy not only functional but also psychological needs, and the psychological benefits seem to be the main distinguishing factor (Vigneron & Johnson, 2004). 
Marketers in general see the label “luxury” as chance to differentiate a brand in a category and make it more appealing for customers (Dubois & Duquesne, 1993a; Kapferer, 1997). 
Social media in the last decade has become an significant platform which has improved the idea of relationship marketing with costumer engagement. Traditionally brands have tried to reach out to the customers to build up relationship through different ways such as marketing activities, reward programs and direct marketing. Customers were identified as passive receivers of relationship activities as well as the brand messages and, the company had the full control over the brand development process. nowadays, customers engage and act as Co-creators an multiplayers of brand messages. (Hennig-Thurau, et al., 2010; Kozinets, de Valck, Wojnicki, & Wilner, 2010; Libai, et al., 2010).
Almost every successful brand-oriented company operates at least one brand page on Facebook, Twitter, or YouTube. 
Fan pages are also an excellent way for the brand to measure the customer brand relationship and also it’s a free form of marketing to target new customers. One important motive of social media usage is self-presentation (Tufekci, 2008). 
This form should be embraces and be used in the modern world of today. Only in the past few weeks due to Covid-19 and quarantine life use of social media has increased by 60%.
On social media, brands interact with consumers via their ambassadors to ask for their opinion, ask what they like and dislike, be there for them which helps on building relationship and create a trust between the brand and the costumer. 
Nowadays all-over social media you can see very affordable luxury which is available for everyone and this allows consumers to be targeted more easily and be influenced to purchase a luxury product. In the last decade has seen that consumers who are socially oriented usually are buying luxury brands to display their success, status in order to do create distinction in the peer groups. This is usually done to impress other people, or by ambassadors to show off the products of different brands in order to influence other people to purchase them. 
Now we see luxury brands like Burberry, Gucci, Dolce and Gabbana, Armani have increasingly invested in social media (Phan,2011).
There had been plenty of concerns from managers if the method of creating the brand awareness through social media will bring profit to the company and if it's worth it all the investments done. Especially in the luxury product industry, marketers have been doubting value of the mass medium Internet for the unique relationship between exclusive luxury brands and their customers (Geerts & Veg-Sala, 2011; Okonkwo, 2009). This shows the necessity to comprehend the effects of social media on the customer-relationship in general and particularly the ones for luxury brands.

In the past luxury brands were a privilege for a prosperous minority but lately lots of luxury companies have launched new products the target a broader range of consumers. In this way luxury brands became more affordable to many other customers and the luxury market has been growing over the last 20 years (Tsai, 2005; Tynan, McKechnie, & Chhuon, 2010; Vigneron & Johnson, 2004).According to, Vigneron & Johnson, 2004 That this democratization of luxury shows the relevance of the phenomenon for most marketing.
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Figure 1: Framework of luxury brand (vigneron and  Johnson , 2004 )
In this framework we can see the structure can be non-personal perception and personal perception. the non-personal perception includes conspicuousness Which is based assuming that luxury brands are representing a social status or prestige apart from any functional utility.
the uniqueness dimension is based on the assumption that the perceived exclusivity and rarity makes brands more interesting and desirable and that this effect is even higher than the brand is also perceived as expensive.
The quality dimension is based on the expectation that luxury brands offers superior product qualities and performance in comparison to non-luxury brands Whereas on the personal perception’s hedonism is perceived when consumers are looking more for emotional benefits and instinct pleasure rather than for functionality and the extended self-dimension is the assumption that consumers are integrating the symbolic meaning into their own identity. 
Before determining a research philosophy, it is necessary to consider the twin pillars of methodology, namely epistemology and ontology, to fully comprehend the appropriateness of any approach adopted (Marsh and Furlong, 2002). According to Crotty, (1998: 8) ontology and epistemology concern a “theoretical perspective’ that provides a ‘way of looking at the world and making sense of it”. Ontology identifies the assumptions made about the nature of reality (Easterby-Smith et al., 2002), and refers to “the study of being – concerned with what is” (Crotty, 1998: 10). 
A consistent challenge for marketers has been to see how their efforts can pay off and how their social media activities can influence important brand related variables, such as ‘brand awareness’ (Hoffman and Fodor, 2010) 
Therefore, there is an ever-increasing need for updating the understanding of social media and further developing knowledge which suits the imperatives of marketing in social media environments (Hennig-Thurau et al., 2013). 
For this research, the right approach would be by using interpretivist.  By doing an interpretivist approach would be more qualitative using methods such as participant observation and unstructured interviews. This is more qualitative approach Because it will give the impression to the customers that you are including them in the process of creating a new product or service. Unstructured interviews, are usually unformal which will make the costumer engage more, be more open to share their opinion because it creates the feeling of being part of something big and important. In this way the brand will be more able to attract more audience and receive their opinion By showing that they respect each one of the individuals and told them that each person is different and have their own mind, own individuality and differences which will create a better product or service. By using interpretivist the company itself will be more able to understand human action that they need to achieve through the data gathered and also, will help the company to create unique products by not only collaborating with its own consumers through social media but also, by creating a bond which is very necessary when doing reaching for success in social media. 
Another form is participant observation, which has become very easy as people’s profile are all over the internet and, companies can see what they like and dislike and based on that suggest products or services personalised just for them which will increase the power of buying. 
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Figure 2: Positivism and Interpretivism in Social Research
Data for social media in terms of luxury brands has been generated and gathered through social media community postings as well as in-depth interviews with consumers involving a combination of telephone and face- to-face methods. Findings and theories are established throughout thematic qualitative analysis. 
Adds and surveys pop-up are also a new way to gather more data and has become very trendy in social media. This method is economically and easy to gain inside data and understand what consumers need. 
The research approach is recognised using the philosophical hypothesis that the progression of theoretical development is socially constructed through understanding e-SME, social media practitioner and consumer perspectives. 
Limitations

