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The state of the 
luxury market



Since COVID-19,

online shopping demands for the 

Luxury Market have accelerated as

consumers seek convenience, accessibility

and immersive online experiences.



In 2024, the Luxury 
Goods market is 
projected to 
generate £13.24bn 
in revenue…



In 2024, the Luxury 
Goods market is 
projected to 
generate £13.24bn 
in revenue…

With Luxury 
Fashion accounting 
for £5.68bn.



Online sales are 
predicted to 
generate 20.1% 
of the total 
revenue for the 
Luxury Market. 



And over the 
next 3 years, 
online sales will 
take an 
increasing share 
of overall 
revenue. 



What organic challenges do Luxury Brands 
face as shopping behaviour shifts towards 
digital channels?

Q 



Reacting to 
changing search 

results and demand

Limited search 
volume for niche 

products

High competition 
against significant 
authority websites

The balance 
between quality and 

speed of assets

Showcasing trust 
and expertise for 
consumer search 

journeys



By leveraging a holistic Organic 
marketing strategy, Luxury Brands can 
turn these challenges into 
opportunities to connect with new 
customers and drive online revenue.



Organic results are changing 
and brands will need to react



AI overviews 
appearing in UK 

search results

There are two main changes we’re 
seeing this year

Organic shopping 
becoming more 

prominent



Organic shopping 
results have started 
to appear on high 
intent ecommerce 
terms that luxury 
brands will want to 
compete on.



Ensure your paid & organic teams are 
working together on the shopping feed.



AI overviews have 
started to roll out in 
the UK search results.



Luxury websites are heavy and 
this impacts pagespeed

 



Video is 
expensive and 
can be slow



High quality imagery 
is a trade off between 
performance and 
clarity



This will impact 
core web vitals



Create a free 
dashboard and 
monitor these 
metrics overtime.



Adopting a testing mentality



Test, Measure, Iterate, WIN.

TEST

TRY SOMETHING 
NEW

MEASURE

MEASURE ALL OF 
THE IMPACT

ITERATE

COME BACK FOR 
MORE

HYPOTHESIS

FORGET “BEST 
PRACTICE”



VariationControl



Control Variation



+24%
Organic search conversions

Continuous testing using to find out 
what works



Generative AI is now part of a 
marketers workflow



Have a human at the start and 
end of any process that 
involves the use of AI to 
generate content.



Human

Ideation

Prompt engineering

Expert knowledge
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Human

Ideation

Prompt engineering

Expert knowledge

AI

Creation

Human

QA

Expert review



There are some 
straightforward best practices 
that give a human element 
when using AI



Make your prompts clear and detailed



Fact check your AI outputs! 

Hallucinations can happen 
where false information is 
added which can harm your 
content.



AI won’t replace human expertise



Key Takeaways

→ Go beyond best practice and test your way to organic success

→ The search results are always changing and luxury brands will have to react to new 
features and options

→ Balance quality and speed with any of your imagery and video

→ Have a human involved in any use of generative AI



Digital PR takes the foundations of traditional 
PR, utilising the same brand-led tactics to 
build trust and authority through links, brand  
mentions and coverage in reputable and
relevant sites. 



The activity seeks to earn links from high 
authority domains (generally news sites) back  
to the target site to help influence a website’s  
rankings within search engines. 



UNLINKED 
MENTIONS

BUSINESS 
NEWS

COMMENT 
AGGREGATION

THOUGHT 
LEADERSHIP SURVEYS

DATA 
CREATION,

ANALYSIS & 
VISUALISATION

REPORTS & 
WHITEPAPERS

PRODUCT 
STUNTS

INTERACTIVE 
CONTENT

CAMPAIGNS

BROKEN 
LINKS

COMPETITOR 
BROKEN 

BACKLINKS

JOURNALIST 
REQUESTS NEWSJACKING QUIZZES OFFLINE 

STUNTS

CITATIONS & 
LOCAL LINK 

BUILDING

EXPIRED 
CONTENT 

LINKS

IMAGE LINK 
BUILDING

INDIRECT 
RANKINGS

SEO DIGITAL PR

There’s multiple Digital PR tactics 
available to us to help drive links and 
coverage



Through these tactics, you drive relevant 
coverage from target publications with 
engaged readers, helping to build trust 



You’ll  start to rank higher for your 
target money keywords



You’ll see domain visibility increase… 
sometimes to record heights



Google is taking content from 
across the web to generate 

'snapshots,' putting weight on 
content created by real people 
and sourcing information from 

trusted sources.

