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Abstract: The purpose of this paper is to discuss the current situation, methods, and 

development trend of brand marketing on social media platforms and take the marketing 

behavior on TikTok platform as an example to deeply analyze the marketing strategies of 

luxury brands on this platform. Through the comprehensive use of various research methods 

such as literature review, case study and data analysis, this paper systematically combs 

through the current situation of brand marketing on the TikTok platform and focuses on the 

marketing behaviours of two luxury brands, Van Cleef & Arpels and Tiffany, on the TikTok 

platform. It is found that the TikTok platform provides a wide space and possibility for brand 

marketing with its unique short video format and precise user positioning. Through creative 

content, KOL cooperation, user interaction, and other methods, luxury brands have 

effectively enhanced brand awareness and user stickiness. At the same time, with the 

continuous improvement of the functions of TikTok platform and the changing needs of users, 

the methods and strategies of brand marketing are also constantly innovating and developing. 

The results of this paper provide useful references and insights for the marketing practices of 

luxury brands on social media platforms and promote the research on brand marketing 

strategies on social media in the era of digital economy. 
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1. Introduction 

With the rapid development of mobile Internet technology, TikTok, as an emerging social media 

platform, has rapidly emerged as the focus of global users. TikTok has become an important platform 

for brand marketing because of its unique short video format, accurate algorithmic delivery, and 

highly interactive community. The luxury industry, as a representative of the pursuit of quality, 

uniqueness and high-end experience, has also carried out brand marketing on the ShakeYin platform 

in recent years. Currently, brand marketing on social media platforms is a diversified and personalised 

trend. By posting high-quality short video content, luxury brands show the unique charm of their 

products and attract the attention of target users. With the rapid development of the TikTok platform 

and the continuous expansion of the luxury market, how luxury brands conduct effective marketing 

in the TikTok platform has become a new research field. 
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This study aims to deeply analyse the marketing behaviours of luxury goods on TikTok, a social 

media platform, systematically sort out the diversified marketing tactics they adopt, and explore the 

influencing factors behind these tactics. Through in-depth analyses, it aims to reveal the core issues 

of how luxury goods build brand image, enhance user awareness, and promote sales conversion on 

TikTok, providing theoretical support and practical guidance for luxury brands to formulate more 

accurate and effective marketing strategies. 

This study has certain significance to the community of practice. Firstly, the results of the study 

can increase the understanding of the marketing of luxury brands on social media platforms and 

provide academics with new knowledge about the marketing strategies of luxury brands on social 

media platforms. Second, the findings could provide practical guidance for luxury brands to help 

improve their marketing strategies on social media platforms to enhance brand influence and sales 

performance. In addition, the findings may also trigger further research to advance the study of brand 

marketing strategies on social media in the era of the digital economy. 

The research method of this paper mainly adopts the combination of literature review, case study,  

and data analysis to conduct an in-depth study on the current situation, methods and development 

trends of the marketing of luxury brands in social media platforms. Firstly, through a literature review, 

relevant studies on brand marketing in social media platforms, marketing strategies of luxury brands,  

and marketing characteristics of TikTok platforms at home and abroad are systematically sorted out 

to provide theoretical support and research foundation for this study. Secondly, this study takes two 

representative luxury brands, Van Cleef & Arpels and Tiffany, as examples for in-depth case analysis. 

By collecting video data from the accounts of these two brands on the TikTok platform, including 

indicators such as the number of likes, comments, favourites, and video types, their marketing 

strategies, effects, and user interactions are analysed in detail. The case study in this paper not only 

helps to reveal the marketing characteristics and patterns of luxury brands on the TikTok platform, 

but also provides useful reference and inspiration for other brands. Through statistics, analyses and 

comparisons of the collected data, this study explores the relationship between the marketing 

effectiveness of luxury brands on the TikTok platform and user interactions, as well as the differences 

and advantages and disadvantages between the contents of different marketing strategies. The results 

of the data analysis provide strong empirical support for this study. Finally, this study explores the 

development trend and future outlook of luxury brands on the TikTok platform. With the continuous 

development and improvement of social media platforms such as TikTok, the marketing strategies of 

luxury brands will continue to be innovative and optimised. In the future, brands will pay more 

attention to user experience and data-driven marketing strategies to achieve more accurate target user 

positioning and more efficient marketing results. 