Limitations on this research can be that this only shows the social media toward luxury brands, and not necessary means they can be used for other sectors or industries. 
Another limitation is that, social media is used from different age which can affect the results and not necessary individuals who participate in researched towards this research or collaborate online or follow luxury brands has the right to purchase due to age and monetary limitations. Example, almost everyone has access to the internet in this decade, and there can be underage individuals behind researches like this which can have an impact on the market later if the product or service comes to life as might send to failure of it. 

Considering the limitations, the data gathered online doesn’t necessarily means it’s realistic which can lead to now having the right research 

Asked how their social media efforts are performing, 63% of luxury marketers surveyed by Luxury Interactive and ShopIgnite said they were fairly satisfied with their results but are working to improve them. Another 21% are confident with their results so far, leaving just 8% unhappy and 9% not yet tracking the performance of their social efforts. Given their general satisfaction, it’s not surprising that 72% plan to increase their social media spend this year.
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Conclusion
Based on what is stated above, Social media and Engagement of customers is getting increasingly more attention in theory and by managers of luxury brands and non-luxury brands as well (Donaldson, 2011; Phan, 2011). Social media is seen as unique way of creating awareness and building a name for a particular brand which can be spread easily and can be time and cost effective as well. With this exception of the uniqueness dimension, social media should have a positive influence on luxury perception. This fits to Tynan, McKechnie and Chhuon (2010), who accentuate the relevance of co-creating value for luxury brands. That means, luxury brands become much more than just products, they become are vivid partner for life. 
As a central result of our study it is show that social media can be seen as a business opportunity. 







2

image1.jpeg
Luxury

Non-personal
perceptions

Conspicuousness

Uniqueness

Quality

Personal
perceptions

Henonic

Extended self





image2.png
Positivism

Interpretivism

Relationship between soci

iety and the individual

Society shapes the individual -
'Society consists of 'social facts' which exercise
coercive control over individuals'

People's actions can generally be explained by
the social norms they have been exposed to
through their socialisation.

Individuals have consciousness and are not

just puppets who react to external social
forces as Positivists believe.

Individuals are intricate and complex and
different people experience and understand
the same ‘objective reality’ in different ways

General focus of social research

The point of research is to uncover the laws that
govern human behaviour, just as scientists have
discovered the laws that govern the physical
world.

Prefer quantitative methods which allow for the
researcher to remain detached from the
respondents.

The point of research is to gain in-depth
insight into the lives of respondents, to gain
an empathetic understanding of why they act
in the way that they do.

Prefer qualitative methods which allow for
close interaction with respondents.

Preferred research methods

Quantitative
Require research to be valid, reliable and
representativeness

Qualitative
Prepared to sacrifice reliability and
representativeness for greater validity





image3.png
Luxury Brands' Social Media Results
(5 share o respondents)
January 2013

Generally, how do you feel your
social media efforts are
performing?

=We're fairly satisfied with our results but
2re working to improve.

* We're happy with our results so far

mWe're not tracking the performance of
our social effors yet.

“We're unhappy with our results 5o fer





