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Word From DLG.

China’s social media landscape is undergoing a
rapid transformation. UGC has emerged as a
decisive factor in shaping the online journeys of
Chinese consumers.

The driving force behind this shiff is the growing
demand for both the quality and authenticity of
online content — needs that brand-produced
assets alone can no longer fully safisfy. In
confrast, UGC — recommendations, feedback,
and reviews shared by consumers themselves —
has been gaining ever greater influence over
purchase decisions. Af the centre of this evolution
stands RedNofe.

Today, 90% of all content on RedNote is created
by everyday users, with more than 6 million new
posts and 60 million comments published each
day, covering every facet of contemporary
Chinese lifestyles. This makes brand visibility on
the platform one of the most direct and authentic
indicators of market heat, while also reshaping
how brands approach social media in China.

When we launched the first edition of the
RedNote Luxury Index in 2022, many luxury
brands had yet to establish a presence on the
platform, which remained largely dominated by
beauty. Three years on, RedNote has evolved info
a core pillar of luxury brands’ digital strategies in
China. Fashion now surpasses beauty in share of
voice — yet compared to mass-market sectors,
luxury adopfion remains relatfively measured.

In this year’'s RedNofe Luxury Index, we once
again join forces with with RedNote analytics
platform Xinhong, defines benchmarks for the
luxury sector across four pillars: Brand, KOL &
KOC, Feeds, and Search. Using our proprietfary
RISE (RedNote Influence & Strategy Evaluation)
methodology, we identify the brands with the
strongest brand voice, investment effort, and heat
on RedNote today.

We hope this report provides both a clear picture
of where the industry stands and a source of
inspiration for how brands can navigate — and
thrive in — China’s evolving social media era.
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PABLO MAURON.
Managing Partner China & Board Member
DLG
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Word From Newrank.

As China becomes the “core engine” driving the
growth of the global luxury market, an increasing
number of fop infernational brands are
accelerating their efforts to deeply cultivate this
fertile ground. They must not only adhere to the
global brand idenftity that has been passed down
for a century, but also understand the cultural
confext and emofional needs of Chinese
consumers. They need to convey their brand
essence through classic products while also
finding the dialogue code with Generation Z and
the new middle class amid the waves of
youthfulness and digitalization.

Undeniably, this “China adaptation battle” in the
global luxury market is essentially a deep
integration of “global vision”™ and “local wisdom,”
testing brands’ ability to balance cultural

resonance, user frust, and commercial conversion.

As a content technology company deeply
engaged in new media data, datfa is the “key” for
us fo decode the connection between global
brands and the Chinese market, and it is also the
core advantage of our collaboration with the

professional institution DLG this time. Through this

joint release of the report, we focus on RedNote,
a “key ground” for global brands localising in

China. Relying on the deep collaboration between

both parties in platform data mining and brand
research, we present to our clients a true picture
of internatfional brands” marketfing in the Chinese
market — from the adaptability of content
strategies fo the depth of user interaction, from
the creation of frending topics to the
accumulation of long-term brand awareness.

In the future, Newrank will continue to take data
as the foundation and technology as the key,
deepening its support for global brands’ insights
and helping global brands, including luxury
brands, achieve dual growth in “global brand
power” and “local influence”.

Thank you once again to all sectors for your
attention and support of this cooperation. We
look forward to working with more industry
partners and global luxury brands in the future to
explore the best path for infernational brands fo
localise and share the booming opportunities in
China’s luxury market.

DI | oy #ils | #iLL

WEIYU CHEN.
President
Newrank
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Download the RedNote Beauty Index, released this September,
M eThOd O I Ogy featuring 70 premium beauty brands across skincare, makeup,
and fragrance categories.

130 bra nds iiisfjﬁ‘i;e 2025

i Fashion 70 brands Performance is analysed using:

@ Jewellery 25 brands

Brand account @ Influencer paid
and content P

performance collaboration

® Watches 23 brands
E Srand ; Search volume
rand mentions by brand and

and social buzz keyword

® Wine & SpII’ITS 10 brands
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01. Overview

° What does the RedNote community mean for luxury brands —
and how should they approach this audience with a structured,
strategic mindset?

® 1.1 A New Luxury Community 7
1.2 Consumer Journey 10
1.3 Executive Summary 12
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A N ew LUXU ry CO mmun |-|-y TOP REGIONS BY LUXURY COMMUNITY SIZE ON REDNOTE

Demographic

i
On RedNote, the luxury community has a disfinct demographic profile. Data
C . - . . . Guangdong o
reveals a significant concentration in specific regions of China, with
Guangdong and Jiangsu leading in community size. For hard luxury sectors
like Watches and Jewellery, the age distribution is more mature, with a Jiangsu e
larger proportion of users in the 25-34 and 35-44 age brackefts.
i Zhejiang
AGE DISTRIBUTION OF THE LUXURY COMMUNITY ON REDNOTE \
‘ Shanghai
Fashion RIS 27.6% 14.5%
' Shandong e
Jewellery [EFiVA 19.5% 23.6%
' Beijing e
Watches FRF2 19.2% 23.5%
‘ Henan
Wine & Spirits 18.1% 23.5% 16.7%
* Sichuan
L1 10.4% 24.8% 17.5%
Hebei
E<18 mi18-24 m25-34 = 35-44 >45
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A New Luxury Community

Fan base

An analysis of the fan base distribution across categories reveals significant In contrast, the Watches and Wine & Spirits categories exhibit a much more
differences in their level of recognition and market maturity on the platform. compressed fan base distribution, with a lower median and fewer outliers. This
Fashion and Jewellery show a wide range in their fan base size, with a high points to a more niche and specialised level of recognition, particularly on a
concentration of brands in the mid-range and significant outliers. This indicates platform where women make up /0% of the user base.* The more uniform

a mature market where a few powerhouse brands have achieved exceptionally distribution and absence of large outliers in these categories highlight a stable

high recognition, driving overall momentum for the category, while the majority but less dynamic brand presence, where brands generally have a smaller but
of brands maintfain a strong, consistent presence. more targeted following.

FAN BASE DISTRIBUTION BY CATEGORY ®
800K
700K Louis Vuitton
600K
Dior
500K ,
Gucc Outliers
400K Chow Tai Fook
300K Songrmont Tiffany & Co.
Longchamp
200K
Top 25%
100K Hublot
oK }- Bottom QS%

Fashion B Jewellery M Watches B Wine & Spirits

*Data source: RedNote
Note: The line within the box represents the median; the X' symbol indicates the average.
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A New Luxury Community

Growth rate

On RedNote, fan base growth reveals two distinct patterns across luxury In contrast, the Watches category, with its smaller average fan base, also shows
categories. While Fashion and Jewellery have wide fan base ranges and mild a significant negative growth across several brands, but is distinguished by
average (both at 13.7%), their overall growth is modest and highly varied. A few high-performing outliers like Rado, Richard Mille, and Tudor, which have
brands of fashion with negative growth highlights this volatility. Nevertheless, growth rates exceeding 100%. This suggests that despite low momentum, with
both are capable of high-momentum growth, with outliers like Chanel in a median growth rate 10.0%, there is significant potential for rapid fan base
Fashion (amassing 20,000 followers in just one month) and brands like Qeelin growth within this niche. Conversely, the growth pattern in Wine & Spirits

and Laopu Gold in Jewellery demonstrating this potential. shows very limited momentum, with a low median growth rate at 5.5%.

GROWTH RATE DISTRIBUTION BY CATEGORY ®
o,
250.0% Rado
200.0%
Richard Mille
(New Account)
Chanel
150.0% (New Account)
Tudor
100.0%
Damiani
Qeelin
50.0% Laopu Gold
O'O% “
-50.0%

Fashion & Jewellery M Watches M Wine & Spirits

Note: The line within the box represents the median; the X' symbol indicates the average.
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Consumer Journey

Full funnel engagement framework

Brand & Product Product seeding &

Lead conversion & User Advocacy &
awareness Interest build

Data capture WOM Amplification

Awareness Interest True Interest Purchase/Leads Share
Definiti Passive exposure to a Users show initial interest and Branjég’rrsﬁﬁlgnc;rgg—grrlven D?r\q/g?fvrcifmc?;r?r#irsglzse Emotionally driven
enntmon — yrand or product form brief recall aeep o sharing behaviour
exploration conversion signals
Typi.cal Launch screen view In-feed content reading Proactive search Leads generation Enthusiastic posting
action Feed exposure Curiosity-driven interactions Repeated in-depth reading 1:1 Conversation with BA* Positive commenting

(&= (- e (0 - e o - e
oy “ ‘F
~ User £ - “:,
journey . e
= ‘ : £ - y ,
® %"

*Brand Ambassador
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Consumer Journey
BKFSC framework

The KFS framework, infroduced by RedNote in 2022, serves as a guideline for This refined framework provides a strategic roadmap for luxury brands. It allows
brands to optimise their communication and investment on the platform. them to intelligently allocate resources across each segment — from building
However, for a luxury audience, the framework’s scope must be expanded. brand awareness to driving sales — based on their current market penetration
Luxury brands, unlike FMCG brands, need to establish a distinct brand and specific business objectives.

presence (B) and a clear path to conversion (C). This necessitates an

augmented approach that incorporates these additional elements to form the

comprehensive BKFSC framework.

