
All Rights reserved by Madness Studio / Madi Atkins Creative LLC. This publication or portion 
thereof may not be reproduced, distributed or transmitted by any means, including 
photocopying, recording or other electronic or mechanical methods, without the prior written 
permission of the publisher. 

THE STATE OF LUXURY & DIGITAL: 2021
June 2021



MADNESS STUDIO I SOCIAL & CONTENT

 
 
 
 
 
 
 
 
 

2021: Luxury & Digital 
Landscape

What does Madness Studio recommend for luxury brands 
digital strategy in 2021?

1. Produce more authentic content & short form video
2. Shift focus to discovery-based social platforms
3. Implement inclusivity & diversity initiatives
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DIGITAL LANDSCAPE IN 2021+

“[In 2021].. online interactions will influence nearly all luxury 
purchases.” - Forbes

Future=Video Content and Online Sales

“Video content is one of 
the most engaging forms 

of content and will soon 
dominate social media. Whether it 

is short-form videos like those 
popular on TikTok... or long-form 
content on YouTube, videos are 

the future of social media 
content.” -Influencer Marketing 

Hub

“Social is the new 
display advertising”- 

- The evolution of 
luxury’s digital 
marketing 
playbook,
Vogue Business 

https://www.forbes.com/sites/josephdeacetis/2020/12/20/how-lifestyle-and-luxury-brands-can-leverage-technology-in-2021/
https://vm.tiktok.com/ZMergRdbE/
https://www.voguebusiness.com/companies/evolution-of-luxurys-digital-marketing-playbook-bottega-veneta-louis-vuitton-net-a-porter
https://www.voguebusiness.com/companies/evolution-of-luxurys-digital-marketing-playbook-bottega-veneta-louis-vuitton-net-a-porter
https://www.voguebusiness.com/companies/evolution-of-luxurys-digital-marketing-playbook-bottega-veneta-louis-vuitton-net-a-porter
https://www.voguebusiness.com/companies/evolution-of-luxurys-digital-marketing-playbook-bottega-veneta-louis-vuitton-net-a-porter
https://www.voguebusiness.com/companies/evolution-of-luxurys-digital-marketing-playbook-bottega-veneta-louis-vuitton-net-a-porter


“[In 2021].. online interactions will 
influence nearly all luxury 

purchases.” 
- Forbes, “How Luxury Fashion And Lifestyle 

Brands Can Leverage Technology In 2021”

https://www.forbes.com/sites/josephdeacetis/2020/12/20/how-lifestyle-and-luxury-brands-can-leverage-technology-in-2021/?sh=5a437a37708d
https://www.forbes.com/sites/josephdeacetis/2020/12/20/how-lifestyle-and-luxury-brands-can-leverage-technology-in-2021/?sh=5a437a37708d
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Across Luxury
Jacquemus released its Spring 2020 

Campaign featuring Bella Hadid in 

images that were shot entirely via 

FaceTime, captured by the photographer 

Pierre-Ange Carlotti and 

creative-directed by its designer Simon 

Porte Jacquemus.

Aside from the duo, there were no 

stylists, no hair and makeup artists 

present on the shoot—just Hadid, an 

empty room, and an iPhone

Vogue Business, ‘How fashion 
got marketing right in 2020’:

“In the past, there was a sense in 
the industry that digital was not 
luxury, but it is now an ingrained customer 

behaviour, and it is a way for brands to 
connect with audiences and express 

creativity,” 

-Rod Manley, Burberry Chief 
Marketing Officer 

In September, 
Burberry became the 
first luxury fashion 
brand to partner with 
Twitch, enabling 
viewers of its 
Spring/Summer 2021 
show to interact in chat 
rooms 

https://www.voguebusiness.com/companies/how-fashion-got-2020-marketing-right-politics-tiktok-gaming-fashion-weeks
https://www.voguebusiness.com/companies/how-fashion-got-2020-marketing-right-politics-tiktok-gaming-fashion-weeks
https://www.voguebusiness.com/technology/inside-twitchs-play-for-fashion
https://www.voguebusiness.com/technology/inside-twitchs-play-for-fashion
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Across Luxury

