
1	



Karin Tracy 
Head of Industry 
Beauty, Luxury & Retail  



OUR MISSION 

To give people the power to 
build community and bring 
the world closer together 



Protecting people's 
information  

is the most important thing we  
do at Facebook  



Privacy Ad Transparency Misinformation Election Integrity 



2.3B 1.5B 1.3B 1B 

Source: Facebook Earnings Report July 25, 2018, 



People 

Technology Commerce 



Established  
Luxury Consumer 

§  45+ years old / Wealthy Suburban 
Homeowners 

§  Live in affluent enclaves like Martha’s 
Vineyard and Jackson, Wyoming 

§  Value Quality 

§  Prefer subtle status cues and timeless 
classics 

§  More likely to purchase specialized, 
limited release goods and services 

§  Willing to pay more for high-quality 
products 

New 
 Luxury Consumer 

§  25-44 years old / Wealthy Urbanites 

§  Most likely to live in tech-hubs like San 
Francisco and New York 

§  Value Image, Status and Quality 

§  Strive to achieve high-social status 

§  Like to broadcast a lifestyle that 
impresses others 

§  Willing to pay more for high-quality 
products 

18 34 49 54 

60% of ultra-wealthy consumers 
are under the age of 35 

Source: Nielsen – 2017 Luxury Retail Landscape Report 



150 
magazines  
shut down 

-7.4M 
Commercial Television  

Loss in Viewers 
-30% 
Players 18-34 

-50% 
Drop in  

US Mail Volume 

Source: 2018 Statistica, Nielsen Total Audience Report, CMAA Changing World of Country Clubs, USPS 
Quarterly Reports  



LUXURY 
LIVES 
HERE 

of US Consumers  
surveyed choose 
Instagram over 
magazines when  
looking for 
inspiration 

67% 

Source: “Print and Pixels Study” by Kantar Millward Brown (Facebook-commissioned survey of 3,068 people ages 18–55 in the US, and a qualitative 
part of 50 people ages 18-55 with a mix of IG only monthly users, magazine only subscribers and also both users, which is referred to as 'dual users’), 
Feb 2017. 



Mobile is the new window shopping 

Don’t wait for purchase 
intent to show up here 

CREATE purchase 
intent that transacts 
here 



80% of luxury shoppers 
research purchases of $500 or 
more online before purchasing 
them in-store.  

 Source: eMarketer, Feb 2017 Note: Estimate for FY 2018        2. Source: Deloitte, The new digital divide, September 2016, eMarketer, February 2017  

67% of wealthy 
smartphone users shop 
on their devices 





90% offline 10% 
online 

 Source: eMarketer, Feb 2017 Note: Estimate for FY 2018        2. Source: Deloitte, The new digital divide, September 2016, eMarketer, February 2017  

80% of all luxury 
purchases are 
influenced through 
digital 



- Jay Baer 

The future of marketing isn’t big 
data, it’s big understanding 



1 How can we break through to the 
next generation of luxury 
shoppers? 

2 How can we stay connected with 
our shoppers before, during, and 
after the purchase journey? 

3 Is there a way to track and measure 
across all our marketing channels 
to know what’s really working? 



Breaking Through 
The majority of consumers 

prefer to see advertising that 
is relevant to their interests 

1 



average person is exposed to 10,000+ Ad 
Messages Per day WHILE consuming 285 pieces of 

content 
(and switching screens up to 21 times an hour) 

I’m filtering out everything that isn’t relevant to ME 

Source: 2017 Advertising Age Summary 



Billions of Personalized Smartphones 

No Two News Feeds are Exactly Alike 



Meaningful  
Connections 

CONTENT & COMMUNITY COMMERCE 



58% 
Visit a Brand’s 

website after seeing it 
in Stories 

31% 
Have gone to the 

store to buy it 

Source: FBIQ Research Press Release - Facebook Advertising Week, October 2018 



16.5X 

Mansur Gavriel Success 
Story 

More	clicks	to	
website	compared	to	

previous	year’s	
autumn/winter	show	

Source: h:ps://business.instagram.com/success/mansur-gavriel/ 

To	drive	awareness	and	sales	for	its	2018	
collecDon,	Mansur	Gavriel	ran	ads	in	Instagram	
Stories,	Instagram	feed	and	Facebook	News	
Feed,	driving	16.5X	more	clicks	to	the	website	
compared	to	the	previous	year’s	show.	