KOL & KOC Conversion

Brand visibility and social

Paid and free influencer E-commerce business or

Activities centered o buzz driven by both paid Brand desirability and ) .
- , - activations between brands - other conversion-driven
Definition around a brand’s official - ads from the brand and visibility reflected by user
and celebrities, KOLs, and . L efforts by brands on
RedNote account organic user-generated search activities
KOCs the platform
content
* Commercial notes™ volume
+ Follower growth and profile * Level of engagement of . ,
- : + Share of voice * Search volume * EC conversion rate
+ Level of follow activity commercial notes : . -
Performance . : » Audience sentiment * Share of search » Data capture capability
Level of engagement * Influencer mix effectiveness L : .
Benchmark . R « Content virality * Search ads performance * Drive-fo-store capability
+ Confent oufput frequency * ROl of influencer acfivations
: . . * In-feed ads performance * Brand zone performance
+ Confent quality and resonace ¢ Alignment with brand
messaging

* A commercial note refers to any brand-sponsored post published by an account and facilitated through or reported on Pugongying.

RedNote Luxury Index 2025 - 11
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Executive Summary.

|. Fashion dominates the premium sphere

[
C) Once seen as a beauty-led platform, RedNote has evolved into a core arena for luxury conversation.
Fashion now accounts for 50.0% of share of voice — well ahead of beauty’s 2/.29% — reflecting a clear
shift in consumer intent and content focus.

Il. Early stage of the consumer journey

/ﬁ Compared with beauty, most luxury consumers remain in the early stages of their consumer journey on

RedNote — one-third of searches are only brand-name driven, indicating a phase of brand discovery
rather than conversion.

lll. Paid collaborations remain limited

Luxury brands leverage far fewer paid influencer posts (9.9 per brand per month) than beauty (152.6). This
gap reflects how most luxury players are still prioritising brand account building over influencer
collaboration on the platform.

RedNote Luxury Index 2025 -+ 12
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Executive Summary.

>}

V. Video outperforms but remains underutilised

Although video makes up only 28% of total brand content, it captures 45% of readership — suggesting
brands should prioritise richer storytelling formats to maximise engagement.

V. A developing KOS ecosystem

E Nearly all fashion and jewellery brands now connect offline retail with RedNote via official accounts, and
o © over half have adopted certified brand ambassador programmes provided by the platform — signalling a
move toward more integrated and brand-aligned social selling.

RedNote Luxury Index 2025 + 13



02.Brand

engaging users on the platform?

® 2.1 Fan Base

2.2 Posting Frequency

2.3 Level of Engagement

2.4 Content

2.5 Milestone Activation

° A brand’s official account is the foundation for marketing on
RedNote. Which brands are best at capturing attention and

15
17
19
21

23
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Fan base

Growth rate

A strong correlation exists between outlier fan growth and high-impact celebrity ~ These growth patterns reveal distinct market structures. Fashion’s ecosystem is

marketing. Top performers leverage strategies from major ambassador mature yet dynamic, with titans like Louis Vuitton securing immense net growth

announcements (Rado) and sustained star collaborations (Saint Laurent, Qeelin)  while agile players challenge the status quo with high growth rates. In contrast,

to niche partnerships (Richard Mille), while Chanel secure an impressive net the Jewellery and Watches industries are more polarised, where challenger

growth in one month by its strong debut on RedNote. brands like Rado achieve breakout growth rates against the steady, volume-
driven presence of established players like Tudor.

FAN GROWTH RATE VS. NET FOLLOWER GROWTH (6M) ®
Chanel (New Account) 100% Rado o
50% ° 241.8% 25%
Saint Laurent o o
Loro Piana 90% Damiani 180% Richard Mille
. (New Account) o
40% 80% Qeelin 20%
Songmont 70% 1309 Tudor ‘ Glenfiddich
30% . Laopu Gold ° 15%
% 60% Cloudy Bay
= 50%
z 20% ol 10% ‘ The Vacal
= ouls Vulitton o e Macallan
S 40% 80%
10% 30%
20% 30%
0% 10%
-10K 40K 90K ° 1 oK K
Lanvin 0% I'geﬂﬁh Absolut
-10% -10 10K 30K 50K
Net follower growth OK 20K 40K 60K -20%
Fashion Jeweller Watches Wine & Spirits
y p
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Fan base

Active followers™

A brand’s active follower rate is crifical for organic virality on RedNote, as it Brands with low active follower rates often struggle because their content lacks
signals the algorithm to amplify brand contfent. The distribution reveals a clear authenticity and resonance, or because followers acquired through broad
maturity gap: Fashion and Jewellery show high, consistent active follower rates campaigns or celebrity endorsements aren’t genuinely interested in the brand.
above a /0% median, signalling a mature content engagement. In contrast, To drive sustainable engagement, accounts must become community hubs to
Watches and Wine & Spirits exhibit a much wider, polarised performance, cultivating an acftive follower base for long-term organic growth. This requires a
indicating a less established playbook for fan engagement for their official strategic shift to value-driven content, combined with active user interaction
accounts on RedNote. and authenftic influencer collaborations.

ACTIVE FOLLOWERS DISTRIBUTION BY CATEGORY ¢
100.0%
90.0%
80.0%
70.0%
60.0%
50.0%

Kate Spade

40.0% ICICLE
Calvin Klein Laopu Gold

30.0%

20.0%

Fashion [1Jewellery M Watches B Wine & Spirits
* Active Followers is a benchmark defined by Xinhong, leveraging machine learning trained on user behaviour to identify the proportion of highly
engaged users, measured through actions such as likes, comments, favourites, and shares.
Note: The line within the box represents the median; the X' symbol indicates the average
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Posting frequency
Monthly posts

Content strategies on RedNote clearly diverge by industry. Fashion and These unique content rhythms are closely tied to each industry’s specific
Jewellery maintain a high-frequency, consistent cadence for market relevance. marketing calendar. Fashion’s March peak aligns with the global fashion show
Watches adopts a more measured, mid-frequency cadence, whilst the Wine & season. Similarly, Watches concentrates its posting into a sharp April peak,
Spirits industry maintains only a minimal baseline presence. The February dip driven by the "Watches and Wonders” event. Meanwhile, Jewellery’s cadence
across all categories is not a decline, but a strategic post-Lunar New Year reset shows a sustained build-up from March to May, indicating a clear strategic
common fo the luxury sector in China. focus on the 520 festival.

AVERAGE MONTHLY POSTS PER BRAND BY CATEGORY* ®
35
30
25
20
15
10
° 66 6.1 6.6

4.6 °-8 : 5.4
0

January February March April May June

Fashion Jewellery Watches e===\Wine & Spirits
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02. Brand

Posting frequency

Posting efficiency

The posting activity on RedNote is a direct reflection of each category’s market
scale and potential readership. Fashion and Jewellery command the largest
readership. This justifies the high content volume from brands in these sectors,
as the potential return is obvious. In contrast, Watches and Wine & Spirits
operate within a more niche audience, with a correspondingly lower content
output and a significantly smaller total readership ceiling.

DI | 7% &R | Bl

For Fashion and Jewellery, the two industries commanding the largest
audiences, success lies in surpassing the category average. Outliers like Dior
and Qeelin are doubly successful, excelling well above their peers. While
brands like Rado and Hennessy are strong performers relative to their own
trendline, their success is scaled within a smaller market, showing that a
brand’s ultimate reach is defined by its category’s ecosystem.

