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Executive Summary
Southeast Asia’s large population and growing purchasing 
powers present exciting and fertile ground for the growth of 
luxury brands in the region. The diversity and complexity of 
peoples, tastes and engagement methods with luxury brands in 
the region, however, demand a greater degree of understanding.

Isentia has thus set out to uncover on-the-ground discussions 
of the top luxury brands in Singapore, Malaysia, Vietnam, the 
Philippines, Indonesia and Thailand. We identify key trends, 
markets and brands that have led mainstream media coverage 
and social conversations in Southeast Asia.
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Methodology
Drawing from its extensive media monitoring analytics databases, Isentia compiled this report by 
harnessing all mainstream media coverage and social media data around luxury brands across six 
markets in Southeast Asia between October 1, 2020, and November 15, 2020. Analysed in this report 
are:

 1) Digital journalism comprising online news and magazines as well as blogs, and 

 2) Social media data with chatter on Twitter, Facebook and forums.
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Notable Trends
Luxury vs. Income Disparity and Religious Tensions
Luxury brands are clearly objects of desire in Southeast Asia, reflecting tastes and status. The prominence 

of luxury brands as symbols of status and material wealth also place them in positions of scandal and 

outrage as they are starkly juxtaposed against income disparity and religious tensions inherent to the 

region. Netizens in Malaysia, for instance, noted that it was better to be rich with Chanel cotton pads and 

unhappy than to be poor and happy [MY: 1]. A monk spotted with Hermès bags in Thailand garnered the ire 

of netizens who found such displays of wealth unbefitting of a monk [TH: 1].
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https://twitter.com/efaperfume/status/1316021610113949696?s=20
https://twitter.com/natsumiimai/status/1314571568706580480


Particularly, religion can be used in a backlash against luxury brands. In Indonesia and Malaysia, 

mainstream coverage was dominated by exaltations to boycott French luxury brands like Louis Vuitton, 

Dior, Yves Saint Laurent and Chanel [ID: 1, 2][MY: 1, 2]. The majority of Muslim populace of the two countries 

was to show their dissatisfaction with French President Emmanuel Macron’s speech on fighting “Islamist 

separatism”. 

“Consumer confidence has slowed down as we endure economic recession and declining 
outlook of job prospects. The demand for luxury brands in Malaysia has been dampened 
as countries continue to close their borders for tourism. Due to the drastic decline in 
foreign tourists, luxury retailers are moving to online shopping and this mode of shopping 
will become another major distribution channel for luxury goods in the country.” Ho Paik San, Associate 

Insights Director, Malaysia
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https://www.tribunnews.com/seleb/2020/10/28/buang-koleksi-tas-produk-perancis-arie-untung-nggak-akan-kami-pakai-berapapun-harganya
https://economy.okezone.com/read/2020/11/03/320/2303682/ramai-seruan-boikot-cek-lagi-ini-daftar-produk-prancis-di-indonesia
https://malaysia.yahoo.com/news/ummah-calls-nationwide-boycott-french-112633843.html
https://www.malaymail.com/news/malaysia/2020/11/01/ummah-calls-for-nationwide-boycott-of-french-goods-services-after-macrons-a/1918364


Interestingly, Indonesian netizens highlighted 

income disparity in the country as celebrities 

threw their luxury bags away, with several asking 

for the celebrities’ bags instead [ID: 1]. Many 

netizens shared that there could be no real 

boycott of French luxury brands, as many could 

not afford nor spell the names of these brands 

[ID: 1, 2, 3].
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https://twitter.com/pengyuvin/statuses/1321401359606771712
https://twitter.com/ekky____/status/1322845506163277825
https://twitter.com/LayangKusuma/status/1322936413751398401
https://twitter.com/jahwaau/status/1326605793186045954


Celebrity and Korean Pop Influence

Celebrity influence around brands was the most prominent in the Philippines. Mainstream media reported 

heavily on local celebrities Heart Evangelista, Sharon Cuneta and Kris Lawrence with their luxury items [PH: 1, 2, 