2. Literature Review 

With the popularity of the Internet and the rise of social media platforms, the ways and strategies of 

brand marketing have undergone profound changes. Especially on short video platforms such as 

TikTok, the form and content of brand marketing are diversified and personalised. In the era of digital 

economy, the organic combination of brand marketing and social media helps to break the 

information to reduce the search cost. In this paper, we analyse the papers related to the current 

situation and development of brand marketing in social media, and according to the content and 

research direction of the papers, we can extract the following aspects: the strategy of luxury brand 

marketing, social media marketing methods, and the impact of marketing on brand and consumer 

behaviour. 
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2.1. The Strategy of Luxury Brand Marketing 

In the context of the rapid development of the digital economy, the luxury goods industry is 

undergoing unprecedented transformations. Notably, the marketing trends of luxury goods have 

shifted significantly under the influence of the "Internet +" era. Luxury brands are now placing greater 

emphasis on the Chinese market, leveraging high-profile influencers to capture the attention of young 

consumers. This shift is reflected in the brands' preference for collaborating with popular traffic stars 

instead of traditional, established actors. The younger generation, in particular, values interaction with 

brands, making social platforms like Weibo, WeChat, and TikTok key channels for information 

acquisition and communication. To cater to this trend, luxury brands have formulated interactive 

marketing strategies tailored to the tastes of the youth. High-profile influencers' activity on these 

platforms has sparked large-scale consumer buying behavior, driving the growth of the online luxury 

goods market [1]. Additionally, customized social marketing has emerged as a core strategy, focusing 

not only on offline efforts but also on expanding online presence through targeted advertising and 

content placement. By managing their customer relationships through digital means like mobile 

membership cards and electronic coupons, luxury brands aim to enhance customer satisfaction and 

loyalty [2]. In conclusion, the luxury goods industry is evolving to embrace digital marketing 

strategies that are more aligned with the preferences and behaviors of the younger generation, driving 

innovation and growth in the sector. 

2.2. Social Media Marketing Methods 

The crux of social media brand marketing lies in precise positioning, brand consistency, and 

technological innovation. On the TikTok platform, this strategy manifests as consumer-centered 

precision marketing, crafting a unique brand image, nurturing a professional operational team, and 

leveraging a robust technological innovation system [3]. By meticulously planning content, brands 

attract user attention, leverage the platform's algorithms for personalized recommendations, and 

enhance user engagement. Simultaneously, they shape a consistent and deeply ingrained brand image 

through integrated marketing communication. 

To ensure the effective implementation of marketing strategies, enterprises need to cultivate a 

professional team with a new media marketing mindset and leverage technological innovations, such 

as TikTok's decentralized recommendation engine, to achieve precise scanning and tracking of 

consumers. This enhances the effectiveness of marketing activities and the efficiency of value 

creation. This strategic theory emphasizes consumer demand as the center, leveraging technological 

innovation and professional operations to achieve effective brand communication and sustainable 

development on social media platforms [4]. 

Furthermore, it's worth noting that social media platforms, such as TikTok, offer a dynamic and 

interactive environment that demands constant adaptation and innovation in marketing strategies. 

Brands need to stay vigilant in monitoring user behaviors, preferences, and trends to adjust their 

content and messaging accordingly [5]. Additionally, the integration of data analytics and user 

feedback loops can provide valuable insights for optimizing marketing efforts and enhancing brand 

engagement [6]. 

In conclusion, the core of social media brand marketing on platforms like TikTok lies in precise 

positioning, brand consistency, and technological innovation. By focusing on consumer needs, 

leveraging technological advancements, and cultivating a professional team with a new media 

marketing mindset, brands can effectively communicate their message, build a strong brand image, 

and achieve sustainable growth in the dynamic social media landscape [7]. 
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2.3. The Impact of Marketing on Brand and Consumer Behaviour 

In today's digital era, social media has emerged as a crucial platform for brands to interact with 

consumers. Consumers widely expect brands to maintain an active presence on social media, 

believing that there is no so-called "first-mover advantage" in this domain; that is, brands have the 

opportunity to succeed regardless of when they enter the social media space. For brands, social media 

is no longer merely a channel to reach consumers; it has transformed into a powerful tool that can 

shape brand image and enhance brand value. On social media, brands can attract consumers' attention 

and engage with them by posting interesting and trendy content, thus fostering deep emotional 

connections [8]. 