READERSHIP VS. POSTING VOLUME (6M) °
Avg.
18M ‘ 25M oM Rado 2.0M
Dior Hennessy
-léM Qeelln 8M -].8M ®
14M Louis \éumon 20M - 16M
12M ) oM 1.4M
o .
c  10M ® P;::I::;T.mgi] 15M 12M
) e efficiency 5M
% aM Tory Burch o ' 1.0M
e Long_eﬁamp aM
6M o ° 10M 0.8M
~ Chopard
AM % 8 P SM H.L:I_b|OT 0.6M .
9. ... 0 Avg.
[ § 2M e
M o ot SM [ 0.4M
o e
0 200 400 OM ) OM 0.0M o-%
Posting volume 0 200 400 0] 100 200 300 0] 50 100 150
Fashion Jewellery Watches Wine & Spirits
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Level of Engagement

Engagement volume

Jewellery emerges as a standout in content efficiency. Despite confributing a The engagement efficiency gap remains a significant challenge for the niche
moderate 15.0% of the total post volume, it captures an impressive 22.3% of luxury sectors. Watches contribute 9.2% of posts but secure only 6.4% of the
the total engagement, proving its content is highly resonant and punches well engagement, while Wine & Spirits is the most challenged, with 1.5% of content
above its weight. In contrast, Fashion achieves its dominant 44.4% generating a mere 0.5% of engagement. The success of Jewellery provides a
engagement share through a strategy of massive scale, producing the largest clearer lesson for niche categories: a targeted, high-quality, and culturally
share of content on the platform at 41.1%. While effective, its efficiency on a resonant content strategy is more likely to yield outsized returns than

per-post basis is less pronounced than Jewellery’s. attempting to win on sheer volume.

SHARE OF POSTS VS. SHARE OF ENGAGEMENT BY CATEGORY ®

50% 40% 30% 20% 10% 0% 10% 20% 30% 40% 50%

ation a4 o
Jewellery 15.0% [ 22.3%
Watches 9.2% _- 6.4%

Wine & Spirits 1.3% II 0.5%

5530 I P 2o

B Share of notes W Share of engagement
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Level of Engagement

Engagement type

The engagement breakdown reveals a consistent industry pattern on RedNote: based content. In contrast, a higher share of “Favourites” points to strong
while lightweight “Likes” form the vast foundation of interaction (~80%), the purchase intent and aspirational value, signifying that users are saving content
true strategic insight lies in the mix of deeper engagement signals. The ~20% for future reference. This highlights the need for a nuanced content strategy,
of engagement composed of “Comments™ and “Favourites” serves as a crucial where brands must decide whether to priorifise fostering discussion or creating
barometer for brands. A higher share of “Comments” indicates strong savable, inspirational visuals fo meet their specific business goals.

community depth and discussion, often driven by technical or knowledge-

ENGAGEMENT BREAKDOWN BY CATEGORY

12.9% 10.1%

80.7% 76.9% 80.9%

Fashion Jewellery Watches Wine & Spirits

m Like Favourite ® Comment
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Content.

Content pillar

Shoes, Bags & Others

49.8%

¥

Jewellery

@

Entertainment

9.3% 9.5% 3.3%
® ° & _Q\ °
Wi ‘% i
' | ’ o |
Travel | Hobbies & Inferests | ’ Bag Hobbies & Interests
9.2% 4.0% 2.9% 2.6%

| TR | L

From the content pillars of brand notes, we can analyse how content is
concentrated within each brand’s own category. This data also reveals how
brands are leveraging other content pillars to enrich their messaging and
aftract different consumer types.

A : | : .
@ % 'k

Watches o Wine &

54.4% Spirits
B e
I—I . . . . .
Home & Decor | Sports & Fitness | Travel | Hobbies & Inferests
12.2% 5.8% 19.3% 8.3%

Transportation Travel | Entertainment

Sports & Fitness

4.4% 4.5% 6.5% 2.7%
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Content
Content Type

Luxury brand strafegies show a significant misalignment between posting effort
and audience impact. Text & Image notes remain the dominant format by
volume, accounting nearly /0% of all content, yet this high-volume format is
outperformed by video. This creates a critical strategic dilemma, as video
production is significantly more costly. Simply abandoning the more cost-
effective T&l format, which forms the foundation of content calendars, is not a

viable option.

29.0%

48.4% | 51.6%

71.0%

Fashion

DL | o i | BALL

Given this, the challenge isn’t just making more video, but making the massive
volume of text & image content work harder. To boost readership, T&l content
must align with RedNote’s search-and-discovery nature. Brands must evolve
static T&l posts from simple “"ads” into high-utility, savable resources. This
involves creating valuable carousels (like styling guides or comparisons) and
writing keyword-rich, detailed captions, fransforming the post from a passive

broadcast into a resource users will actively consult for future reference.

CONTENT FORMAT EFFICIENCY: POST VOLUME VS. READERSHIP SHARE

23.5%
36.9%
63.1%
76.5%
Jewellery
Share of

content volume

*Inner cycle: Share of estimated readership volume; Outer cycle: Share of post volume

28.9%

47.6% 52.4%

71.1%
Watches
Share of Video
readership note

33.0%

54.1% 45.9%

Wine & Spirits

Text & Image
note

35.0%

44.8%

Beauty
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Milestone Activation

Overview

A brand’s marketing calendar in China is shaped not only by its own key
activations but also by five crucial local marketing milestones. These include
the cultural celebrations of Lunar New Year, alongside the two paramount
shopping events, Singles’ Day and 618. As a vital communication channel,
RedNote serves as a key lever for amplifying these milestone-driven
conversations, which require a multi-pronged approach encompassing
brand-led activation, organic discussion, and paid influencer marketing.

Milestone Monitoring period*

Qixi Festival (2024) 26 July — 10 August
SmgleSDay(2o24) ........................................................ 2 7OCTOber_nNovember ..............................
LunarNeWYear(2025)QJanuary_24January ...........................................
520Feshva|(2025) ......................................................... 5 May_QOMay ...............................................................
6183h0ppmgFestlva|(2025)3June_18June ............................................................

*The date ranges shown do not refer to actual festival days, but the full monitoring periods, including brand warm-up campaigns and
related platform activities.

DL | 77 7R | #Ael

MILESTONE ACTIVATIONS ON REDNOTE

Local campaign

. Tiffany BRE (5%
RRETIUND | LOYSHEEMLock... %

* 2% - FERENLNe 8E

Product launch Influencer
collaboration

o’
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Milestone Activation.

Brand account

On RedNote, the level of posting uplift during key milestones reveals a The festival-by-festival view highlights these differing priorities. Fashion and
cafegory’s reliance on the general marketfing calendar. Jewellery, with less Jewellery maintain a consistently stfrong presence across all key events,
seasonality of its own, strategically uses these milestones for a “pulsing” effect underscoring their broad and ongoing relevance. Watches, by confrast, show a
to create moments of heightened activity. In contrast, Fashion’s relatively flat far more selective pattern of activity. Their distinct peaks and froughs point to a
volume reflects a more balanced brand-building presence, as its main specialised campaign calendar, likely centred on specific product launches
activations are tied fo ifs own industry calendar, such as Fashion Weeks, rather designed to maximise impact during gifting occasions such as Qixi, while

than these specific consumer festivals. deliberately steering clear of the noise surrounding major e-commerce festivals.

BRAND ACTIVITY UPLIFT DURING KEY MARKETING FESTIVALS AVG. BRAND POSTING VOLUME ACROSS KEY FESTIVALS
0.84 0.86
Fashion e 16
14
0.85 0.92 12
Jewellery ®
10
0.59(-0%) 0.59 8
Watches @
6
019 0.24 4 A
Wine & N =
Spirits . ., 2 —
2024 Qixi 2024 Singles' 2025 LNY 2025 520 2025 618
Day
Avg. o1l posts [ Avg. daily posts Fashion Jewellery Watches —e=Wine & Spirits
(milestone periods) (Non-milestone)
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Milestone Activation

Brand account

Brand activation during milestones does not guarantee a surge in consumer strategies on their owned e-commerce platforms.

engagement efficiency on RedNote. The luxury engagement resurgence in HI

2025 was most pronounced not during e-commerce events like Singles” Day This tfrend reveals distinct strategic priorities. Jewellery and Watches lean

and 618, but during culturally resonant campaigns around Lunar New Year and heavily info the gifting nafture of Lunar New Year and 520 to achieve their
520. During sales-driven festivals, luxury brands likely focus their RedNote highest engagement efficiency. In contrast, Fashion’s more stable performance
content on subtle, brand-aligned messaging to drive traffic or awareness for reflects a consistent, “always-on” brand-building approach, showing less
specific collections, while concentrating their ultimate conversion-focused dramatic efficiency peaks during these specific consumer-facing festivals.