3]. Social buzz for the top 4 luxury brands in the Philippines was largely driven by discussions on local and K-pop 

celebrity brand ambassadors too [PH: 1, 2, 3, 4].
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https://mb.com.ph/2020/10/21/heart-evangelista-serves-french-fries-in-hippest-style/
https://news.abs-cbn.com/life/11/03/20/watch-sharon-cuneta-shows-part-of-luxury-bag-collection
https://entertainment.inquirer.net/395750/look-kris-lawrence-turns-designer-bags-into-face-masks-chest-bags-in-new-business
https://entertainment.inquirer.net/395750/look-kris-lawrence-turns-designer-bags-into-face-masks-chest-bags-in-new-business
https://twitter.com/mean_ss/statuses/1317819038685278209
https://twitter.com/taeflower95/statuses/131289077969455923
https://twitter.com/voteforjongin/statuses/1318092049539739648
https://twitter.com/sofing_official/statuses/1321763036990861314


In fact, K-pop celebrities who were named brand ambassadors were the most consistent drivers of 

social buzz in the region. K-pop artistes Sehun drove buzz for Dior in Malaysia [MY: 1], Kai for Gucci in 

Indonesia [ID: 1], Jisoo for Cartier [TH: 1] and Taeyong for Gucci among others in Thailand [TH: 1, 2].
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https://twitter.com/weareoneEXO/status/1315935093014183936
https://twitter.com/FigliDiLuceEXO/status/1324622309819183104
https://twitter.com/Manutawagaat/status/1315990050484572160
https://twitter.com/YmayY/status/1320859870891921409
https://twitter.com/Exoshongdea/status/1315645590873600001


Singapore

Notable Trends

Mentions of luxury brands both in digital journalism and 

social media stood out in Singapore when compared to 

other Southeast Asian countries. The business-centric 

coverage and banal discussions of luxury brands by netizens 

reflect the relative material wealth of Singaporeans and 

Singapore’s status as a global business hub.
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Coverage from digital journalism on luxury 

brands in Singapore tended to adopt a business 

and profit-centred focus. Coverage was driven by 

articles that delved into LVMH and Tiffany’s price 

agreements in a $16 billion takeover deal [SG: 1, 

2], innovative business strategies including the 

use of augmented reality at Dior [SG: 1, 2] and 

messaging apps at Louis Vuitton [SG: 1], and 

profit earnings [SG: 1, 2].
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https://www.channelnewsasia.com/news/business/tiffany-and-lvmh-discuss-price-cut-to-settle-deal-dispute-13385822
https://www.msn.com/en-sg/money/companies/lvmh-tiffany-agree-on-lower-price-in-takeover-deal-sources-say/ar-BB1atS3V?li=BBr8YXL
https://www.msn.com/en-sg/money/companies/lvmh-tiffany-agree-on-lower-price-in-takeover-deal-sources-say/ar-BB1atS3V?li=BBr8YXL
https://www.thepeakmagazine.com.sg/fashion-watches/dior-wants-you-to-try-on-its-new-sneakers-in-your-living-room/
https://sg.news.yahoo.com/dior-wants-try-sneakers-living-101809102.html
https://www.channelnewsasia.com/news/business/louis-vuitton--volvo-tapping-thai-social-commerce-via-line-chat-app-13229312
https://www.businesstimes.com.sg/consumer/guccis-appeal-holds-up-in-pandemic-as-kering-beats-estimates
https://www.channelnewsasia.com/news/business/tiffany-says-sales-rising-through-october-13286710


On the other hand, a range of luxury brands was mentioned by 

Singaporean netizens as part of discussions on life decisions and 

rituals – what, when and where should luxury brands like Tiffany & Co., 

Gucci and Louis Vuitton be bought or gifted for dating, marriage 

proposals and work purposes [SG: 1, 2, 3, 4].

“A strong reflection of Singapore’s material wealth 
has been the continued interest in luxury products 
among Singaporean netizens despite the COVID-19 
climate.”

