Louis Vuitton NVloet Hennessy

By MVrisha Sharma



About LVNIH

LVMH, or Louis Vuitton Moét Hennessy, is a renowned French multinational
luxury goods conglomerate. It is known for its prestigious brands across
various sectors including fashion, cosmetics, jewelry, watches, wines, and
spirits. Some of its well-known fashion brands include Louis Vuitton, Dior,
Givenchy, Fendi, and Celine. LVMH also owns iconic champagne and wine
labels such as Moét & Chandon, Dom Perignon, and Chateau d'Yquem, as well
as Hennessy cognac.

The company is recognized for its commitment to craftsmanship, innovation,
and quality in luxury goods. It has a global presence and caters to discerning
consumers who appreciate luxury and exclusivity. LVMH's success is attributed
to its ability to blend tradition with modernity, offering a wide range of
products that appeal to diverse tastes and lifestyles.

In recent years, LVMH has also demonstrated a strong focus on sustainability
and environmental responsibility. The company has embarked on initiatives to
reduce its environmental footprint, promote ethical sourcing practices, and
support conservation efforts.

Overall, LVMH continues to be a leader in the luxury industry, setting trends,
and maintaining a reputation for excellence and sophistication.
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Image Source - https://elegance-suisse.ch/project/lvmh/



Data Sources

Google Trends

Conducted the search interest of 10 years for LVMH, a comparative Google Trend analysis for data worldwide using the
search term "LVMH" for a period of 10 years from 2014 to 2024.

Wikipedia Pageview Analysis
Conducted volume over time search for the number of clicks for "LVMH" for the United States of America for a period of
hine years from 2015 - 2024.

Brandwatch
A 10-year analysis from 2014 to 2024 of the volume of posts worldwide for the query dataset “LVMH - Mrisha” using the Boolean:

#LVMH OR #luxury OR #LouisVuitton OR #LVVoyager OR #LVMHPrize OR #LIFE360 OR #VoicesOfImpact OR #ArtisanDeToutesLesVictoires OR
#Paris2024 OR #Dior OR #DiorFall24 OR #Bvlgari OR #BvlgariWatches OR #Serpenti #MoétHennessy OR #TiffanyAndCo OR #Dior OR #Fendi OR
#Givenchy OR #MarcJacobs OR #StellaMcCartney OR #Loewe OR #LoroPiana OR #Kenzo OR #Celine OR #Sephora OR #PrincessYachts OR
#TAGHeuer

The date range for the LVMH Seoul Fashion Show is set from July 04, 2021, to July 10, 2021.

The collaboration with the People for Wildlife Campaign date range spans from January 28,2023, to February 03, 2023.

Specifically, the LVMH fashion show in Seoul took place on July 07,2021, whereas the campaign with People for Wildlife was officially announced on
January 31, 2023.

The posts are sorted in terms of days, hours, and content sources, namely Tumblr, Online News, Reddit, YouTube, Facebook Public, X (Twitter) . The
language used is English only, and the data is worldwide.



Google Trends

2014 to 2024
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The search term LVMH has seen a consistent increase in last ten years. There was a significant 89.8% increase
from 2016 to 2024. The graph is more consistent from 2019 to 2024 with peaks ranging between 60 and 100.

——_——
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Apr 2023 Jan 2024

The highest peak can be seen in April 2023 at 100 followed by a peak in January 2024 at 99.

The peak in April 2023 can be attributed to the Louis Vuitton Pre-Fall 2023 show on April 29th that took place in
Seol featuring celebrities such as renowned celebrities from Hollywood and Korea. Tiffany’s new campaign
called “This Is Tiffany” featuring Zoé Kravitz, Jimin from BTS, and actress, Gal Gadot was also release during

April 2023 which can be another reason for the peak.

The peak in January 2024 can be due to the Louis Vuitton Men's Show in Paris introducing the latest designs by

Pharrell Williams that had various influencers and celebrities in the show.