BEYOND THE CAMPAIGN BLAST: FESTIVAL ENGAGEMENT EFFICIENCY INDEX (H1 2025 AVERAGE = 1.0)*
THE POWER OF “ALWAYS-ON”
2.0
On RedNote, the consumer journey starts well
before a festival’s peak. As a review and 1.6
discovery platform, user search activity and

engagement with authentic UGC often surge 1.2

in the weeks leading up to a milestone as they

build their consideration lists. To capture this 08

intent, brands must shift from a last-minute 0.4

campaign blast to an always-on seeding

strategy, ensuring their products are part of 0.0

the organic conversation long before the final 2024 Qixi 2024 Singles' Day 2025 LNY 2025 520 2025 618
purchase decision is made. Fashion Jewellery Watches —e=Wine & Spirits

*The Engagement Efficiency Index compares the average engagement per post during a
specific festival to the HT 2025 average.

RedNote Luxury Index 2025 - 25



Milestone Activation.

Commercial notes

Paid content is a primary lever for amplifying brand voice during key festivals.
Across every major milestone, Fashion consistently contributes the largest share
of commercial nofes, reflecting its massive scale. 520, Lunar New Year, and
Qixi emerge as significant batftlegrounds, atftracting the highest fotal volume of
paid collaborations. These cultural celebrations provide a fertile ground for
brands fo leverage diverse influencer mix, moving beyond pure product pushes
to explore rich storytelling and aspirational themes.

OWNED VS. PAID CONTENT
ON MILESTONES BY CATEGORY

TTL 2024 Qixi
Notes

Fashion 7,112
Jewellery 3,440
Watches 1,323
Wine & Spirits 348

% of commercial notes 2025 618
m % of brand notes

2024 Singles' Day

2025 LNY

2025 520

DL | o i | BALL

While Fashion leads in scale, categories like Jewellery exhibit a strategic,
targeted approach. Considering its smaller brand pool (25 brands versus
Fashion’s 70), Jewellery’s active participation in the paid content market during
giffing-focused milestones like 520 and Lunar New Year is parficularly nofable.
During these periods, Jewellery’s share of the paid conversation becomes far
more significant, indicating an efficient deployment of partnerships fo maximise
impact during its most relevant seasons.

COMMERCIAL NOTES BREAKDOWN BY MILESTONES
I Total posts: 1,042
. Total posts: 665

I Total posts: 1,093

Total posts:
1,442

I Total posts: 540
Fashion Jewellery Watches ® Wine & Spirits
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02. Brand

Milestone Activation

Consumer intent

The evolution of organic WOM notes shows that consumer discussion on
RedNote is driven by genuine cultural relevance, not just brand activation. This
is evident during Lunar New Year, a period of intense brand marketing where
organic discussion paradoxically hits a low point. This isn’t a conflict with brand
strategy, but shows that during this family-focused holiday, users are less
engaged in confent creation, with organic energy resurfacing around
personally relevant, aspirational moments.

WOM NOTES EVOLUTION BY MILESTONES

Fashion Jewellery
250K 1200 80K 500
1000 70K
200K 400
60K
800
150K 50K 300
600 40K
100K 30K 200
400
20K
50K 200 100
10K
OK 0] OK 0]
2024 2024 2025 2025 2025 2024 2024 2025 2025 2025
Qixi Singles' LNY 520 618 Qixi Singles' LNY 520 618
Day Day

= WOM notes
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The peaks of organic discussion occur during Qixi and 520, when gifting drives
engagement. These moments align with RedNote’s core behaviour— seeking
inspiration and sharing aspirational purchases. For Fashion, Jewellery, and
Watches, they are key periods for authentic, peer-driven conversations. The
June surge for Wine & Spirits came from The Macallan’s new packaging, which
reignited interest in its craftsmanship and heritage. This shows the most
effective strategy is fo align with moments of genuine consumer desire.

Watches Wine & Spirits
60K 400 7K 60
50K oK 50
300 5K
40K 40
4K
30K 200 30
3K
20K oK 20
100
10K 1K 10
OK 0 OK 0
2024 2024 2025 2025 2025 2024 2024 2025 2025 2025
Qixi Singles' LNY 520 618 Qixi Singles' LNY 520 618
Day Day

Brand notes
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03.KOL & KOC

® 3.1 Commercial Notes
3.2 Influencer Marketing: Paid

3.3 Celebrities

3.4 Key Opinion Consumers

3.5 Key Opinion Sales

° Influencer marketing is essential for brands looking to connect
with local audiences. How are brands performing when it comes
to investing in influencer-driven content on RedNote?

29
34
36
38

40

'O | 7% R | AL
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CQ mme rcia I N otes KEY CONTENT PILLARS ADOPTED BY LUXURY BRANDS

VALUE-DRIVEN

Scenario: Building and reinforcing long-term brand
equity by communicating evergreen brand DNA and
values, such as craftsmanship, brand ethos, and
sustainability.

Content: In-depth content from experts, influencers, or
media partners exploring the brand’s heritage and core
values fo build reputation and top-of-mind awareness.

Overview

A commercial note refers to any brand-sponsored post published by an
account and facilitated through or reported on Pugongying (B~ Z&). This
markefing approach enables brands fo collaborate with influencers under
platform supervision, promoting products, campaigns, or brand values
through sponsored content. Today, such paid UGC can often generate
greater impact than brand-owned content on RedNote.

5 Budone SR dde bl

CAMPAIGN-DRIVEN

Scenario: Short-term promotional pushes for key
activations, including offline events, seasonal campaigns,
and major marketfing milestones.

Content: Thematic influencer collaborations targetfing
specific talking points fo amplify share of voice, drive

PAID CONTENT STRATEGY MATRIX: PENETRATION VS. INTENSITY

120 event participation, and boost sales conversions.
Jewellery
= 100 88.0% adoption
2 104.4 avg. notes
O
s 80 PRODUCT-DRIVEN
9] Fashion Scenario: Driving consideration for new product launches
o 60 91.3% adoption or sustaining desire for evergreen hero products.
g 54.8 avg. notes Content: Content formats like unboxings, reviews, and
S = A ‘ \8’\8”8;‘ SOFI"”'? aspirational “glam shots” designed to showcase the
= Watches .0% adoption . . . .
E - 58.3% adoption 41.3 avg. notes product, stimulate purchase intent, and drive conversions.
20.9 avg. notes
0

40.0% 50.0% 60.0% 70.0% 80.0% 90.0% 100.0%

Penetration rate
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Commercial Notes

Volume of commercial notes by category

The frequency of paid content reveals a clear strategic divide. Jewellery is the The outliers highlight specific strategic goals. In Jewellery, extreme volume from
most aggressive category, with the highest average posting volume, signalling from Chow Tai Fook aims for mass-market saturation, while high frequency

an investment-heavy and competitive landscape. In sharp contrast, the from Bulgari defends a top-tier position. In Fashion, brands like Coach and
Watches category employs a notably muted paid strategy with the lowest Longchamp use paid content as a strategic accelerant, pulsing commercial
median frequency and a highly compressed distribution. Fashion and Wine & notes to amplify their existing organic momentum. A single outlier like

Spirits also follow a more conservative and selective approach to paid content Glenfiddich in Wine & Spirits represents a concerted market-building effort in a
compared to the Jewellery sector. nascent cafegory on the platform.

MONTHLY VOLUME OF COMMERCIAL NOTES BY CATEGORY ®
120.0
100.0 Chow Tai Fook
80.0
Bulgari
60.0 Chaumet
Dolce&Gabbana
Loewe
40.0 Longchamp
Max Mara o
20.0 Coach Glenfiddich

Fashion & Jewellery M Watches B Wine & Spirits

Note: The line within the box represents the median; the X' symbol indicates the average
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Commercial Notes.

Investment and return

Investment in commercial notes varies dramatically across the luxury sector. Crucially, a higher return on investment is not correlated with a higher volume
The entire luxury landscape’s paid volume is dwarfed by the Beauty industry’s of posts. The data shows that Jewellery is the champion of efficiency, delivering
colossal oufput of over 61,000 noftes, framing the luxury approach as more the highest average readership and average engagement per post. Fashion
targeted and less reliant on saturation. Within this space, Fashion and Jewellery  follows as another strong, high-efficiency performer. This proves that on

are the leading investors, indicating a significant paid media presence. In RedNote, success is not dependent on the scale of paid investment. A category
contrast, Watches and Wine & Spirits are far more conservative, with a smaller like Jewellery can achieve superior per-post performance with less volume,
volume that suggests a highly selective, niche strategy. highlighting the paramount importance of content quality and resonance.