The State of Fashion: Watches and Jewellery (The 
Business of Fashion / McKinsey & Company, June 14, 
2021)

https://www.businessoffashion.com/reports/luxury/state-of-fashion-watches-jewellery-industry-report
https://www.businessoffashion.com/reports/luxury/state-of-fashion-watches-jewellery-industry-report
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Across Luxury
The State of Fashion: Watches and 
Jewellery (The Business of Fashion / 
McKinsey & Company, June 14, 2021)

https://www.businessoffashion.com/reports/luxury/state-of-fashion-watches-jewellery-industry-report
https://www.businessoffashion.com/reports/luxury/state-of-fashion-watches-jewellery-industry-report
https://www.businessoffashion.com/reports/luxury/state-of-fashion-watches-jewellery-industry-report


New Content Forms1
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 Video Is Content King
● 68% of marketers say video has a better return on 

investment than Google Ads.
● Video is the #1 form of media used in content strategy.
● 80% of consumers on the internet prefer video as their 

favorite content medium
● People share videos at twice the rate than any other form of 

content.

Video Marketing Statistics: The State Of Video Marketing In 2021

Video Marketing Statistics You Should Know in 2020

https://www.wyzowl.com/state-of-video-marketing-2020-report/
https://biteable.com/blog/video-marketing-statistics/
https://ledgeviewpartners.com/blog/video-marketing-statistics-you-should-know-in-2020/
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Cutting It: Short-Form Videos

“Leveraging the power of 

short-form content will give 

you a leg up on your 

competition and help engage 

your audience”, Brandon 

Sanders, a digital marketer for 

HubSpot Academy

“The new emphasis is on fast-moving original branded 

content that helps to promote conversations, improve 

information gathering and lift the likelihood of 

purchase.” -Vogue Business

A 2020 study by Wyzowl 
reported that people share 
videos at twice the rate than 
any other form of content. It also 
found that 84% of people were 
convinced to buy a product or 
service based on the brand’s 
video.

TikTok Video - Christine Jewelrs

14 Video Marketing Trends for 2021/2022: Latest 
Forecasts You Should Be Thinking About

https://www.linkedin.com/in/brandonsandershubspot
https://www.linkedin.com/in/brandonsandershubspot
https://www.wyzowl.com/state-of-video-marketing-2020-report/
https://www.wyzowl.com/state-of-video-marketing-2020-report/
https://www.tiktok.com/@christinejewellers/video/6901128067737996545?_d=secCgYIASAHKAESMgowN3B2RYAnTdceqFd%2BpZGj2hZA8D5o%2BZFxZ%2BTEMfndo8hsaXcOZxFHlN40JrXwDsNKGgA%3D&enable_clips=1&language=en&preview_pb=0&sec_user_id=MS4wLjABAAAAzTet3mXG-NwG1T4z1wQk5-Pb1Z2bZvTeQwACNC20Q7efpqr0XdBqZk14KMvGJuJd&share_item_id=6901128067737996545&share_link_id=A7DBD994-8AF1-4880-8818-8ABC93A281C0&timestamp=1614873251&tt_from=sms&u_code=dc0khf8bi25def&user_id=6816308551826097157&utm_campaign=client_share&utm_medium=ios&utm_source=sms&source=h5_m
https://financesonline.com/video-marketing-trends/
https://financesonline.com/video-marketing-trends/
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@voguemagazine

PUSH TOWARDS AUTHENTICITY
"The most effective campaigns on TikTok tend to be informal, organic and fun, 

….brands let users lead the conversation and focus on informal things like educational 
videos and humor."-CeCe Vu (fashion and beauty partnerships lead at TikTok) Glossy,

December 2020

“TikTok has forced 
marketers to place a 
greater emphasis 
on authenticity. 

-Cheddar

Social Media Influencer, 
Emma Chamberlain, 
recently featured on 

Vogue’s TikTok attaining 
over 1 million views.