Jenna Wang, Senior 
Insights Manager, 

Singapore
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https://forums.hardwarezone.com.sg/130128154-post40.html
https://forums.hardwarezone.com.sg/130024335-post80.html
https://forums.hardwarezone.com.sg/130405373-post7398.html
https://forums.hardwarezone.com.sg/130168548-post1782.html


Vietnam
Both coverages from digital journalism and social buzz in Vietnam are a testament to the rising 

purchasing powers of the Vietnamese, and their growing demand for well-made and meaningful luxury 

items. News reported about the local partnerships made by Chanel [VN: 1, 2], films of meticulously 

handcrafted Dior handbags [VN: 1, 2], and the moving story of Louis Vuitton Chairman and CEO’s 

success [VN: 1, 2] to inspire Vietnamese shoppers with an image of success and status as they begin to 

reject fast fashion. 
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https://kenh14.vn/dong-nhi-chi-700-trieu-sam-bo-tui-chanel-ti-hon-quyet-khong-thua-kem-ngoc-trinh-cuong-do-la-20201107153954266.chn
https://ngoisao.net/thoi-trang/loat-tui-hieu-cua-nu-chinh-emily-in-paris-4174498.html
https://ngoisao.net/thoi-trang/cac-buoc-tao-nen-mau-tui-miss-dior-4156903.html
https://ngoisao.net/thoi-trang/tui-30-montaigne-cua-dior-duoc-thuc-hien-the-nao-4156923.html
https://kenh14.vn/chuyen-ve-louis-vuitton-tu-2-ban-tay-trang-gay-dung-nen-ca-co-do-tro-thanh-bieu-tuong-xa-xi-cua-toan-the-gioi-20201022195900553.chn
https://ngoisao.net/thuong-truong/ong-chu-louis-vuitton-gia-nhap-cau-lac-bo-tram-ty-usd-4189672.html


Such sentiments are mirrored in Vietnam’s social buzz, as numerous netizens shared about the must-have 

Yves Saint Laurent, Dior, Louis Vuitton and Gucci skincare, make-up and fashion items for every 

Vietnamese individual [VN: 1, 2, 3, 4].

“Vietnam is at its entry stage of the luxury industry, which has been fuelled by economic 
growth, the rise of e-commerce, celebrities, and international travels, along with 
increasingly connected consumers. Middle-class Vietnamese are spending on 
second-hand or hand-carried goods, makeup and accessory lines. The growing need of 
owning genuine products posed opportunities in the Vietnam market; however, luxury 
brands would need a strategic move to win over counterfeits and second-hand supplies.” Nhi Tran, Senior Insights 

Manager, Vietnam

Isentia | The Luxury Industry Landscape in Southeast Asia 13

https://www.facebook.com/212288226334494/posts/667117390851573/
https://www.facebook.com/permalink.php?story_fbid=1462517227275568&id=281731915354111
https://www.facebook.com/permalink.php?story_fbid=3468739996496143&id=322829971087177
https://www.facebook.com/permalink.php?story_fbid=1443882002483670&id=307288896142992


Brand Analysis
Digital Journalism Coverage
Chanel was the top luxury brand mentioned in digital journalism in three of six Southeast Asian markets 

– Malaysia, Vietnam and the Philippines. These were attributed to articles on a boycott of French brands 

in response to French President Emmanuel Macron’s speech on fighting “Islamist separatism” that 

angered Muslims worldwide [MY: 1]; coverage on Chanel’s partnerships and placements with both global 

and local Vietnamese celebrities to inspire shoppers [VN: 1, 2, 3, 4]; and news on Filipino celebrities like 