AVG. COMMERCIAL NOTES PER BRAND AVERAGE POST PERFORMANCE BY CATEGORY

915.4 Average readership per note  (Eng. rate) Average engagement per note

(67 brands)
Jewellery

38159.3 (4.84%) 1848.4

Fashion
34056.1 (4.22%) 1438.7

104.4
(22 brands) Beauty
si8 30885.2 (4.46%)

(63 brands) 41.3 .
20.9 (8 brands) Wine &

(14 brands) 201332 [ spirits 1200.1

. (4.20%)

Watches
(4.55%)

1377.8

Fashion Jewellery Watches Wine&  Beauty 22965.7
Spirits

1045.2
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Commercial Notes.

Commercial intensity

The luxury sector operates on a “less is more” principle on RedNofte. Its paid
content footprint is the smallest of any category (0.3% of volume) yet is
incredibly potent, capturing a disproportionately larger 5.2% share of
engagement. This selective sfrategy results in an exceptional 1/.9x Impact
Multiplier, proving luxury brands leverage their off-platform equity fo create
high-impact activations rather than aiming for mass-market saturation.

Automotive Luxury Style &
samples Trends
Industry*
% post
(Paid post VS. 0.5% 0.3% 2.9%

Organic posts)

% engagement

(Paid post VS. 11.8% 5.2% 42.4%
Organic posts)

Impact

multiplier* 23.5X 17.9X 14.7X

*Data for other Industries is sourced from industry tags defined by Xinhong. The benchmarks represent the typical performance across a
wide range of relevant consumer categories on the RedNote platform.

**Impact Multiplier: Measures the efficiency of paid content by dividing its share of engagement by its share of volume.

DI | o5 #ilE | #ALL

This high-leverage model is a consistent pattern for success across high-
consideration industries on the platform. The Automotive sector employs an
even more extreme version, achieving a massive 23.5x multiplier. Similarly,
aspirafional categories like Style & Trends (14.7x) and Finance (10.7x) show
powerful results. This confirms the winning strategy for high-value goods is not

competing on volume, but using targeted, resonant paid confent to efficiently
activate a passionate, niche audience.

Finance Sports & Celebrity & Art &
Fitness Entertainment Design

2.2% 4.4% 4.7% 1.3%

23.9% 25.0% 18.6% 3.8%

10.7X 5.7X 4.0X 3.0X
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Looking at commercial notes, we can assess whether collaborations are sfill
primarily product-focused, or if brands are instead tapping into wider
narratives — such as jewellery brands linking with emotional or horoscope-
driven topics, or watchmakers partnering around sports themes — to
diversify their audience and enrich brand perception.

Commercial Notes.

Content pillar

%
i

Fashion

Shoes, Bags & Others

43.7%

§ —
At
[ po
S

Seall
m
oy -

Beauty & Personal Care

Entertainment

3.3%

Note: For luxury brands with a beauty division which is also communicated under a same account, commercial note data also covers beauty-related

collaborations.

3.0%

Jewellery

Watches

iH

Wine &
Spirits

Food & Beverage

77.0%

5

Transportation

Home & Decor

Transportation

# 1 s
Styling Travel Travel Sports & Fitness Travel Hobbies & Interests
28.5% 9.3% 9.6% 7.5% 10.6% 4.2%
| g | | o . ﬂ.,(p i
4 u P O—5 —
W = NEREE |

Lifestyle

3.8%

3.8%

2.1%

1.8%
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Influencer Marketing: Paid

Influencer collaboration pool

Across the luxury sector, brands overwhelmingly concentrate their paid content
investment in the middle of the influencer pyramid. In Fashion, Jewellery, and
Watches, Mid-tier and Micro KOLs receive the vast majority of commercial
collaborations (/8% to 94%,). This reveals a clear strategy that prioritises a
“strategic sweet spot” blending professional content quality at a reasonable
cost and perceived authenficity of a more niche following, making them highly
efficient partners.

INFLUENCER TIERS
BY FOLLOWER COUNT

. Celebrities (verified on RedNote)
@ oo KOLs: >500K followers
Mid-tier KOLs: 50K - 500K followers

Micro KOLs: 5K — 50K followers

KOCs & Everyday consumers:
<5k followers

DL | o i | BALL

Whilst the mid-funnel focus is the norm, niche categories exhibit a more
specialised approach. Wine & Spirits is the most fargeted, with 94% of its
collaborations focused exclusively on the middle tiers, reflecting its need for
credible enthusiast voices to educate consumers. In contrast, Jewellery’s
relatively high investment in KOCs (15.5%) suggests a strategy that also values
generating a higher volume of authentic-looking content to build broad-based
desire, showing a sophistficated matching of influencer fier to category needs.

Wine & Spirits influencers:
300

N/A  —

5.0% —I

53.3%

40.7%

1.0% —
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Influencer Marketing: Paid.

Influencer types

“a

Fashion e
30.3%
o I
& - I
Beauty & Makeup | Travel
19.0% 12.0%
)
W. :
Entertainment Photography
7.2% 9.2%

Jewellery

QL | 7% % | FieL

When it comes fo influencer types, we see much greater diversity. For the
four major luxury categories, the share of category-specific influencers does
not exceed 35%. Brands are increasingly collaborating with influencers from
travel, photography and gastronomy, seeking fresh perspectives and

creafive storytelling.

g ‘.

B

-
1

e N ! .
WaTCheS Styling | Wine & Food & Beverage
5257 Spirits 33.0%
AL A
Trave Sports & Fitness Travel |
15.3% 10.1% 18.7%
_j’ LG -/’\ ¢

@

Transportation

Home & Decor

Lifestyle

8.6%

6.0%

5.3%

4.5%
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Celebrities

Overview

Unlike Weibo, RedNote’s algorithm is less conducive to viral, fan-driven SPONSORED POSTS BY CELEBRITIES

celebrity content, while stricter platform controls have also increased
collaboration costs. Consequently, luxury brands typically showcase
celebrity collaborations on their owned brand accounts rather than via
personal channels. Although very few brands invest in celebrity commercial
notes, these posts consistently deliver significantly above-average
performance, proving their high impact when strategically deployed.

ADOPTION OF CELEBRITIES IN COMMERCIAL NOTES BY CATEGORY

Avg. posts
by brand
: 17 brands
Fash
ashion (27.0%) 3.7

MO —ERERDTE

FEOGUR T, 870 B 00 R seosaf ;
Jewellery 8 brands 3 3 R S R eaR 6 i‘iisr:h]:s 2” er Clash F WA, ...
(36.4%) ° Quazszs ywo (D3e

3 brands
Y o
Wine & Spirits S (bor;:)ds 0 }
B % of brands using celebrities

,{l\ 283 HeCong (3
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Celebrities.

Expertise & Fame

The broad appeal of celebrity “Fame” consistently and dramatically outperforms
Top KOL "Expertise” in generating sheer engagement volume. In every luxury
cafegory, average engagement per celebrity is significantly higher, most
notably in Watches (over 1,000% more engaging). This demonstrates that
celebrity star power and mass-market reach act as powerful amplifiers, creating
huge spikes in brand conversation and visibility that even respected specialists
cannot match.

ENGAGEMENT PERFORMANCE: CELEBRITIES VS. TOP KOLS

8460.1 14682.6
Fashion . &
8818.1 18255.1
Jewellery '

2151.3 24104.0
Watches . 4

N/A 4153.9
Wine & P .
Spirits

Avg. engagement: Celebrities ® Avg. engagement: Top KOLs

DL | o i | BALL

However, the engagement rate reveals a nuanced efficiency. While celebrities
drive higher overall engagement, top KOLs often convert viewership info
interaction with comparable efficiency. This is particularly noticeable in Fashion,
where the engagement rate disparity is lower than Jewellery and Watches. This
highlights a strategic choice: leverage celebrities for tentpole moments, while
deploying Top KOLs to build credibility, educate, and drive high-quality
consideratfion with a more discerning audience.