“Instagram	is	the	main	plaOorm	for	our	New	York	Fashion	Week	show.	Since	
our	collecDon	was	“See	Now	Buy	Now”—meaning	that	our	audience	could	
purchase	pieces	right	away—we	were	able	to	drive	both	awareness	and	
sales.”	
	

-	SHIRA	SUE	CARMI,	PRESIDENT,	MANSUR	GAVRIEL	

35% 

Lower	cost	per	
thousand	

impressions	with	
“ephemeral”	creaDve	

content 

1.27X 

Return	on	ad	spend	
for	dynamic	ads	for	
broad	audiences 

12X 

More	people	reached	
compared	to	the	

spring	fashion	show 



Source: 2017 FBIQ The Mobile Economy2020 Research Roundup  

2 Virtual Connections 
25% of consumers will abandon a 

business relationship if they feel 
personalization is lacking 

Source: Chief Marketing Officer Council “The Customer in Context” July 2017 





A massive 
shift to 
messaging 

Instant Direct Personal 

80% 
of adults 

91% 
of teens +

Source: “Messages That Matter” by Greenberg, Inc. (Messenger-commissioned study of people who use one or several messaging applications 
monthly or more frequently in AU, BR, CA, DE, FR, KR, UK and US) Nov 2017. Data is on average across the 8 markets.  



Messaging is 
becoming the 
new browser 
If consumers can get 
something done over 
text, they will... 



Source: ISACA Survey “The Internet of Things and AR Markets” June 2017 

332% 
AR led incremental 

lift in revenue! 



3 Customer-centric Marketing 
New luxury consumers 

pursue 8.1 average 
touchpoints online & offline 

before making a product 
purchase 

Source: Google Think: How Affluent Shoppers Buy Luxury Goods  



Your Luxury Customer 

Online 
Digital 

Offline 
Traditional 

Separate Marketing Dept 
Social Teams 

Digital Agencies 
Mailing Lists 
SEO / SEM 

e-Comm Websites 
DR-Driven Banners, Links, 

Clicks, & Conversions 

Official Marketing Department 
Editorial Teams 
AOR and Creative Agencies 
Product Development 
Merchandising & Promotions 
Co-Op and Shopper Marketing 
Brand-Driven Television, Print, 
OOH, and Sponsorships 
 

CHANNELS 



CHANNELS 

Your Luxury Customer 



In-Store 

Search 

Brand Website 

E-Comm Site (Amazon, etc) 

Traditional Media 

Luxury Path to Purchase 



In-Store 

Search 

Brand Website 

E-Comm Site (Amazon, etc) 

Traditional Media 

Luxury Path to Purchase 

Your Luxury Customer 

minutes per day the 
average consumer is 

on Facebook & 
Instagram platform 

:66 

Source: eMarketer, October 2018 



In-Store 

Search 

Brand Website 

E-Comm Site (Amazon, etc) 

Traditional Media 

Luxury Path to Purchase 
Measure the impact of your ads 
wherever the conversion happens 

​ PIXEL ​ SDK 
​ OFFLINE 

CONVERSIONS ​ STORE VIS ITS 



TA R G E T I N G  

Your 
defined target 

audience 
+ 

O P T I M I Z AT I O N  G O A L 

The outcome 
you tell 

us is important  
to you 

= 

W H O  W I L L S E E  Y O U R  
A D  

Store Sales  

R E C E N T  S T O R E  
P U R C H A S E R S  

 H I G H   
I N - S T O R E  

S P E N D E R S  

L O O K A L I K E  
A U D I E N C E S  

Offline data makes online ads work for stores 

Reach shoppers 
who will convert 
in your stores 



56% 
More vehicle 

detail page 
views with 
Lookalike 

Audiences 

68% 
Incremental lift in 
sales (online and 
offline) with 
Sequential and 
Dynamic Ads 



Breakthrough with intelligent targeting 
and relevant communication 

1 

2 Stay always on, always connected 
with 1:1 messaging services  

3 Use Facebook mobile signals to 
connect the dots across all your 
marketing efforts 

Luxury: Connected 
Customer at the Center 



THANK YOU! 