=

You need to consider the 
strength of your onsite content 

and aim to be that trusted 
source.  Consider the end user 
at all points in DPR strategies 

to drive awareness and provide 
desired information 

throughout the search journey.

Digital PR aligns perfectly with 
Google’s Search Generative Experience 
developments



Important trust 
signals across the 

internet

You need to ensure your DPR strategy 
is set to benefit…

Tone associated 
with your brand by 

third parties

Public perceptions 
of your expertise



News sites are naturally authoritative. 
Being associated and covered by one 
is a valuable trust signal proving to 
prospective customers that your 
business is reliable and credible. 



A brief example



Our customer is in 
the market for a 
new luxury bed.
And So To Bed is a 
brand in consideration 
but they don’t know 
too much about them.



As part of researching 
the brand, along with 
checking out their 
social media, 
TrustPilot reviews etc 
they may also check 
the news.



No coverage, or even 
negative press 
coverage that isn’t 
counteracted through 
proactive DPR activity 
could cast doubt over 
trust placed in the 
brand, preventing a 
conversion



But when googling 
And So To Bed, due 
to proactive DPR 
activity, we can see 
positive press 
coverage that 
showcases 
expertise



Positive news 
coverage that’s 
centred around 
expertise validates 
customer 
decision-making and 
adds a needed trust 
signal to the 
conversion process 



→ Expert comments are priceless nuggets of wisdom shared by 
industry spokespeople. 

→ These insights can come from experts within your organisation 
or be sourced externally.

→ Incorporating these comments, help give your DPR activities 
credibility and depth.

→ Expert comments are a great way to engage journalists and 
catch their attention. 

→ As a result, your efforts can help earn powerful backlinks from 
high-authority publications, contributing to improving your SEO 
performance and all-important E-E-A-T signals.

Leverage the power of expert 
commentary to establish trust 



Are they willing 
to help, and 
what is their 
availability?

How to find the right experts 
within your business 

Are they happy 
to be named 
and pictured 
and in some 

cases speak to 
journalists 
directly? 

Do they have 
any thoughts 
on the topic?

Do they have 
experience in 

the topic? 



Your business is 
brimming with 

newsworthy potential!



But where is it and      
what can it do?



Your business itself naturally has newsworthy potential. 
There is appetite from specific press to hear about what 
your business is doing and there’s key questions you can 
ask yourself: 

→ Have we grown in the last year? 
→ Have we won any awards recently?
→ Have we launched a new service or product?
→ Have we made any new hires?
→ Have we moved offices?

Digital PR Strategy

Your business 1

Finding your internal assets



Every business is brimming with experts. From your 
Head of Product, to Head of Finance to specific 
engineers, customer service reps etc etc. 

Journalists need expert voices, so find those within your company. 
Consider: 
→ Who can speak as an authority on your business? 
→ What parts of the business are interesting and can be applied to the 

general public? 
→ Do your people have any notable thoughts or opinions?

Digital PR Strategy Finding your internal assets

Your people2



Your data is inherently interesting, and your business is 
full of insights that reflect consumer behaviour and show 
trends, this matters to the public. So ask yourself: 

→ What data do we have to hand? 
→ Do we have insights on customer behaviour? 
→ Would readers be interested in our data and what can it highlight?  
→ Can you display your data for journalists?

Digital PR Strategy Finding your internal assets

Your data3



All stories benefit from a human interest angle at the core 
and your customers are key to providing that. PR activity 
should tap into issues that impact customers and so the 
people themselves should illustrate stories. Work with 
your database of customers to find: 

→ Those that can talk about an issue you want to highlight 
through PR 

→ Those with success stories where your business has helped 

Digital PR Strategy Finding your internal assets

Your customers4



Key Takeaways

→ Expert comments are priceless nuggets of gold that add authority to your digital PR 
activity and help to position you as a thought leader in your industry

→ Digital PR is an effective way to establish your brand as a trusted source not just with 
Google but also potential customers

→ Your business is brimming with newsworthy potential, utilise business wins, your people, 
your customers and your data to leverage quick wins.



Connect with us on 
socials:

@impressiondigital

impressiontalk
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@impressiontalk