ENGAGEMENT RATE: CELEBRITIES VS. TOP KOLS
(Average engagement / Average readership)

[¢)
7.3% 6.0%

6.1%
5.7%
5.2% 5.3%

3.9%

N/A

Fashion Jewellery Watches Wine&Spirits
Celebrities ®mTop KOLs
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Key Opinion Consumers*®

Overview HOW TO DISTINGUISH A SPONSORED KOC NOTE?

Whilst over 90% of organic luxury buzz originates from everyday Paid KOC notes are designed to appear as authentic UGC fo integrate

consumers, a strategic hesitation exists towards KOC collaborations. Only Seamle,SSIy into user fesds. Hovx{ever, fo ensure-fhey drive brand awareness and
, are discoverable, they are typically characterised by the following elements:

29% of luxury brands collaborate with creators who have fewer than 5,000

followers, significantly lower than the 84% seen in Beauty. This reluctance

stems from concerns over limited influence, inconsistent content quality, Visuals: Clear. hiah-aualit
isuals: Clear, high-quality

and brand fone alignment. Most brands engaging KOCs operate in the images or videos with the
accessible luxury segment, such as Longchamp and Songmont. product prominently displayed.
Brand mentions: The brand
name is clearly stated in the
title or body, may including an
ADOPTION OF KOCS IN COMMERCIAL NOTES BY CATEGORY “@” mention of the official
Avg. posts account.
by brand
Product naming: The specific
: 20 brands a ol = i o biiongoliame i Bt product name or its common
Fashion (31.7%) 4.6 ; #ERRS #EPIRIE B0/ #8 market “nickname” is used.
Branded hashtags: The post
Jewellery o Lenmels 63 ol includes official brand-owned
(27.3%) go Xira EREBRFE ; . or campaign-specific hashtags.
Qroez {220 (Dss
3 brands
Watches 6.7
(21.4%)
Longchamp
. . 2 brands
Wine & Spirits 1.5
P (25.0%)

B % of brands using celebrities

*Key opinion consumers (KOC) refers to all user accounts with fewer than 5,000 followers, excluding media and verified institutions.
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Key Opinion Consumers

KOC performance

Within the luxury sector, KOC performance is clearly stratified, revealing how
each category’s nature aligns with the platform. Fashion KOCs are the
undisputed leaders, delivering the highest average readership (8,566) and
engagement (275) with a superior engagement rate (3.21%). This dominant
performance stems from the category’s perfect synergy with RedNote’s visual,
trend-driven ecosystem, where the core user behaviour of sharing new finds
and personal style creates a constant stream of authentic content.

FROM “PRODUCT SEEDING”
TO “CULTURAL SEEDING”

Given that mass-seeding high-value items is
impractical, the strategic role of the luxury
KOC and small KOLs must shift from product-
focused endorsement fto communicating
brand DNA pillars. Collaborating with
influencers influential in fields like art, design,
or business, brands can generate authentic
content exploring themes of craftsmanship,
cultural resonance, or heritage. This approach
leverages their authenticity to tell a deeper
brand story, achieving “cultural seeding”
without distributing physical product.

DL | o i | BALL

In conftrast, the "hard luxury” categories of Watches and Jewellery show the
lowest per-creator performance. This is not due to limited activation —
Jewellery in particular often leverages KOCs — buft rather the aspirational
nature of these categories on RedNote. Confent featuring high-value, long-
purchase-cycle items fends to spark passive appreciation and “saving” for
future goals, rather than the immediate, high-volume discussions seen in more
accessible segments. The result is a quieter form of engagement.

AVERAGE KOC PERFORMANCE BY CATEGORY

Average readership per KOC  (Eng. rate)

Fashion
8566.3 (3.21%)

Beauty
6669.5 (2.87%)

Wine &

2080.7 NN spirits

(2.74%)

Watches
3463.0 (2.76%)

Jewellery
3204.6 (2.57%)

Average engagement per KOC

275.0

191.5

11.7

95.7

82.2
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Consumer
journey

Key Opinion Sales.

Overview

It has become standard practice for luxury brands to have their offline BAs

create accounts on RedNote. They allow them fo communicate directly with ‘
Awareness

local clients online and onboard them into private domain, such as WeChat
or WeCom. Notably, the proportion of luxury brands adopting official sales
cerfification surpasses the 49% seen in Beauty. This indicates that luxury
brands recognise the impact these BAs have on their brand image and are
favouring a more infegrated, structured approach fo their management. ‘
Interest
FORMALISING KOS STRATEGY ON REDNOTE*
RedNote’s official KOS tool lets brands link ambassadors’ personal
accounts to the main brand account, enabling performance tracking and
official verification that builds consumer trust.
Purchase
Fashion Jewellery Watches Beauty
Offline BA
presence
97% 96% 96% 89%
Brands with Share
certified BA (Loyalty)
accounts
53% 60% 48% 49%

*Due to the unique retail model of the Wine & Spirits category, the sales presence of its brands on RedNote is not included in this analysis.

Actions

Post: Showcase new
collections, product details, and
styling tips.

Engage: Comment on relevant
brand and product posts (KOLs,
UGC) to increase visibility.

Post: Create content on unique
product features or brand
events to drive boutique visits.
Chat: Answer direct messages
for consultations.

Post: Highlight product
availability for direct, high-value
fransactions.

Convert: Drive followers to
WeChat/WeCom for private
appointments & personalised
clienteling.

Engage: Inferact with client
posts featuring brand items to
drive advocacy.

Chat: Build client groups for
exclusive previews & community
management.

DI | 7% i | #el

Objective

Build credibility & Capture
attention: Position KOS as a
trusted expert, capturing early
discovery and building a
follower base.

Build trust & Drive
consideration: Use
professional credibility to ease
hesitation and guide followers
to exclusive experiences.

Clienteling & Sales conversion:
Convert a public follower into a
private client lead, providing
personalised service and
facilitating direct sales.

Foster loyalty & Repeat
business: Turn one-fime
buyers into loyal members of
the KOS community,
encouraging repeat purchases
and creating a self-sustaining
advocacy loop.
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04.Feeds

° The feed is the core of every RedNote user experience — for
reading, discussing, and sharing. Brand awareness generated
through UGC serves as a true indicator of market heat and

visibility.

® 4.1 Word-of-Mouth Notes 42
4.2 Influencer Marketing: Organic —— 47
4.3 Hashtag Marketing 49
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Word-of-Mouth Notes.

Share of Voice*

\BRAND(ACCOUNTNAME)\ CATEGORY \

The volume of word-of-mouth notes reflects a brand’s share of voice on

RedNote. Most of these notes, centred on the brand and ifs products, come o Chanel (B2%JLCHANEL) Fashion 8 4%
directly from real customers or potential customers. They indicate the level

and intensity of discussion around the brand on the platform. Unlike search

volume, this type of UGC is offen generated from post-purchase sharing 3 Hermés (HERMES) Fashion 7.2%
and can also serve as a proxy for the brand’s actual market share.

Chow Tai Fook (B X18

(¢)
4 CHOW TAI FOOK) Jewellery 4.6%
5 Dior (DIORJEER) Fashion 4.5%
WHAT IS WORD-OF-MOUTH NOTE? ¢ °
' —of - ®
In this report, word-of-mouth nofes 6 Gucei (GUCCH) Fashion 3.2%
(FHE£1C) refer to any user-
generated post on RedNote, as
el oy Ailveris] s it Eoliesla, 7 Miu Miu (Miu MiuZ4) Fashion 2.9%
where the text (including title, bodly,
or hashtags) features a brand or its
product.
@R DIORAZEE QMY EHEIZIRE 8 Rolex** Watches 2.7%
2025 S FBRASIARRAT), BTHEILHN
RiHERDIORME G EF, RBEAXBRRNE, B
{34 Kim Jones B Z& 7 i B 554 A0 1 (EE,
= I 9 Coach (Coach5Z 1) Fashion 2.6%
#dior #IR #5 B #B L OB #XASHEHTF #
10 Loewe (LOEWEZ &) Fashion 2.6%

*Share of Voice: the proportion of brand- or category-related WOM
notes out of all WOM notes
**The brand doesn’t have an official RedNote account.
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WO r.d _Of_ M Ou.l.h N O.I.eS SHARE OF VOICE BY CATEGORY

B | Sy | ,‘v“."ﬁ{z§%l- ey e b{.@. S
pads “'fﬁi. e ---\w---' ﬂ‘lh“m

Share of Voice

Fashion overwhelmingly dominates the conversation on RedNote, capturing
a full 50.0% of the Share of Voice with the highest average word-of-mouth

. e . “svt‘aé“"b ; ¢ : ﬁ\;ﬂ’r‘ :
note by brand. Jewellery and Watches form a significant secondary fier, -:‘ ;::.':'-;_‘: 3 :mt;,’,—“a ”“"L = =it
with Jewellery showing more vibrant activity even beyond Beauty. Wine & e% % < M’C" g o |
Spirits remains a marginal niche category af just 0.4%, indicating limited : :’“‘-&“ e s o - E
. e LT VR S S T TR L_'-.’.;"; 'l =
UGC ftraction on the platform. Rl | Ll m%.ﬂ%z )
e s :“;g:‘;s

3 r«-mu--v q-!-\ r"rr ngﬁ"""

.»Wa .—.wﬂ Fow | R |

} _-q-v—n- --.’ un' u--l e

AVG. MONTHLY WORD-OF-MOUTH NOTE VOLUME PER BRAND

ST el

,',.ﬁ?\ .~~w-‘ y

ALY
.