Overall people there is heightened interest and attention on LVMH in recent years compared to 2016, reflecting

continued success in the luxury market.



Wikipedia Pageview

Analysis
2015 to 2024
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The volume of pageviews for LVMH is 14559444,
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There is a significant decrease of in the number of 137.3% clicks over last 9 years.This is completely

opposite of Google Trends.

The highest peak for number of clicks is in 2016 at 132380 clicks and the lowest number of clicks is in 2024

at 24564. There is a consistent decline in the number of clicks.



Brandwatch
2014 to 2024
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LVMH - Mrisha

e The highest volume of posts is 2173878 posts in July 2021. The rise in volume of posts is noticeable,
attributed to BTS being named brand ambassadors for Louis Vuitton and their runway appearance in the
Men's Fall-Winter 2021 Show in Seoul by Virgil Abloh on July 7.

e The volume of posts significantly increase by 119.3% from 2014 to 2021 followed by a significant decline of
96.8% from 2021 to 2024. This does not relate with trends previously seen in Google Trends or Wikipedia
Pageview analysis.

e The graph indicates a rise in posts about LVMH starting in 2020, signaling increased interest and awareness

of the brand. This change aligns with LVMH's strategy of using global ambassadors like Beyonce, Blackpink,
BTS, and others to connect with consumers and boost brand recognition worldwide.



Benchmark Comparision
2021 v/s 2023




Mention Volume over time by Days in 2021 and 2023
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Fashion Show - Louis Vuitton men's Fall/Winter show in Seoul 2021 Campaign - Louis Vuitton & People For Wildlife collaborate 2023

e The LV Men’s Fall/Winter fashion show was held on July 07,2021. The highest peak in 2021 can be seen on July 5 with 878767
mentions indicating a surge of excitement on Twitter regarding BTS's participation in the upcoming Louis Vuitton show. Fans
were expressing their enthusiasm and excitement about the upcoming show.

e The graph for 2021 indicates a sharp decrease of 191.3% in mention volume of posts, suggesting a high level of excitement
before the July 7 fashion show and a notable drop in interest afterward.

e The peak in mentions for 2023 occurs on February 3, reaching 17,909 posts, representing a notable increase of 93.2%. This trend
is opposite to what was observed in 2021. The discussions at the peak focus primarily on LV's global brand ambassadors, K-pop
stars featuring in LVMH brands, and the spotlight on fashion shows. Notably, there is no mention of LV's collaboration with the
People for Wildlife campaign.

e Louis Vuitton's collaboration with People for Wildlife was announced on January 31, 2023, garnering 9,666 mentions. The
discussion surrounding Louis Vuitton's partnership with the Australian conservation charity was primarily concentrated on the
announcement day, with limited buzz both before and after the announcement.

e |In 2021, the total mention volume reached approximately 800,000, while in 2023, it was only around 15,000, indicating a
significant decrease of 192.6% in posts about LVMH compared to 2021.



Mention Volume over time by Hours in 2021 and 2023
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The highest peak in 2021 can be seen on July 5 with 118199 mentions indicating a surge of excitement regarding BTS's

participation in the upcoming Louis Vuitton show.

e Other notable peaks in 2021 occurred on July 7 with 37,910 mentions, followed by peaks on July 8 and July 9, highlighting
the globally trending topic of BTS members walking for Louis Vuitton fashion show.

e The highest peak in mention volume for 2023 is on February 3, totaling 4,949 posts, primarily featuring discussions about
Lisa, the K-pop artist, at Bulgari Hotel Paris for the cover of Madame Figaro sharing an inspiring story.

e A peak of 645 mentions was observed on January 31, 2023 with people discussing the partnership between Louis Vuitton
and People For Wildlife.

e |In 2021, the total mention volume reached approximately 100,000, while in 2023, it was only around 5,000 mention
volume of posts.

e Peaks in both years are evident during the early morning hours, between 12 am and 8 am.



Mention Volume over time by Content Sources
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Twitter saw a decline in posts in total mention volume from 2021 to 2023, with a difference of 1932512 posts or negative 193.9%.