Heart Evangelista and Sharon Cuneta who showcased the Chanel items they owned [PH: 1, 2, 3, 4].
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https://malaysia.yahoo.com/news/ummah-calls-nationwide-boycott-french-112633843.html
https://kenh14.vn/dong-nhi-chi-700-trieu-sam-bo-tui-chanel-ti-hon-quyet-khong-thua-kem-ngoc-trinh-cuong-do-la-20201107153954266.chn
https://ngoisao.net/thoi-trang/loat-tui-hieu-cua-nu-chinh-emily-in-paris-4174498.html
https://ngoisao.net/thoi-trang/diem-my-dien-mot-thiet-ke-voi-10-mau-4178021.html
https://ngoisao.net/thoi-trang/huong-giang-chon-vay-ao-ton-vai-gay-4184931.html
https://mb.com.ph/2020/10/21/heart-evangelista-serves-french-fries-in-hippest-style/
https://bandera.inquirer.net/267904/sosyal-na-french-fries-ni-heart-trending-hide-sing-ng-showtime-iniintriga
https://news.abs-cbn.com/life/11/03/20/watch-sharon-cuneta-shows-part-of-luxury-bag-collection
https://lifestyle.inquirer.net/373784/watch-sharon-cuneta-wants-a-sakura-birkin-or-kelly-to-add-to-her-bag-collection/


Louis Vuitton and Christian Dior were ranked top 5 among luxury brands in terms of article volume 

across all markets except Thailand.

Digital Journalism Coverage

Isentia | The Luxury Industry Landscape in Southeast Asia 2



Isentia | The Luxury Industry Landscape in Southeast Asia 16

Table 1: Digital Journalism Coverage Brand Analysis



Brand Analysis
Social Media Buzz

Chanel was also the top luxury brand mentioned on social media in 

two markets. Buzz for Chanel in the Philippines was driven by 

compliments for Chanel Chance perfume (PH: 1, 2] and excitement 

over the global Chanel brand ambassadors, Jennie Kim, a K-pop 

artiste [PH: 1, 2]. In Thailand, tweets translating an ad featuring 

Chinese actor Wang Yibo recommending Chanel’s N5 perfume [TH: 1] 

and about a local brand that had copied Chanel’s style [TH: 1] were 

widely retweeted and liked.
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https://www.reddit.com/r/beauty/comments/jrpe7y/anyone_know_any_perfumes_that_will_make_you_smell/
https://www.reddit.com/r/beauty/comments/jlr2vg/most_complimented_perfumes/
https://twitter.com/mean_ss/statuses/1317819038685278209
https://twitter.com/whiskerdimpless/statuses/1317775065019117570
https://twitter.com/P_Ottera/status/1323605947919421440
https://twitter.com/Porewnie/status/1322048442823184389


Gucci was ranked top 5 among luxury 

brands in terms of social buzz across all 

markets except Malaysia, owing largely to 

the fact that Kai, from K-pop group EXO, 

had been named a brand ambassador for 

Gucci [PH: 1, 2][ID: 1][TH: 1].
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https://twitter.com/voteforjongin/statuses/1318092049539739648
https://twitter.com/imgracecaras/status/1315838797402181632
https://twitter.com/FigliDiLuceEXO/status/1324622309819183104
https://twitter.com/Exoshongdea/status/1315645590873600001


Table 2: Social Media Buzz Brand Analysis
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“The Emerging Markets may offer the most potential even with the transition of 2020 to 
2021 shaping up to be another challenging year for the global economy, consumer spending 
for luxury items remains resilient in this side of Asia. This is not to say that consumption for 
luxury spending is poised to see skyrocketing growth rates as we enter a post-pandemic 
period. To reach these conclusions for Indonesia, Thailand, and the Philippines, there is a 
strong need to deep dive and analyse not only what, when, and where emerging consumers 
are buying, but also why they make their choices. All the more worthy to highlight is that 
through actionable insights we will discover and bust significant myths about the mind-set 
and behaviour of emerging consumers.”

Lady Ochel Espinosa, 
Regional Insights 

Manager for Emerging 
Markets, SEA
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Learn more and find out where your brand stands

https://datastudio.google.com/embed/reporting/eef4aaa0-7df0-40b9-95ed-34b0df0d5bd4/page/CNHsB
https://datastudio.google.com/embed/reporting/eef4aaa0-7df0-40b9-95ed-34b0df0d5bd4/page/CNHsB


Trendspotting 
e-Commerce Landscape in 
Malaysia

Contact Us

Please do not hesitate to get in touch with us 
for more information on this whitepaper.

: isentia.com

: info.asia@isentia.com

: linkedin.com/company/isentia/

: facebook.com/isentiacom