Median: 1020.0 Average: 3085.7

1N 5
1 5
Fashion i : 4410.7 o
1 WS 4}
i E >w’%:
| : ¥
Jewellery i | 3535.5 gsag\"
1 N
; s
1
Beauty i 2396.8 |
: | .
i ! Q)
Watches i 1979.6 i \\
: i
i i
Wine & Spirits 272.9 ! !
1 1
1 1
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Word-of-Mouth Notes.

Monthly evolution

Following the quiet Lunar New Year period, luxury categories showed
distinct growth trajectories. Wine & Spirits was the breakout star, with its
growth index rocketing to nearly 500 by June, driven by a peak of
discussion on The Macallan. Both Jewellery and Watches displayed robust
growth, nearly doubling their January baseline, yet their paths differed.
Jewellery saw a sharp, dramafic spike in March, while Watches followed a
much steadier climb.

CATEGORY WOM NOTE GROWTH INDEX (JAN 2025 = 100)*

500
450
400
350
300
250
200
150

100
50

Jan Feb Mar Apr May Jun

Fashion Jewellery Watches —e=Wine & Spirits Beauty

*The Category WOM Note Growth Index sets the month with the lowest volume (January 2025) as the baseline index of 100. All subsequent monthly

values are calculated relative to this baseline to show the evolution of growth and momentum.

l)l.|
G

MONTHLY WOM NOTE BY CATEGORY

Fashion

393,377

175,782

Jan Feb Mar Apr May Jun

Watches

64,152

34,235

Jan Feb Mar Apr May Jun

Beauty

243,699

94,222

Jan Feb Mar Apr May Jun

Jewellery

112,081

57,278

Jan Feb Mar Apr May Jun
Wine & Spirits

6,697

1,434

Jan Feb Mar Apr May Jun

Total

795,548

362,951

Jan Feb Mar Apr May Jun

R | RAED
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Word-of-Mouth Notes

Brand performance

Fashion indisputably owns the pinnacle of discussion, with giants like Louis This hierarchy proves that top-tier share of voice is tied to enduring brand
Vuitton, Chanel, and Hermés achieving outlier volumes that reflect their deeply equity, not fleeting campaigns. To build this long-term on RedNote, brands
entrenched status as ultimate symbols in China’s luxury market. In Watches, the =~ must focus on consistent cultivation rather than short-term advertising. This
significant organic hype for Rolex and Audemars Piguet — brands even without  involves fostering authentic narratives around heritage and craftsmanship,
an official RedNote presence — highlights their immense brand equity. delivering powerful products, and nurturing a genuine community of

However, this is also a major missed opportunity to directly engage and shape influencers and consumers. By doing so, brands can embed themselves into
the conversation within their passionate community on this crucial platform. the platform’s cultural fabric.

WORD-OF-MOUTH NOTE VOLUME BY BRAND ®
Fashion anesimole Sunsnd s W o0 00 - Hermes Louis \/uiﬁon
Chanel
Cartier Chow Tai Fook
Jewellery — = se os oo oo I§h|gari
Longines Rolex*
Watches — e s o o 1% 5

Audemars Piguet*

Wines & ;I'he Macallan

Spirits Hennessy
OK 10K 20K 30K 40K 50K 60K 70K 80K 90K 100K TIOK 120K 130K 140K 150K 160K 170K 180K 190K 200K 210K 220K 230K 240K 250K 260K

Typical performance range (Middle 50%) | Median

*Brand don’t have an official RedNote account.
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WO rd — Of_ M O u'l'h N O-I-eS By analysing word-of-mouth notes, we gain insight info how people talk
[ ]

about luxury brands and from which angles. These posts are created not

Content pillar only by KOLs but also by everyday consumers, media outlets and brands
themselves. Their distribution provides valuable input for opfimising both
owned content strategies and paid collaboration approaches.

| | @ | ¥, . ' :
?‘L, : : é,.. : 9 l'?

Fashion o Jewellery | Watches Wine & et
55.4% 80.0% Sp|r|1's 78.4%
| A | ’ | | |
‘.‘ L — 2 "Q\‘\
' : ° 1 1 . ’ b}-’» . .
Styling Travel Home & Decor | Shoes, Bags & Others Travel | Technology
27.4% 5.9% 5.3% 4.0% 6.4% 3.1%
--.-:-l‘;g* Sy =1 ,-:-i:gf"‘“ Ei i
W= . = ; | e : T
Entertainment Home & Decor | Travel Entertainment Home & Decor | Hobbies & Inferests
2.4% 1.9% | 3.5% 2.2% 2.5% 1.3%
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Influencer Marketing: Organic

Influencer distribution by tier

The creator base for organic luxury discussion is overwhelmingly composed of A stark contrast emerges when comparing the creator fiers. While the organic

KOCs and everyday consumers (<5K followers), who represent 70-80% of all discussion is driven by a massive KOC base, brands’ paid collaborations are

users posting about these categories. This grassroots structure is most heavily concentrated on Mid-tier and Micro KOLs. This reveals a clear strategy:

pronounced in Fashion and Jewellery. In contrast, Wine & Spirits has a slightly leveraging KOCs for authentic reach while investing in mid-funnel creators who

higher proportion of Micro KOLs in ifs creator pool, suggesting its organic balance professional content with strong engagement. Top-tier KOLs and

conversation is shaped more by niche enthusiasts. celebrities remain a small fraction of the paid landscape, reserved for major
campaign amplification rather than sustained community building.

INFLUENCER TIERS 5
BY FOLLOWER COUNT '

Wine & Spirits (n=3,489)

. Celebrities (verified on RedNote)

0.1% —
@ 7op KOLs: >500K followers 0.6% —l
Mid-tier KOLs: 50K - 500K followers 1.9% —
_ 03.0% —
Micro KOLs: 5K — 50K followers
68.2%

KOCs & Everyday consumers:
<5k followers
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Influencer Marketing: Organic.

Influencer efficiency

A significant disparity exists between influencer presence and the engagement
they generate. While KOCs and Micro KOLs form the vast majority of creators
(over 95%), their share of engagement is disproportionately small. Conversely,
the elite group of Mid-tier to Celebrity KOLs, representing less than 5% of
users, drives 34% of the total engagement. This highlights a clear hierarchy
where a small, influential core commands the conversation’s impact.

THE DISPARITY BETWEEN INFLUENCER PRESENCE AND IMPACT

0.1% 2.4%
Celebrities ]

0.3% 6.5%
Top KOLs P —

o 4.0% 24.6%
Mid-tier P ®
KOLs b
. 20.1% 37.1%
Micro - -
KOLs
29.4% 75.5%
KOCs &

Distribution of influencers @ Share of engagement

DL | o i | BALL

The efficiency index reveals Top KOLs are the most potent engagement drivers
per creator. However, a successful RedNote strategy cannot ignore the
grassroots foundation; the volume and authenficity of KOCs and Micro KOLs
are crucial for credibility. Therefore, luxury brands should adopt a dual-pronged
approach: collaborate with top-tier KOLs for high-impact “tentpole” moments,
while simultaneously empowering the broader KOC and Micro KOL community
through seeding programs to build a sustainable, authentic brand presence.

INFLUENCER EFFICIENCY INDEX
(Average engagement per influencer by tier)

10770.3
9895.3

2983.9

901.0
189.8

Celebrities Top KOLs Mid-tier KOLs Micro KOLs KOCs
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Hashtag Marketing.