In 2021, Tumblr and YouTube were notably more popular as platforms for posting compared to 2023.

In 2023, Online News and Reddit experienced a rise in total mention volume compared to 2021.

Facebook Public was absent as a content source in 2021 but gained popularity in 2023, ranking third in total mention volume.

Twitter remained the primary content source in both years, representing 100% in 2021 and 97% in 2023, with Tumblr following in second place.



Emotion Analysis

Fashion Show - Louis Vuitton men's Fall/Winter show in Seoul 2021 Campaign - Louis Vuitton & People For Wildlife collaborate 2023
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64% of posts did not express any emotion
which equals to 1270565 posts.

52% of posts did not express any emotion
which equals to 34905 posts.

Joy is the prevailing emotion in both years, with 704,041 mentions in 2021 and 30,718 in 2023. Followed by the emotion

Disgust, with 10,033 mentions in 2021 and 645 in 2023.




Sentiment Analysis

Fashion Show - Louis Vuitton men's Fall/Winter show in Seoul 2021 Campaign - Louis Vuitton & People For Wildlife collaborate 2023

e Sentiment is majorly neutral at 67%. e Sentiment is majorly neutral at 94%.
e Overall, people seem to have a positive sentiment. e Overall, people seem to have a positive sentiment.



Volume by Country - Top 10

Campaign - Louis Vuitton & People For Wildlife collaborate 2023

Fashion Show - Louis Vuitton men's Fall/Winter show in Seoul 2021

Country No. of Posts Mentions (%) Country No. of Posts Mentions (%)

South Korea 57456 13% United Sta.ntes of 5517 26%
Indonesia 59741 14% North America America

United States of Europe Thailand 2541 12%
America 48655 e South America Japan 2473 12%
Mexico 31900 7% Asia United Kingdom 1061 5%
Philippines 24959 6% Africa India 982 5%
India 22435 5% South Korea 904 4%
Japan 17150 4% Indonesia 810 4%
Brazil 15959 A% Philippines 699 3%
Thailand 14855 3% Brazil 393 2%
Peru 13930 3% Mexico 354 2%

e Asia remains the dominant continent in both 2021 and 2023, boasting the highest number of mentions in both years. North
America holds the second position in terms of mention volume.

e |n 2021, South Korea and Indonesia had the highest percentage of mentions at 13% and 14%, respectively. However, they are
replaced by the US and Thailand in 2023, with 26% and 12% mentions, respectively.

e Peru makes in the top 10 list in 2019 but is no longer included in the list in 2023. On the other hand, the United Kingdom is
present in 2023 but not in 2021. The remaining countries are included in both 2019 and 2023 but with varying percentages.

e The total number of posts in 2021 is 307040 and for 2023 is 15734. The number of posts significantly declined by 180.5% in
2023 as compared to 2021.



Word Cloud
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e |n 2021, #louisvuitton had the most mentions, totaling 1,978,637. In 2023, the keyword "Ambassador" had the
highest number of mentions, reaching 21,126.

e |In 2021, Seoul was a prominent location, while in 2023, Paris emerged as the location with higher mentions.

e The primary discussion in 2021 revolved around the Louis Vuitton Men's Fall-Winter 2021 show on July 7,
2021 with a particular focus on BTS members as Louis Vuitton ambassadors and their standout moments at
the Seol fashion show.

e In 2023, discussions around #louisvuitton mainly revolve around the LV collaboration with People for
Wildlife. However, this campaign does not receive significant attention and has a low mention volume,
indicating it is not the primary focus of the year.

e The main focus of conversation in 2023 revolves around global ambassadors, including Lisa's glamorous
appearance in Paris, Jimin's influence at Paris Men's Fashion Week, Dior Brand Ambassador Jisoo, and K-Pop
ambassadors at Paris Fashion Week.

e Words like Show, Louis Vuitton , Fashion, Ambassador, Paris are common in both the years.