@christiesinc
Instagram Reels of 
Yellow Diamond (Feb 
8, 2020)

https://www.tiktok.com/@voguemagazine/video/6905008213788232965?lang=en&is_copy_url=0&is_from_webapp=v2&sender_device=pc&sender_web_id=6924151420347450885
https://www.tiktok.com/@voguemagazine/video/6905008213788232965?lang=en&is_copy_url=0&is_from_webapp=v2&sender_device=pc&sender_web_id=6924151420347450885
https://www.glossy.co/fashion/luxury-brands-are-finally-making-headway-on-tiktok/#:~:text=The%20most%20effective%20campaigns%20on,like%20educational%20videos%20and%20humor.
https://www.glossy.co/fashion/luxury-brands-are-finally-making-headway-on-tiktok/#:~:text=The%20most%20effective%20campaigns%20on,like%20educational%20videos%20and%20humor.
https://cheddar.com/media/gen-z-looks-for-authenticity-in-tiktok-viral-marketing-says-creative-agency-ceo
https://www.tiktok.com/@voguemagazine/video/6905008213788232965?lang=en&is_copy_url=0&is_from_webapp=v2&sender_device=pc&sender_web_id=6924151420347450885
https://www.instagram.com/p/CLDGFiSHxIw/?utm_source=ig_web_copy_link
https://www.instagram.com/p/CLDGFiSHxIw/?utm_source=ig_web_copy_link
https://www.instagram.com/p/CLDGFiSHxIw/?utm_source=ig_web_copy_link
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 NEW VS. OLD AESTHETIC
Luxury brands who have been unafraid to adopt the ‘unfiltered’ aesthetic are seeing results. 

NEW Aesthetic - 2.57% engagement
(highest of last 6 posts)

- All iPhone content
- Utilizing new content forms (reels, unfiltered,

carousels)
- Consistent high engagement & reach across

posts
- Reach, engagement, and followers INCREASING

OLD Aesthetic - 0.30% engagement 
(highest of last 6 posts)

- All high-production content (no
iPhone/unfiltered)

- Not utilizing any new content forms
- Inconsistent engagement & reach across

posts 
- Engagement DECREASING

Highest Engaged Post of 
Last 6 Posts (as of March 9, 
2021)

@SothebysJewels
@Cartier

https://www.instagram.com/sothebysjewels/
https://www.instagram.com/cartier
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PUSH TOWARDS AUTHENTICITY
Bridging the Gap: Consumer & Marketing Perspectives on 
Content in the Digital Age

A 2020 Wyzowl report found that 86% of people would like to see more video 
from brands.
Out of these, 36% say they’d most like to see more educational/explainer 
video style content, with 14% wanting to see more product demos.

“It’s important for [luxury] brands to move away 
from highly polished content as TikTok is all about 

authentic and entertaining content,”
- Anne-Sophie Scharff, DLG (Digital Luxury Group). 

TikTok Video from @Edwardian - Jewelry 
Specialist from Christie's 

https://stackla.com/resources/reports/bridging-the-gap-consumer-marketing-perspectives-on-content-in-the-digital-age/
https://stackla.com/resources/reports/bridging-the-gap-consumer-marketing-perspectives-on-content-in-the-digital-age/
https://stackla.com/resources/reports/bridging-the-gap-consumer-marketing-perspectives-on-content-in-the-digital-age/
https://wyzowl.s3.eu-west-2.amazonaws.com/pdfs/Wyzowl-Video-Survey-2020.pdf
https://digitalluxurygroup.com/
https://www.tiktok.com/@edwardian/video/6928774487747972358?_d=secCgYIASAHKAESMgowmF6AXk2arBgHB0E0K%2FXVO2Bh4%2B3oK%2FGHh5YZ3e0HEsyENX4hWZsBtbH%2F5RlWEL62GgA%3D&enable_clips=1&language=en&preview_pb=0&sec_user_id=MS4wLjABAAAAzTet3mXG-NwG1T4z1wQk5-Pb1Z2bZvTeQwACNC20Q7efpqr0XdBqZk14KMvGJuJd&share_item_id=6928774487747972358&share_link_id=8F0924EC-9809-4264-BF64-EA578C0ADCF8&timestamp=1614873770&tt_from=sms&u_code=dc0khf8bi25def&user_id=6816308551826097157&utm_campaign=client_share&utm_medium=ios&utm_source=sms&source=h5_m
https://www.tiktok.com/@edwardian/video/6928774487747972358?_d=secCgYIASAHKAESMgowmF6AXk2arBgHB0E0K%2FXVO2Bh4%2B3oK%2FGHh5YZ3e0HEsyENX4hWZsBtbH%2F5RlWEL62GgA%3D&enable_clips=1&language=en&preview_pb=0&sec_user_id=MS4wLjABAAAAzTet3mXG-NwG1T4z1wQk5-Pb1Z2bZvTeQwACNC20Q7efpqr0XdBqZk14KMvGJuJd&share_item_id=6928774487747972358&share_link_id=8F0924EC-9809-4264-BF64-EA578C0ADCF8&timestamp=1614873770&tt_from=sms&u_code=dc0khf8bi25def&user_id=6816308551826097157&utm_campaign=client_share&utm_medium=ios&utm_source=sms&source=h5_m
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 CONTENT THAT PERFORMS

