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Abstract 

There is no information available as to how social media marketing practices affect the 

development of brand value and customer attitudes towards a brand. This work investigates these 

relationships by examining brands in the luxury industry (Michal Kors, Ralph Lauren, Tommy 

Hilfiger, Louis Philippe, etc.). Centered on a survey of 115 luxury brand customers (Vadodara, 

Gujarat) who follow the five brands examined in social media, the research establishes a 

structural equation model that seeks to overcome discrepancies in previous social media 

branding literature. Specifically, the analysis reveals the ties between social media marketing 

strategies and their effects (brand choice, price premium and loyalty). 
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Introduction:  

 

Luxury market valuation and growth rate are excellent relative to general industry conditions, 

primarily due to improved customer buying power. Luxury is a fascinating sector to be studied, 

with some major variations in relation to the normal trends of activity between firms. Luxury is 

about the enjoyment and fulfillment of the senses, the products on this market are capable of 

providing sentimental meaning, embedding intangible considerations. Every market lays out its 

own rules and, as a result, traditional marketing or management techniques can not be extended 

to this environment. 
The cardinal role social network platforms play in culture generates the need for retailers to 

participate: this has radically altered the way luxury brands build marketing campaigns and 

blends. The biggest shift in this context is that the mechanism is no longer exclusively guided 

and regulated by corporations. There is a need to build personal relations with clients and 
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