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2013 Facebook Social Performance Review
Chanel vs Louis Vuitton
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As we can see, in 2013 Louis Vuitton was more active on Facebook than Chanel,
releasing almost twice as many Wallposts. While the growth of Fans was fairly
similar, the key benefit realised by Louis Vuitton from this strategy was in the
number of Interactions - meaning that they were able to better engage with their
Fans whether it be for Likes, Comments or Shares.
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Tha fashion essential that never goes out of style_. a new flm revealing the story behind the
iconic CHAMEL jacket. http://mside-chanel.com
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Rather than simply intreducing new products on it's Fanpage, Chanel's strat-
egy was to create stories about it's iconic Chanel jacket. This really created
interest from the audience to follow the history of the fashion and the
changes experienced over time.
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Subtly elegant, decisevly contemporary, infinitely versatile: the classic damier
design goes further in black for Father's with Style at http:/foutton v/ 10X5X 9t
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Louis Vuitton was much more of a straight-forward marketing approach and
focused on introducing the Brand's products on it's Fanpage. While this is
much more of a "hard sale” approach, the brand did manage to create interest
from die-hard Fans, generating significant "Likes" and "Comments" as well.
However, the metrics reveal that Louis Vuitton had to use twice as much effort
(i.e. Wallposts) to spur engagement.

At the end of the day, while consumers do like to be informed about new
products, we see that by focusing on the interests of your audience will
enable you to create a true engagement.

Analysis was based upon data, metrics and insights from the Klarity Analytical Dashboard.
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