This stat is from the reel we posted on March 3 - we 
posted twice as much in the period before, but the 
Blue Diamonds reel brought in record engagement

(see report for more)
@SCARSELLIDIAMONDS

https://www.tiktok.com/@scarsellidiamonds/video/6935493481536277766?lang=en&is_copy_url=0&is_from_webapp=v2&sender_device=pc&sender_web_id=6924151420347450885
https://www.tiktok.com/@scarsellidiamonds/video/6935493481536277766?lang=en&is_copy_url=0&is_from_webapp=v2&sender_device=pc&sender_web_id=6924151420347450885


Discovery-Based 
Social Media 
Platforms2



What are discovery-based platforms?
Discovery-based platforms are social media platforms that display your content 
to viewers that do not already follow you, but share similar interests to your 
content, brand, or target demographic. 

They are powered by AI Algorithms that study your interests and place content 
in front of your consumer that they believe they are most likely to engage with. 

As algorithms become increasingly intelligent, discovery-based platforms 
become increasingly popular. These lead to exponential PRODUCT 
DISCOVERY.

This is shifting the social media landscape from “what’s cool” and “what’s 
perfect”, to “what’s interesting and relatable to me”
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 What is the landscape for luxury in 2021?
“Luxury fashion brands are joining TikTok en masse to tap into its captive audience of 
100 million monthly users in the US.” - Business Insider

"Luxury brands are traditionally
slower to adopt to new social media and this 
is also the case with TikTok ...many smaller 
brands adopted it really quickly and have 
really embraced it,"  Business Insider

Behind the Scenes 

@LOUISVUITTON  has acquired 487.6k 
followers and a total of 3.5 million likes across 
all of their TikTok combined ever since they 
posted their first TikTok in September of 2020.

Luxury brands must return to their roots and enhance their 
true legacy value. By following popular culture trends and 
producing more high-priced, mass-produced stuff with 
prominent logos and shouting about it on social media, 
luxury brands discount rather than build their value. 
-Forbes

https://www.businessinsider.com/luxury-brands-louis-vuitton-fendi-dior-flock-to-tiktok-2020-9
https://www.businessinsider.com/luxury-brands-louis-vuitton-fendi-dior-flock-to-tiktok-2020-9
https://www.tiktok.com/@louisvuitton/video/6920648267109911809?lang=en&is_copy_url=0&is_from_webapp=v2&sender_device=pc&sender_web_id=6924151420347450885
https://www.tiktok.com/@louisvuitton/video/6920648267109911809?lang=en&is_copy_url=0&is_from_webapp=v2&sender_device=pc&sender_web_id=6924151420347450885
https://www.forbes.com/sites/pamdanziger/2021/01/07/bottega-veneta-cancels-its-social-media-accounts-it-may-signal-a-trend/
https://www.forbes.com/sites/pamdanziger/2021/01/10/luxury-turns-from-conspicuous-to-conscientious-in-2021-challenges-and-opportunities-ahead/
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 The Future of Social Media
The TikTok app has been downloaded over 2.6 billion times 
worldwide, as reported by Sensor Tower in December, 2020.
 In January 2021, TikTok had 62 million downloads. In Q1 of 2020, 
the app had 315 million downloads, which is the best quarter by 
any app, ever

https://vm.tiktok.com/ZMergRdbE/


Diversity & Inclusion3



‘Why more luxury brands are focusing on diversity’

 In July 2019, French luxury fashion house Chanel announced the appointment of Fiona Pargeter to the newly-created 
role of global head of diversity and inclusion.

 Following this, in late July 2019, Gucci announced the appointment of Renée Tirado a new global head of diversity, 
equity and inclusion.

Mintel Blog, Why more luxury brands are
focusing on diversity

“Diversity is not only about body size; 
where luxury brands have fallen short is in 
championing people of different 
ethnicities and backgrounds.”

