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‘What does the luxury
consumer of today
actually want?’
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In general, the luxury industry is slowing

Industry Pressures Effect on MIV
Lo
/

Global luxury goods growth to
slow to an annual rate of 2-3%
between 2024 and 2027.

The growth rate of the top 20
luxury brands slowed to -1% from
2024 to 2025 - comparedtoa21%
increase the previous year.

(Source: McKinsey & Co. ‘The State of Luxury
Goods in 2025’)

“Most far-reaching
disruptions in 15 years.”

(Source: Bain & Co.)

Dates: 2024 vs 2025



Shifts in MIV rankings reflect waning consumer confidence
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The Importance of
Brand Performance

\

At Launchmetrics, we believe that
Brand Performance is the most
valuable asset of fashion, lifestyle
and beauty companies.

Transforming
Business Today

The Market’s First Al-Powered
Brand Performance Cloud

MEIRICS

aLECTRA company

Empowering
the Industry

=

From day-to-day operations to
overarching strategies, our software
helps clients transform their brand
strategies and initiatives into
meaningful competitive edge



Launchmetrics is

the leading Brand
Performance Cloud for
Fashion, Lifestyle and
Beauty

1.7k loyal customers
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+1M accounts
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network
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Powering the industry with our solutions
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Media Impact Value™: Al-powered benchmarking for brand and marketing
initiatives and our Voice-Centric approach

Thanks to our proprietary Al-powered algorithm,

M IV Media Impact Value® (MIV®) allows brands to assign

*MIV is a registered
mark in the EU.

amonetary value to every post or article to measure
its impact and identify contributions to brand
performance across Voices, channels and regions.
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Establishing brand connection via one strategy no longer works

e One-Off Launches
Q Isolated Moments
° Broad Reach

6 Intuition-led Decisions

Q Continuous Touchpoints
° Sustained Momentum

Q Quality Audiences

0 Data-Driven Strategy
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| Media |

How to build an

. t t. 1 h Awareness and Catalysts for
imntenuonal approac reputation drivers brand culture
to positioning
© &r %
Driving
Luxury Brand
[ Owned Media ] Connection ( Influencers
Oo 8/00 ,‘%O
Retention e Today @“-W Brand
engines advocates

Amplifiers of brand
messaging
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The majority of luxury brand equity still comes from the Media’s influence
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For top luxury
events, Media

drives 78% of MIV
on average

Other Voices

@ Media Voice

1,5BM
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500M
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Cannes Film Fashion
Festival Weeks

Met Gala



Print media still matters for luxury consumer connection...

Media’s Channel Split for Luxury

Social B Online Print

28.8%

36.7%

Dates: 2025
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[ Media |
...but social channel investment from the Media continues to evolve
4 \
+25%
® 1%
. 3B +11%
Channel Split of
luxury MIV® driven
by the Media Voice 2B
$2 2024
. 1B
$22025
oM —_—
Social Print Online
\_ J

Dates: S2 / July 1 - December 31, 2024 vs S2 2025



The right ambassador will earn
brands a place in consumer
conversation

Brand post mentioning
celebrity

Brand Owned

v

Media article
about celebrity &
brand

Indirect Echo

Direct Impact

v

Celebrity posting on
their Instagram account
mentioning brand

/ 0

v

Voice Echo
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Case Study

CHANEL

How a strategy stops feeling like marketing and starts feeling like culture

Top Placement

Total MIV® $10.2M

Voice Echo Breakdown

while

74%

Direct Impact $1.4M

(Ambassador) of the ambassadorship

Owned (Brand) $1.2M impact came through
Indirect Echo

Indirect Echo $7.6M
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Amidst an age of algorithms, the
right influencer can drive
discovery that feels personal

©

Influencer Type per Industry

. Micro [10K-100K followers]
Macro [100K-500K followers]
Mega [500K-2.5M followers]

@ All-Star [More than 2.5M followers]

MEIRICS

% of MIV® Impact

o 9%

27%
27% ° 21%

O,
31% 32% 30%

Dates: S2/ July 1 - December 31,2025

Jewelry &
Watches

Fashion Beauty
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CaseStudy ~ PRADA

How Prada created connection by prioritizing relationships as much its products

e N B
Share of Voice MIV® Influencer Type Repartition by MIV®
Voice Type %MIV® 2024 @ 2025
Influencers o 59% +60%
$60M $55.3M :
+54% +1%
Media [ 26% $43.1M $422M $42.6M
S $28.0M $34.5M
Celebrities 9% +60% '
$20M $13.3M
Owned Media @ 6% $8.3M .
0
Partners [ ] 1% Micro Mid-Tier Mega All-Star
Influencer Influencer Influencer Influencer
N J Y,

Dates: Q1-Q32025vs Q1-Q32024
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Case Study SPACENK = Ll

How resilience develops when retail partners are viewed as storytellers, not just sellers

The MIV® Space NK Garnered for its Partner Brands in S1 2025

B MIV/Placement on Space NK MIV/Placement on Owned Media
660K EoE On average,
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25.44%
$A0K [ - e
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Dates: S1/Jan 1-July 31,2025



Valentino made Owned Media its most powerful asset
G D ( N
$1.1BMIV
VALENTINO
Total MIV +30% vs 2024
Top Voices

N\

{ Valentino - WW  $40M +35% Owned Media ]—(

Freen Sarocha $33.5M  +222%

Vogue - US $23.8M  +222% m
Vogue - IT $11.8M  +29% Owned Media

Jeff Satur $10.2M  +152%

Dates: 2025




Case Study VALENTINO

How Valentino’s channels
outperformed its celebrities

Top Voices

Valentino- WW  $40M

Freen Sarocha $33.5M

Vogue - US 7LV Media |
Vogue - IT $11.8M

Jeff Satur $10.2M

MEIRICS

LECTRA cor

Top Celebs in Owned Media

maisonvalentino &
V) The Metropolitan Museum of ~ Follow «++
Art, New Yor

@sr
look created exclusively for her by
@Alessandro_Michele.

The #ValentinoCustom look featured a
betulla wool crepe jacket, natural lace
olor

#MetGala2025

maisonvalentino &

(V) The Metropolitan Museum of ~ Follow +++

Art, New York

[a%) maisonvalentino & Edited - 49w

Lana Del Rey (@HoneyMoon) wears
#ValentinoHauteCouture to the
#MetGala.

For the occasion, Lana was seen in a
#ValentinoVertigineux long dress in

black velvet and brown satin along with

#ValentinoGaravani accessories
designed by @Alessandro_Michele.

#MetGala2025



https://www.instagram.com/maisonvalentino/p/DJUILrEIExO/
https://www.instagram.com/maisonvalentino/p/DJTWj-boVHA/
https://www.tiktok.com/@valentino/video/7570675176657014038

‘What does the luxury
consumer of today
actually want?’



Key
Takeaways

LAUNCHMEIRICS

Amidst a luxury landscape driven by
unpredictability, brand connection is the only
sure-fire way to future-proof.

Presence without trust is fragile. A single
strategy can no longer deliver either.

Real resilience is built through intentional,
ever-present positioning along the customers
path to purchase. Brands should look to build
something lasting, rather than something visible.