Topic Cluster by Queries

Fashion Show - Louis Vuitton men's Fall/Winter show in Seoul 2021 Campaign - Louis Vuitton & People For Wildlife collaborate 2023
Mo 599921 \
a7 @ U 106156

JOgoer

Lock e Spirit
N Ity
SERIh - Pica
Sth e Fganien Campoign \ LISA
Bag
Life
House Gopnos Discover 31906 il
i}
1 - Brand
Lpcoming Dhier
Irvite G gk o Waich
Sharing Ambassador ..
KST Watch 40915 Rl Pics
Fr:-' Member Frice
b IIMIN
Enfluencar
40915 Global EMV

28858\ Extraits . Men —_— i’

e |n 2021, the primary topic cluster is "Show" with 11,522,229 mentions, which is absent in 2023. Other dominant clusters include "BTS" and "Men."
These clusters revolve around the fashion show in Seoul featuring BTS and the excitement surrounding the event. Keywords associated with the
"Show" cluster include "Watch," "7th," "Seoul," "Upcoming," and "Ambassador."

e The "Extraits" cluster in 2021 relates to Katy Perry's performance at Les Parfums ,Louis Vuitton dinner in Paris, which celebrated the launch of
the Les Extraits Collection by Jacques Cavallier Belletrud and Frank Gehry.

e The dominant topic cluster in 2023 is "Ambassador," garnering 106,156 mentions. Luxury fashion brands like Dior, Bulgari, and Celine utilize
celebrity ambassadors such as Jimin, Jisoo, and Lisa to promote their brands.

e The "Lock" topic cluster highlights the Tiffany Lock campaign featuring ROSE, a K-pop superstar from the girl group BLACKPINK.

e Another cluster is "Watch," which indicates the sale of Vintage Rolex watch boxes and documents on eBay, showcasing the popularity and
interest in classic luxury timepieces. This differs from 2021, where "Watch" was associated with the "Show" cluster, indicating watching the
fashion show.

e In summary, the most mentioned topic clusters in 2021 differ from those in 2023. While there is discussion about the BTS show in 2021, there are
no topics related to the LV collaboration with People for Wildlife in 2023.



Topic Wheel
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e The main topic buckets are associated with LVMH in 2021 include the "LVMenFW?21 Fashion Show in Seoul," highlighting BTS members walking
for the show. The "Bag from the Collection" bucket refers to RM and Jimin, BTS members, showcasing silver bags as Louis Vuitton ambassadors
during a fashion show in Seoul. Another topic bucket mentions "GMT +9, Watch on Wednesday," indicating Louis Vuitton's invitation for viewers
to watch a live showcase of the LVMenFW21 collection on Twitter.

e The primary topic clusters for 2023 include "StarsInBulgari Serpenti," which features LISA (a K-pop star) at the Bulgari Hotel Paris for the cover
of Madame Figaro. The "Dior" topic bucket refers to Jimin's two posts for Dior, generating $17 million in EMV, which accounts for 54% of the
brand's total EMV during Paris Men's Fashion Week. The global ambassador was the top-performing influencer during the fashion week.

Essentially, 2023 had main and sub-buckets mostly related to fashion shows. There are no topic buckets related to the LV collaboration with
People for Wildlife in 2023.



Top Shared URL
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e In 2021, the most shared URL is from Louis Vuitton Magazine discussing the Men's Fall/Winter fashion show in Seoul, with 722,259
mentions.

* The top shared URL in 2023 is about the Tiffany Lock jewelry collection available on Tiffany's website, with 3,911 mentions.

e The highest volume of shared links in 2021 reached 722,259, while in 2023, it was 3,911, indicating a significant decline of 197.8%
compared to 2021.

e |n 2021, the top 10 shared URLs mainly originate from Louis Vuitton's website, representing various countries such as the France LV
website. Only one URL is a Twitter thread discussing BTS's invitation to the Seoul show.

e In 2023, the top shared URLs come from a variety of platforms including Facebook, Twitter, Instagram, and brand websites such as
Tiffany, Bulgari, and Louis Vuitton's official websites.

e Overall, the top shared URLs did not include media coverage; instead, brand websites and social media URLs were prevalent.



