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CHANEL is the most loved luxury
fashion brand of 2018
CHANEL has been named the ‘Most Loved Luxury Fashion Brand of 2018’
in a new report – coming top of the charts as the brand with both the
highest number of Love reactions posted by fans to its posts and the
brand with the highest number of content shares.
The finding comes from the new ‘Luxury Social
Reactions Index (LSRI) 2018’ report which lists the
top luxury fashion brands on Facebook in 2018,
focusing on the brands that generated the most
Love from fans over the year, the most shareable
content and the ones that had the biggest stand out
moments.
The report is based on an analysis of over 15,000
Facebook posts published by the top 38 global
luxury fashion brands during the period 1 January
2018 to 14 December 2018. The analysis was
conducted by Crisp Labs, the research arm of Crisp,
the social media monitoring experts.

CHANEL tops the charts with
the highest number of Love
reactions and the highest
number of content shares.
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Revealed: the Top 10 Most Loved
Luxury Fashion Brands on
Facebook in 2018
Brand

Despite having just under 1M followers on its
Facebook page (compared to 19M for CHANEL and
16M for Dior), Kenzo was the brand whose fans were
the most likely to post a Love reaction, with 26.8%
of the reactions from Kenzo fans to its posts being
the Love emoji. This compares strongly to brands
such as Prada, whose fans only showed Love 4.7% of
the time, despite having nearly seven times as many
Facebook fans.

Love

CHANEL

01

Louis Vuitton

02

Versace

03

Carolina Herrera

04

Gucci

05

Dior

06

Giorgio Armani

07

Dolce & Gabbana

08

Michael Kors

09

Jimmy Choo

10

Kenzo’s most Loved post of 2018 was its
announcement of Britney Spears as the new face of
the brand. The post generated over 1K shares, with
47% of reactions from fans being the Love emoji.
Clearly the right decision for the brand.

The LSRI report found that CHANEL was the brand
that generated the most ‘Love’ Reactions (over 350K)
on its Facebook posts in 2018, beating Louis Vuitton
(298K) and Versace (269K) to the top spot for most
Love shown to a luxury fashion brand on Facebook
this year.
CHANEL’s most Loved (and its most shared post) of
the year was its Spring-Summer Ready-to-Wear 2019
show video.
The research also looked at the brands that
generated Love as a percentage of all reactions
(rather than volumes of Love emojis posted). The
research found that it’s another French luxury fashion
house that tops the charts here - Kenzo.
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Revealed: the Top 10 Most Shared
Luxury Fashion Brands on
Facebook in 2018
Brand
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Share

CHANEL

01

Dior

02

Gucci

03

Louis Vuitton

04

Dolce & Gabbana

05

Versace

06

Giorgio Armani

07

Carolina Herrera

08

Prada

09

Kate Spade New York
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Overall CHANEL posts were shared a total of 343K
times, the highest level of shares of any of the
brands analyzed. Not far behind was fellow French
fashion powerhouse, Dior, whose posts were shared
324K times over 2018. Dior also had the second most
shared post of the year, with its ‘Dior Haute Couture
Spring-Summer 2018 – The Hurel atelier’ video which
highlighted the detail and attention that went into
creating a sigh-inducing dress called ‘Songe’ which,
suitably enough, also means ‘dream’!
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High levels of shares don’t necessarily equate as
something good however. When Michael Kors
announced its MY NEXT smart watch, the video post
was shared nearly 7K times and generated over 10K
comments (the most comments generated by any
post in the study), which would, you’d think, be time
to celebrate. However, when looking more closely
at the comments themselves, we see a high level of
negativity from fans.
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Revealed: the Luxury Fashion
Brands Generating the Most
Humor in 2018
Not all luxury brands got it right this year. Versace
has the dubious honor of the post with the most
Haha reactions from fans – in response to a picture
of Jennifer Lopez wearing a pair of denim boots from
the Versace 2019 collection. This post generated
nearly 8K Haha reactions, with comments focusing
on how the boots looked like her jeans had fallen

Humor is not a usual response to posts by luxury
brands. In total, only six posts across all brands
received more than 1K Haha reactions, each from
fans (the average number across all posts is just
7 Haha reactions, and 89% of posts received this
number of Haha reactions or less). Criticism of a
brand’s design is often one of the main causes for

down.

this.
Perhaps more deliberately aiming for humorous
response was Tom Ford, with its video showing
behind the scenes clips with Celeste Barber. This
generated 3655 Haha Reactions in total, putting it
in the top 3 most humorous posts of the year for a
luxury fashion brand.
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Top 3 Stand Out Moments From
Luxury Fashion Brands On
Facebook in 2018
Three posts stood out in the analysis of all 150K posts published in 2018:

1
Kate Spade New York’s post announcing the passing
of the brand’s founder. This post generated over 148K
emotions, the majority of which (57%) were the Sad emoji.
It also generated over 4.5K comments and over
35K shares.

2
Dolce & Gabbana’s post addressing the backlash from
the controversial ad campaign in China which led to
its products being pulled from a number of Chinese
ecommerce sites and the fashion house cancelling its
Shanghai show. This generated the highest number of
Angry reactions from fans (over 1.4K), that’s 50% of all
reactions to that post.

3
Louis Vuitton’s post announcing Emma Stone as the
newest muse for this fashion brand. This generated the
highest number of Reactions for any post by any luxury
fashion brand in 2018 – the only post in fact to generate
over 1M reactions from fans.
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Summary
The findings from this Luxury segment, drawn from Crisp’s Social
Reactions Index provide an interesting insight into what works best
on social, and which brands are leading the way in generating strong
engagement from their fans.
Influencers in particular are proving to be an
incredibly effective way for brands to generate
love from fans on social media, as seen with Louis
Vuitton’s post with Emma Stone above.

The other key finding from the research is that
operating at the cutting edge of fashion can at times
backfire, as seen with some of the Haha-led posts
above. But that doesn’t necessarily mean they were
a mistake. As the famous quote goes - “There is only
one thing in life worse than being talked about, and
that is not being talked about”. Brands just need to
make sure they’re listening.

From A-list celebs to real-world stars who epitomize
the brand in real life, when this works well it works
really well, but it’s just as easy for brand associations
to go wrong too (not just during but after a
commercial relationship is over too).
It is essential that brands continue to monitor
these influencers, and associated events around
them, to ensure the brand doesn’t get brought into
disrepute. That means monitoring previous posts
and associations before embarking on a relationship
too, to avoid embarrassing mistakes from the past
surfacing and causing an expensive problem for the
brand.
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Influencers in particular are
proving to be an incredibly
effective way for brands to
generate love from fans on
social media.
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About Crisp
Crisp enables brands to rapidly respond around the clock to critical
social media risks by alerting the right teams to verified issues & crises.
Crisp is the global authority on social media risk and has been protecting hundreds
of globally recognized brands and social platforms from the risks posed by social
media for over ten years. The world’s largest media and entertainment business;
five of the top ten luxury and fashion brands; the largest pharmaceutical company,
and the largest broadcaster in the world are just some of Crisp’s clients.
Crisp is headquarted in the UK with offices in New York, San Francisco, Los Angeles
and London.
www.crispthinking.com
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