Consumers' preferences for brand content on social media have also shifted. They are no longer 

satisfied with simple advertising messages but instead prioritize content that is entertaining and 

interactive. Therefore, brands need to keep up with the latest trends and continuously innovate content 

formats to meet consumer demand. With the continuous development of digital technology and the 

increasing number of internet users, social media marketing faces new challenges and opportunities. 

Brands must leverage advanced digital technologies to create more attractive and interactive social 

media marketing campaigns, thereby effectively enhancing their brand image and achieving 

marketing objectives [8].  

3. Cases and Data Analysis 

Van Cleef & Arpels is part of the Richemont group and Tiffany & Co. is part of the LVMH group, 

both of which are leaders in the luxury vertical - jewellery - and the two groups to which they belong 

are also competitors. According to the FY2023 results report of the two groups, the overall growth 

rate of the luxury market has slowed down, but against this backdrop, LVMH's watch and jewellery 

division achieved a 7% year-on-year increase in operating profit to 2.162 billion euros for the full 

year, while Richemont's jewellery category represented by Van Cleef & Arpels is still the most robust. 

The two brands are particularly interesting to study as they are deeply rooted in social media platforms 

and focus on developing online business models, especially in terms of online sales. This study 

obtained a total of 746 video plays from both brands up to 28 March 2024 through the TikTok 

platform. 

3.1. Van Cleef & Arpels 

Van Cleef & Arpels is a French luxury brand that specialises in jewellery, watches and perfumes. For 

more than 100 years, the brand has been renowned worldwide for its unique creativity and exquisite 

fine jewellery craftsmanship. 

Van Cleef & Arpels' TikTok videos focus on the history of the brand, its jewellery designs, its 

exhibitions and its product collections. Through the videos, Van Cleef & Arpels will show its 

audience the history and culture of the brand, emphasising the connection between its centuries-old 

family and a good marriage. 

Van Cleef & Arpels officially announced in January 2022 that it had entered the  TikTok 

platform, and in the past two years it has attracted 187,000 followers, posted 342 entries, and gained 

a total of 668,000 likes. Through analysis, it is found that Van Cleef & Arpels' content about seasonal 

new products has the best response, and the brand's account has the highest heat in winter, with an 

average of more than 500 likes per video (mainly concentrated in November-January), and the video 

with the highest number of likes to date is about seasonal new products, which has received a total of 

87,142 likes. 

Brand marketing strategies have a major impact on account heat: 
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Firstly, to increase brand awareness and exposure, the TikTok platform has a huge user base, and 

by posting carefully crafted video content, Van Cleef & Arpels is able to quickly reach potential 

customers and increase brand awareness and exposure. The dissemination speed and breadth of video 

content also far exceeds that of traditional advertising forms, and the amount of retweets for each 

entry is considerable, helping the brand gain wider recognition in a shorter period of time (figure 1). 

Second, shaping brand image and values: Van Cleef & Arpels' video focuses on conveying the 

brand's history, culture and design concepts, and shapes the brand's high-end and exquisite image by 

showcasing the unique craftsmanship and exquisite details of jewellery. At the same time, the values 

of cherishing time, nature and love incorporated in the video content further deepen consumers' sense 

of identity and goodwill towards the brand (figure 2). 

Thirdly, enhance interaction and communication with consumers: the TikTok platform is highly 

interactive and social, and Van Cleef & Arpels can establish a closer connection with consumers by 

posting video content and initiating topic challenges, which can trigger viewers' behaviour such as 

commenting, liking and sharing. Brands can also leverage the live streaming function of the TikTok 

platform to interact with consumers in real-time, answer questions and provide personalised services, 

further enhancing customer satisfaction and loyalty. Brands have also added a new product page on 

the TikTok homepage, which can fulfil consumers' purchase expectations in a timely manner (figure 

3). 