X (Twitter)Themes Top Stories
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e |n 2021, the major themes that gained popularity included the heightened anticipation for Louis Vuitton's Collection, the
unveiling of Louis Vuitton's Shibuya Men's Store in Tokyo by Virgil Abloh, and Louis Vuitton's partnership with BTS
ambassadors for a live show of #LVMenFW?21 from Seoul. The themes also included discussions about how the Men's Fall-
Winter 2021 collection by Louis Vuitton aims to delve into societal unconscious biases through the perspective of fashion
and style.

e In 2023, major themes included TiffanyAndCo's #ROSE Tiffany Lock campaign, Lisa from Blackpink in Celine in Paris, global
ambassadors collaborating with LVMH, and Jimin's collaboration with Dior, generating significant buzz in fashion circles and
among fans.

e |In 2021, The Louis Vuitton French website recorded the highest impressions totaling 745,340,415, and also had the highest
number of reposts at 722,189.

e In 2023, the Louis Vuitton European website garnered the highest impressions, totaling 49,009,399, with a focus on Louis
Vuitton's High Jewelry Collection by Francesca Amfitheatrof. Tiffany's website had the most reposts for the Tiffany Lock
Campaign, totaling 3,910 reposts.



Top Hashtags

[ (] [ ' [ [ [ [ ° [ °
Fashion Show - Louis Vuitton men's Fall/Winter show in Seoul 2021 Campaign - Louis Vuitton & People For Wildlife collaborate 2023
Top Hashiags T % I 1 ; -
Top Hashiags I 3 | WL F TR -
31 153124 13157 14358372
34439 1944110 1978549 1402023425
& 1884 NgEsE MASE0
W35 TEW0P TS T8 S0 1246527391
1 TBES 11887 15155949
WALG 125981 1£68EHY HoA4 28042
8147 2527 M08 5106732
2697 S33533 434031 254731609
238 g152 8590 2162990
286 130923 13170 106505819
1558 S904 Badsz 1154643704
a%4 1000 H 100988 MTH2384
18 Tu58 T4tk 18218973
289 1971 Q2241 GOFFR224
20 7238 F258 16028460
208 76455 Thdbd Ba5879H2
17352 5217 SFa9 QI05N4
341 &7 N7 L8060 56051044
LR LAY 2elld GlG4 086
2583 Gab0D G&BELY Fala44 H

e The top hashtag for 2021 is #louisvuitton, and for 2023, it is #serpenti.

e Both years share only two common hashtags, which are #louisvuitton and #jimjim.

* Interestingly, the highest number of impressions for both 2021 and 2023 is for #louisvuitton.
In 2021, it has the highest number of impressions at 1,402,023,425, and in 2023, the highest
number of impressions is at 115,643,704.

e The highest number of reposts for 2021 is at 1,944,110 for #louisvuitton.

* For 2023, the highest number of reposts is at 13,126 for #serpenti.
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In 2021, the highest number of reposts are from the BTS Kpop band’s account called as
@bts_bighit with 1146250 reposts.
In 2023, the maxiuum reposts are from @madamefigaro, a French magazine with 11903
reposts.
The highest number of posts in 2021 is from @louisvuitton account at 13270posts.
The highest number of posts in 2023 is from @poshmarkapp at 1503 posts.

1203

1598

Campaign - Louis Vuitton & People For Wildlife collaborate 2023
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Analysis of Most Mentioned X Posters (Tweeters)

Coding Category 2021 2023 Di 131-:'2:%
Brand LVMH 1 3 +2
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Media 1 3 +2

The most significant trend difference is seen in the Celebrity Fashion Designer category, showing a -3 difference. This is attributed to the fact that in
2021, Virgil Abloh, a renowned celebrity fashion designer, organized a "spin-off show" in South Korea, showcasing the brand ambassadors. Despite
Virgil Abloh's Fall 2021 menswear collection for Louis Vuitton debuting in Paris in January, the brand hosted a "spin-off show" in Seoul later in the
year, presenting 34 new looks and featuring famous K-pop ambassadors known as BTS. Notably, there were no posts related to celebrity fashion
designers in 2023.

