
Navigating the luxury goods market
through the REPUTATION RENAISSANCE
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By Ilse Kool

Since 2018, personal luxury brands have faced a reputation 
recession, marked by declining reputation scores, followed by 
an uneven reputation renaissance. Shifting consumer values, 
driven by Millennials’ growing in�uence, have reshaped brand 
perception. With Instagram engagement emerging as a key

Context
digital touch point. While some brand have successfully 
adapted, others continue to struggle, highlighting the need 
for a structured approach to  managing brand reputation 
and understanding the new luxury consumer.

The integrative framework functions as a dashboard, allowing brands to 
monitor and adjust key reputation factors. By combining company-controlled, 
consumer-controlled and co-created elements, the reputation dashboard 
provides a structure overview to evaluating engagement strategies and 
benchmark against competitors. It also uni�es previously isolated �ndings within 
the literature, creating a foundation for future research while bridging the gap 
between academic insights and practical applications. Ultimately, transforming 
reputation from an abstract concept into a strategic business tool. 

This study used a hybrid approach, combining quantitative 
engagement metrics with qualitative multimodal thematic 
analysis. By analysing the most and least liked Instagram 
posts (2021-2023) from three high-reputation brands (Dior, 
Chanel, Rolex) and three low-reputation brands (Burberry, 
L’Oréal, Hugo Boss), it explored the digital engagement trends 
shaped by the preferences of the new luxury consumer. An 
integrative framework based on existing reputation literature 
was developed to guide the exploratory nature of this study, 
providing a structured approach to understanding the factors 
in�uencing brand perception.

Research design
High-engagement posts featured celebrities endorsing 
products, while low-engagement posts focused on 
corporate initiatives or lesser-known individuals. 
High-reputation brands leveraged the cultural 
capital by collaborating with celebrities with a strong 
subcultural following to enhance brand coolness. In 
contrast, struggling brands relied on Western-oriented 
celebrities lacking subcultural appeal. These �ndings 
emphasize the strategic role of cultural capital and 
brand coolness in shaping brand reputation.
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