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ABSTRACT

This chapter explores the transformative effect of social media on luxury consumer
behavior, focusing on how digital platforms influence perceptions, motivations, and
purchasing decisions. Through a blend of literature review and case studies of luxury
brands, it investigates how social media fosters consumer engagement and shapes
brand narratives via influencers, user-generated content, and targeted advertising.
The findings reveal a shift in luxury consumption, where visual content and peer
reviews have made high-end products more accessible, challenging traditional
exclusivity. The chapter provides valuable strategies for marketing managers to
effectively utilize social media to enhance brand desirability, engage customers,
and boost sales, contributing new insights to the intersection of social media and
luxury brand management.

1. INTRODUCTION

Luxury consumption has experienced a profound transformation with the rise of
social media, fundamentally altering consumer behavior and brand engagement. In
the digital age, platforms such as Instagram, Facebook, and TikTok have emerged
as pivotal channels influencing how consumers interact with and perceive luxury
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brands (Keller, 2020). These platforms offer unprecedented access to aspirational
lifestyles and high-end products, shaping consumer perceptions and motivations in
ways that were previously unimaginable (Djafarova & Trofimenko, 2019).

The integration of social media into luxury marketing strategies has introduced a
new paradigm where the line between aspirational and attainable has blurred. Luxury
brands are now leveraging social media to enhance their visibility, create engaging
content, and foster direct relationships with consumers (Deloitte, 2021). This shift is
not merely about digital presence but about redefining the luxury experience itself,
making it more interactive and personalized (Hwang & Kim, 2020).

Social media's impact on luxury consumption can be observed through several
key changes. Firstly, the accessibility of luxury brands has increased as social media
platforms provide a window into the world of high-end products and lifestyles (Ku-
mar et al., 2022). This visibility fosters a sense of inclusion and aspiration among
consumers who might otherwise be disconnected from luxury markets. Secondly,
social media has amplified the role of influencers and digital opinion leaders, who
play acrucial role in shaping consumer perceptions and driving purchasing decisions
(Lou & Yuan, 2019). The endorsements and lifestyle portrayals by these influencers
create a powerful narrative that can significantly impact consumer choices.

Moreover, the digital age has introduced a new dimension to consumer decision-
making processes. Social media facilitates real-time engagement and social validation,
which can influence buying behavior. Metrics such as likes, shares, and comments
not only validate consumer choices but also create a sense of social proof that can
drive further engagement and consumption (Kapitan & Silvera, 2016). As a result,
the dynamics of luxury consumption are increasingly shaped by the interplay of
social media interactions and consumer motivations.

In summary, the advent of social media has redefined luxury consumption,
introducing new avenues for engagement and influencing consumer behavior in
complex ways. This chapter aims to explore these transformations in detail, provid-
ing insights into how social media has reshaped the luxury landscape and offering
a comprehensive analysis of its effects on consumer behavior.

2. OBJECTIVE OF THE STUDY

The primary objective of this chapter is to offer a comprehensive understanding
of the dynamic interplay between social media and luxury consumption. As digital
platforms increasingly shape consumer behavior, it is crucial to analyze how these
platforms influence the luxury sector. This chapter aims to achieve the following
objectives:
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