The highest positive trend difference of +2 is noted in the Brand LVMH and Media category , indicating that LVMH and Media were more actively
posting content in 2023 compared to 2021.

In the Celebrity category, which predominantly included BTS band members and other K-Pop artists, there was a greater frequency of posts in 2021
compared to 2023. This can be attributed to their role as brand ambassadors for LVMH's show in 2021, where they actively promoted the brand by
participating in the runway.

In the Other Brand category there is +1 difference. Poshmark App, which specializes in selling both used and new fashion items, home goods, and
electronics, made it onto the list in 2023.

The majority of the X Posters in both 2021 and 2023 are either from LVMH brand handles or celebrities affiliated with LVMH as partners or
collaborators.



Reposted X Content (Re-tweets Summary) for 2021 vs 2023
Top 25

Coding Category 2021 2023 Di ;zg:ce
Brand LVMH 21 9 -12
IP 1 5 +4
Celebrity 3 2 -1 :::my
Media 0 2 +2 Brand LVMH
Influencer o) 3 +3 SIREIPTE
Organization 0] 4 +4 :Pﬂ

e The highest trend difference of -12 was observed in the "Brand LVMH" category, highlighting the significant
activity of LVMH brands like Louis Vuitton in 2021, particularly in promoting events related to the brand.

e |In contrast, the "IP" category showed a +4 difference, indicating that numerous fan-based accounts of K-pop
artists were sharing posts about LVMH events more frequently in 2023 compared to 2021.

e Categories such as "Media," "Influencer," and "Organization" were inactive in terms of reposting content in
2021 but showed activity in 2023.

e The "Celebrities" category did not exhibit a notable trend difference between the two years.

* The most reposted content originated from the official accounts of brands affiliated with LVMH in both years.



Demographics



Gender Split

Fashion Show - Louis Vuitton men's Fall/Winter show in Seoul 2021 Campaign - Louis Vuitton & People For Wildlife collaborate 2023

Demographics LVMH - Mnsha  Jul 04, 2021 = Jul 10, 2027
Demographics LVMH - Mrisha  Jan 28, 2025 - Feb 03, 2023
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e Female authors dominate the percentage of unique authors in both years.

e In 2021, there were a total of 56,517 authors, while in 2023, this number decreased significantly to 9,658, marking a decrease of
141.6%.

e The percentage of female authors decreased from 81% in 2021 to 69% in 2023, representing a significant decrease of 149.4% in
female authors from 2021 to 2023.

e Conversely, the percentage of male authors increased from 19% in 2021 to 31% in 2023, showing a significant increase of 111.6%
in male authors over the same period.

Note: The total number of posts with identifiable genders does not match the total number of posts in our data query



Top Interests
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Music
Family & Parenting
Fine arts

Books

3%

0%

8%

7%

Music 1143 15%
Business 1052 13%
Family & Parenting o%s 8%

Fine arts 581 1%

In both 2021 and 2023, Music remains the top interest, accounting for 31% in 2021 and 15% in 2023.

Family and Parenting ranks second in 2021 at 10%, but it drops to third place in 2023 with 8%.

Fine arts holds the third spot in 2021 with 8%, but it moves to last place in 2023 with 7%.

Books were of interest in 2021 but not in 2023, whereas Business became a subject of interest in 2023 but was
absentin 2021.

Music, Family and Parenting, and Fine Arts are common areas of interest in both years, all experiencing a decline in
interest in 2023 compared to 2021.

In 2021, there were a total of 10,332 unique authors, while in 2023, this number decreased to 3,372, reflecting a
decline of 101.5% in unique authors from 2021 to 2023.



