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ABSTRACT 

The current research aims to explore the impact of Massclusivity campaigns (massive 
and exclusive) (Brogi et al., 2009; Silverstein & Fiske, 2003) on the brand love of online 
brand communities. In this sense, this study comprises (i) the analysis of the meaning 
and perception of luxury, (ii) the marketplace associated to luxury – with a focus on the 
fashion consumption segment, (iii) and the impact of trends such as digital luxury and 
Massclusivity. We intend to explore the dynamics of the selected market based on the 
core of relationship marketing concepts, brand love, brand communities and consumer-
brand relationship. 

Currently, the world is facing a democratization of luxury (Kapferer & Valette-Florence, 
2016; Truong, McColl & Kitchen, 2009), and it became critical to understand how it 
affects the traditional luxury consumers.  Formerly, luxury was all about ostentation, 
status seeking and social approval and, as a virtue of that, its customers demanded 
exclusivity and exceptional quality (Silverstein & Fiske, 2003). Globalization has 
allowed many luxury fashion magazines to be available worldwide, and also made 
information exchange possible. Moreover, the digital era offers a set of benefits to 
brands, and one of these benefits is the ability to offer content in distinct platforms 
(Okonkwo, 2009). By using the digital environment, masses started to relate with 
certain lifestyles (connected to luxury consumption) and start craving accessible luxury 
products (Brun & Castelli, 2013). So, the research questions that emerge in this study 
are: (i) does a Massclusivity campaign impacts consumers’ brand love towards the 
brand? (ii) how does massive luxury affect the love or hate of the luxury fashion brands’ 
online communities? 

A netnography analysis (Kozinets, 2002; Brown, Kozinets & Sherry Jr., 2003) was 
developed concerning the interactions between the selected brands - a luxury fashion 
brand, Gucci, and a mass market fashion brand, H&M – and their respective online 
brand communities on Facebook (a social networking platform), during a specific 
period of time defined according to the launch of Massclusivity campaigns by each of 
these brands. Concerning the sample, we collect a total of 12,842 interactions (10,691 
interactions for Gucci and 2,151 for H&M). We analyze Gucci community members’ 
interactions from March 2017 to March 2018. Concerning H&M, we consider the 
interactions from July 2017 to March 2018. 
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When comparing the results achieved for both brands, Gucci reveals the highest polarity 
average associated to its members’ interactions. When comparing the interactions 
analyzed from H&M consumers, Gucci’s interactions had more positive sentiments. 
Consequently, we induce that the massive luxury campaigns had more positive results 
for the luxury brand that promote a massclusivity collection (Gucci) than for H&M who 
developed a co–branding massclusivity campaign. 
 
This research provides valuable insights not only for luxury brands but also for the 
fashion market in general. In this research we were able to put in evidence that despite 
the low impact on brand love of online brand community members, the development 
of massclusivity campaigns have several impacts identified, such as: (i) generate 
awareness towards the brand, (ii) increases consumers’ engagement on social network 
platforms, and (iii) promote communities’ expansion. We may argue that these 
consequences are directly related to the curiosity that these marketing strategies 
generate towards the brands, which may be considered powerful to luxury brands who 
intend to diversify their audience and become competitive among a traditional sector. 
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