○ MINTEL BLOG

https://www.mintel.com/blog/retail-market-news/why-more-luxury-brands-are-focusing-on-diversity
https://www.mintel.com/blog/retail-market-news/why-more-luxury-brands-are-focusing-on-diversity
https://www.mintel.com/blog/retail-market-news/why-more-luxury-brands-are-focusing-on-diversity
https://www.mintel.com/blog


“Over 50%
of consumers across Germany, Italy, France, Spain, the UK, China and the 

US agree that there isn’t enough diversity in luxury advertising.”
Mintel, Luxury Goods Retail Report 2021

https://www.mintel.com/blog/retail-market-news/why-more-luxury-brands-are-focusing-on-diversity


How Are Luxury Brands Juggling the Paradox of Exclusivity and Inclusivity?

 “The new luxury is virtual, collaborative and innovative. Successful brands will have the ability to balance 
referencing their history while evolving to remain aspirational to a new generation.” 

“83% of millennials want 
brands to align with their 
own values. ..

...and millennials will 
represent 40% of the 
global personal luxury 

goods market by 2025.”

 “Many luxury brands will want to come across as being welcoming, 
inclusive, friendly, approachable… Just because the price point and 
scarcity of some luxury items makes them hard to access, that doesn’t 
mean that the communication and PR needs to be exclusive.” 

- Luxury Analyst, Erwan Rambourg, “Future Luxe: What’s Ahead for 
the Business of Luxury,” 

https://jingdaily.com/luxury-brands-inclusivity-prada-miu-miu-secondhand/
https://www.5wpr.com/new/research/5wpr-2020-consumer-culture-report/
https://jingdaily.com/author/erwan-rambourg/
https://www.amazon.com/gp/product/B089NL1LCW/ref=dbs_a_def_rwt_hsch_vapi_tkin_p1_i0
https://www.amazon.com/gp/product/B089NL1LCW/ref=dbs_a_def_rwt_hsch_vapi_tkin_p1_i0


"Diversity and 
inclusion requires a 
commitment to long 
term relationships 
and authenticity."

https://www.omd.com/thoughts/the-importance-of-diversity-and-inclusion-in-the-luxury-world/
https://www.omd.com/thoughts/the-importance-of-diversity-and-inclusion-in-the-luxury-world/
https://www.omd.com/thoughts/the-importance-of-diversity-and-inclusion-in-the-luxury-world/
https://www.omd.com/thoughts/the-importance-of-diversity-and-inclusion-in-the-luxury-world/
https://www.omd.com/thoughts/the-importance-of-diversity-and-inclusion-in-the-luxury-world/


“Cultural shift towards 
inclusivity can also impact 
purchase behavior. 
Consumers are drifting away 
from the retailers which 
don’t show any inclusivity of 
identity and diversity in their 
brand.” 10 Social Media Trends You 

Cannot Ignore in 2021

https://www.business2community.com/social-media/10-social-media-trends-you-cannot-ignore-in-2021-02393143
https://www.business2community.com/social-media/10-social-media-trends-you-cannot-ignore-in-2021-02393143
https://www.business2community.com/social-media/10-social-media-trends-you-cannot-ignore-in-2021-02393143
https://www.business2community.com/social-media/10-social-media-trends-you-cannot-ignore-in-2021-02393143
https://www.business2community.com/social-media/10-social-media-trends-you-cannot-ignore-in-2021-02393143


“The transparent relatability that 
young audiences seek from brands 
has spread to other demographics 
as more consumers have been 
spending extra time online due to the 
coronavirus…. the trauma of the 
pandemic has pivoted attention to 
purpose over products.”

‘How Are Luxury Brands Juggling the Paradox of Exclusivity and 

Inclusivity?’ Content Commerce Insider

https://contentcommerceinsider.substack.com/p/how-are-luxury-brands-juggling-the
https://contentcommerceinsider.substack.com/p/how-are-luxury-brands-juggling-the


77%
of people agreed that they feel more positively when brands make an effort to support society.

Twitter, ‘Advertising During COVID-19’

https://marketing.twitter.com/en/insights/twitter-covid19-advertising-policy
https://www.google.com/url?q=https://marketing.twitter.com/en/insights/twitter-covid19-advertising-policy&sa=D&source=editors&ust=1625132613696000&usg=AOvVaw0I1MTgZuRxnztFFfLkLYDR
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