Top Professions
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Artist 953 FEE% Artist 411 FES%

Student 563 BESte Executive 266 (255

Executive 243 0% Teacher & Lecturer 6% a5

Health practitioner 203 FHSS Student 65 el

e |n both 2021 and 2023, Artist remained the dominant profession, accounting for 38% in 2021 and 36% in
2023.

e Student ranked second in 2021 at 23% but fell to last place at 6% in 2023.

e Executive took the second spot in 2023 at 23%, having been in third place at 10% in 2021.

e Health Practitioner ranked last in 2021 at 8% and did not appear on the list in 2023.

e Teacher and Lecturer were in third place at 6% in 2023 but were absent from the list in 2021.

e The total number of unique authors was 1,962 in 2021 and 811 in 2023, marking an 83% decrease in unique
authors from 2021 to 2023.
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Fashion Show - Louis Vuitton men's Fall/Winter show in Seoul
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Google News Analysis Summary

Coding Category 2021 2023 Di :f;ir;:ce R
Internatll\loenvi Fashion 3 3 5 [ ] LN::nal
International News 6 6 0 LVMH
LVMH 4 4 0 Other
Other 2 4 +2

According to Google News data, International Fashion News platforms were the primary sources covering
LVMH extensively 2021. While International News platforms covering a wide range of topics were more
dominant in 2023.

The most significant negative trend difference, at -5, was observed in International Fashion News portals.
Conversely, there was a positive trend difference of +3 for National news and +2 for Other News.

There was no trend difference observed for International news and the LVMH website portal, as the
difference was zero. This indicates that both sources covered LVMH news equally in both years.

In summary, LVMH garnered greater coverage from International media outlets, indicating its global
presence and recognition.
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Overall Summary

The big-picture analysis shows that there has been a general increase in interest in LVMH over the past few years. The search volume has increased as
people become more aware of the brand globally because of the involvement of international collaborations and shows.

The benchmark comparison reveals significant social media buzz surrounding LVMH's fashion shows. In contrast, there is relatively less conversation
about the brand's campaigns related to the collaboration with People for Wildlife aimed at saving wildlife. Louis Vuitton is working towards becoming
the premier regenerative luxury brand by teaming up with People For Wildlife since 2023. Their joint effort, spanning five years, aims to revive
biodiversity in a 400,000-hectare reserve in northeast Australia. This initiative aligns with LVMH's goal of rehabilitating five million hectares of habitat
by 2030 and supports the UN Biodiversity Conference Agreement to protect 30% of the planet's land by the same year.

The hype surrounding LVMH's fashion shows peaks during and just before the event but quickly diminishes afterward.

Twitter has consistently been the leading platform driving conversations about the brand, with Tumblr following closely behind.

In terms of emotion, there's a consistent sense of joy among people discussing LVMH in both 2021 and 2023, indicating a positive sentiment of overall
brand image on social media.

Asia emerges as the most popular region, surpassing North America and Europe, largely due to the involvement of international celebrities like BTS. This
underscores the brand's global presence and the need to continue engaging with a worldwide audience.

Popular keywords associated with LVMH include Louis Vuitton, global, luxury, and fashion shows. Females lead the conversations about the brand as
compared to the male audience.

The top interest areas are Music, Family, and Parenting. In 2021 and 2023, Artists remain the predominant profession associated with LVMH.

The majority of LVMH coverage is on international news platforms, alongside their own social media handles and websites. This suggests a strong
presence in earned media and effective promotion of their products and events across their owned media channels.

The analysis indicates a significant disparity in popularity between LVMH fashion shows and events compared to campaigns focused on ESG practices.
There was minimal discussion about the campaigns, highlighting the need for LVMH to increase visibility through more collaborations.

It's clear that people associate luxury brands more with high-end shows than with environmental friendliness. As LVMH aims to become the first
regenerative luxury brand, it should leverage social media platforms to garner as much attention for its campaigns as it does for its fashion shows.
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