 

Figure 1: Video content of Van Cleef & Arpels. 

 

Figure 2: Video data of Van Cleef & Arpels. 
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Figure 3: Video data Van Cleef & Arpels by time series. 

3.2. Tiffany 

Tiffany (Tiffany) is an American jewellery brand and a well-known place for socialites and elites to 

shop for diamonds. Tiffany's exclusive colour, Tiffany Blue, has always influenced consumers' first 

impression of the brand. 

Tiffany's TikTok video content mainly focuses on its brand philosophy, classic styles, celebrity 

collaborations, etc. Based on its brand philosophy that "fine jewellery shouldn't just be stored in a 

safe, but worn and presented", Tiffany is constantly looking for appropriate marketing strategies in 

TikTok to meet the brand's growth needs (figure 4). 

Tiffany opened its official account and released its first video in TikTok in September 2020. Up 

to now, Tiffany's official account has a total of 1,596,000 followers, 425 works released, 10,882,000 

likes, and is ranked 27th in TikTok's luxury goods heat list, with a 10.2% increase from the previous 

period (2024.3.03-3.09). Combined with the data collected on videos released by Tiffany over the 

past four years, the analysis concludes that videos about celebrity cooperation content have the 

highest degree of heat, and that videos released within the summer and autumn seasons receive 

significantly more attention than those released in other seasons, with an average of more than 10,000 

likes per video (mainly concentrated in June-October), and that the video content with the highest 

number of likes up to the present time has been celebrity cooperation, which has received a total of 

453,588 likes. 

The determining factors that influence the number of likes on a brand's official account include: 

Firstly, content-audience fit understanding and pinpointing the target audience is the key to 

attracting attention. Analysing the 410 videos released by Tiffany, the videos about celebrity 

cooperation are released most frequently, and the top ten videos with the highest number of likes are 

all about brand spokespersons wearing products. Tiffany's video content meets the interests and needs 

of its target audience, thus attracting their attention and motivating their willingness to interact, which 

in turn increases the number of likes (figure 5). 

Second, release strategy: appropriate release time, frequency and continuity will also have an 

impact on the attention of the video. Tiffany is able to accurately grasp the active time of users and 
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publish content during this time period, while maintaining a publishing frequency of 3-5 days between 

time intervals, so it is more likely to attract users' attention (figure 6). 

Third, interaction and socialisation: on the TikTok platform, interaction and socialisation between 

users is very important. Tiffany adds interactive elements to its videos, such as launching topics and 

asking users to participate, so as to encourage users to participate in comments and likes, thus 

increasing the attention and interaction rate. At the same time, Tiffany also added a new product 

purchase page on the TikTok homepage, so that users can go to the official website and get to know 

more about the products they want. 

 

Figure 4: Video content of Tiffany. 

 

Figure 5: Video data of Tiffany. 

 

Figure 6: Video data of Tiffany by time series. 
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4. Conclusion 

Comparison of the two brands found that Tiffany compared to Van Cleef & Arpels into the TikTok 

platform earlier, according to the current data Tiffany in the TikTok platform is significantly higher 

than the Van Cleef & Arpels heat, marketing results are significant. Analysing the video content of 

the two brands, it can be seen that Van Cleef & Arpels mainly advertises the brand history and product 

craftsmanship, while Tiffany is more inclined to make use of the celebrity spokesperson effect to 

attract the heat, according to the existing data, we speculate that the luxury brands release the content 

related to the celebrity cooperation on TikTok platform to attract the heat of the fans, and at the same 

time, with the more frequent interaction with the user strategy, it will enhance the fan sticking degree 

to expand the degree of brand publicity and influence. The study is limited in that it only focuses on 

the content of celebrity collaborations on TikTok. 

However, the limitation of this study is that it only focuses on the head brands in the luxury 

jewellery industry, and the results of the study are targeted, so in the future, the research direction can 

continue to study different levels of brands on the basis of this study, so as to help the social media 

marketing strategy of the whole luxury goods field. To sum up, from the data, luxury brands focus 

on releasing targeted and attractive works in quarters with high user attention can deepen the brand 

impression of more users on the TikTok platform and realise the long-tail effect. 
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