Overview

On RedNote, brand-owned hashtags are critical strategic assets, fransforming There’s a significant disparity in hashtag usage between paid and organic
simple brand names into searchable digital ecosystems. For users, leveraging content. While commercial collaborations ensure hashtag inclusion, driving
these hashtags in their confent validates status, showcases taste, and fosters organic adoption requires inspiration, not enforcement. Brands must create
belonging within an aspirational community. This user adoption is invaluable: it compelling hashtags that offer genuine ufility or a strong sense of community.
creates a powerful, evergreen archive of authentic social proof, directly The ultimate goal is to build a brand narrative so desirable that users actively
boosting brand visibility in search results and feeds. This is the core mechanism leverage the hashtag, thereby boosting the discoverability of their posts and
for organic discovery and peer-driven seeding on the platform. ensuring broader exposure within their peers’ feeds.

BRAND HASHTAG USAGE IN PAID VS. ORGANIC CONTENT

Keyword type Example Marketing objective
Brand name (e.g., #80K70 Ensure brand visibility in search and feeds and _ 40.2%
OMEGA) reinforces authority in peer-driven discussions Fashion )
30.4%
Brand Brand value (e.g.. #81K5 Embed lifestyle narratives that resonate with
CEGF4ETEDNA) consumers seeking identity alignment
sowciery T -
Evergreen content (e.g.. #2& Sustain long-tail discovery by anchoring the brand W Y 49.6%
T=Eif%) in recurring consumer needs and interests
Category or collection Promote a thematic range while fostering a shared _ 24.1%
(e.g..#ZEGNASUMMERZ26)  space for consumers to exchange experiences Watches )
56.7%
Product
Specific product Spotlights hero items and drives UGC around
(e.g.. #L VExpress ownership, usage, and peer validation.
Milestone activation (e.g., # . L . Wine & Spirits .
M F27) Rallies UGC participation during cultural or brand 20.0%
Campaign moments, amplifying buzz through community
Brand event (e.g., .
i v storytelling
#l.oroPiana B —##% m Hashtag penetration in commercial notes B Hashtag penetration in WoM notes
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Hashtag Marketing

Case study: Cartier

During key local milestones, Cartier consistently activates its evergreen BALLON BLEU QIXI LIMITED EDITION LAUNCH
hashtag #k# I 5 H # 4L (Cartier Festival Gifting). This curated hashtag

page not only highlights branded and influencer content, but also features
a customised cover and advertising support that links directly to its WeChat
Mini Program for purchase. For this year’s Qixi, the hashtag spotlighted a
special edition of the Ballon Bleu watch exclusively released for Qixi.

FHTEIRA,

S Cartier

ENEEMEsuen

HASHTAG PAGE PERFORMANCE (JAN-AUG)
#RM I 5 BE AL (Cartier Festival Gifting)

2500K T 520 Qxi 50K
Valentine’s Day

_ 2000K 200K o
% - BRI 51530
5 1500K 150K &
o %
12 2
o 1000K 100K )
kS LLl
8
(e

500K SO0K Hashtag page WeChat Mini
4 Program
OK ( OK

Jan Feb Mar Apr May Jun July Aug
New

Nofes 25 34 3 7 187 2 8 13 ‘/

—e—\/iewership growth Engagement
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05.Search

° RedNote functions not only as a social platform but also as a

search engine. Search trends reveal how sought-after your
brand is in China — and what consumers are thinking about you.

® 5.1 Why Search Matters 52
5.2 Brand Trends 53
5.3 Keyword Trends 55
5.4 Brand Zone 57
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Why Search Matters

Searching on RedNote has become a critical part of the Chinese HARNESSING SEARCH FOR BRAND PRESENCE

consumer’s online journey. It serves as a key touchpoint for both pre-
purchase decisions and post-purchase advice. As the platform’s search
ecosystem continues to mature, a brand’s exposure is no longer limited to
passively appearing in search results. By leveraging Brand Zones, Hot
Search Terms, and SEQO, brands can now proactively enhance and
reinforce their presence in user search behaviour.

A GLIMPSE ON SEARCH OF REDNOTE*

Monthly users seeking
! 170 M purchase advice

(o) Daily active users = '
600M+ g 70% using search prumrsazmen  siuan

e Ty
Daily QV e k 90% Active search share g fop

B;ilz-: o 42% New users using ')

Daily QV o (-+ search on Day 1

*Source: RedNote Data Platform and industry analysis; refers to the entire RedNote ecosystem, not limited to the luxury industry.

Prada 20252 R | 8
BOTHE ABRETR
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Brand Trends.

Search volume by category

The search volume data on RedNote reveals a compelling hierarchy of specific audiences.

consumer inferest across luxury categories. Contrary to the raw volume,

Jewellery emerges as the most sought-after category, with a remarkable The high per-brand search volume for Jewellery underscores its premium value
average of 2.18 million searches per brand. This significantly outpaces Fashion, and the high level of intfent from users, who are highly motivated to search for
which, despite its large number of brands, has a per-brand average of 1.88 specific brands within a smaller, concentrated market. This contrasts with
million. Watches and Wine & Spirits have a considerably lower average, Fashion, where the high fotal volume is distributed across a much larger
suggesting a more niche, less-frequent search behavior among their brand- number of brands.

DISTRIBUTION OF SEARCH VOLUME LEVEL OF SEARCH VOLUME BY CATEGORY
180M 3.0M
160M
25M o
B 44.5% &——— 14oM 2,175,505 | 514624 5
eauty 44.5% £ 120M T 20M 2
E 1,877,593 o
> T00M £
o 15M 2
5 80M <
(%) O
= 60M 1.OM §
40M oy
Fashion 36.1% &——— 601,317 0.5M <
20M
oM — 114,151 0.0M
L h Fashion Jewellery Watches Wine & Spirits Beauty
llery 14.9% searc
Jevv://;;r])és y 10/: :: volume 131,431,506 54,389,884 15,032,936 1,141,510 162,023,667

Wine & Spirits <0.1% m Total search volume © Avg. search volume by brand
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Brand Trends

Search volume by brand

DI | 7% &R | FALL

On RedNote, search volume is a direct reflection of a brand’s desirability and The most telling observations come from the outliers: Louis Vuitton (~16M) and
mindshare. This data reveals that while outliers drive massive conversation, the Chanel (~1IM) exist in a tier of their own, their immense search volumes

typical brand’s engagement is more modest. Jewellery leads all categories with confirming a dominant market leadership that has evolved into a cultural

a median search volume of approximately 1./M, followed by Fashion at O.8M. phenomenon. Furthermore, the prominence of rising stars like Coach and Miu
In contrast, Watches and Wine & Spirits show a more concentrated range and Miu coincides with their buzz of becoming highly sought-after brands.

lower medians, suggesting that their niche positioning makes it challenging to Jewellery leaders like Chow Tai Fook and Van Cleef & Arpels, perfectly mirrors
compete with the top maisons.

18M
16M
14M
12M
10M
8M
oM
4M
2M
oM

market frends and underscores their powerful desirability in China.

SEARCH VOLUME DISTRIBUTION BY BRAND ®

Louis Vuitton e

Chanel °

Ralph Lauren R Chow Tai Fook
Coach e
Miu Miu
Hermes ©
—_—

Dior

Van Cleef & Arpels

B Fashion

Note: The line within the box represents the median; the X' symbol indicates the average

Rolex ©

Longines ©

! X !

Jewellery B Watches B Wine & Spirits
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DISTRIBUTION OF SEARCH VOLUME BY KEYWORD TYPE

Keyword Trends.

Brand-related Product-related Experience or
Keyword Types purchase-related

Search keywords offer a clear window into the consumer’s journey,
indicating their level of brand familiarity and purchase intent. By analysing

the top 10 keywords related to our brand pool, we've uncovered how
market penetration and consumer desirability vary significantly among
different luxury segmentfs. Fashion 34.2% 60.9% 4.9%

TYPES OF KEYWORDS

Keyword type Search intent Jewellery 37.5% 56.0% 6.6%

Users are unfamiliar with the brand and seek
Brand name (e.g.. &5~/1)  information on its story, consumer feedback,
and offerings.

. Users have an initial awareness of the brand
Brand image-related (e.g.,

Brand-related =T and want to learn more or compare it with
loropiana 2 f Z#7) similar brands.
Social buzz, celebrity, or Users have been exposed to marketing Watches 33.7% 63.4% 2.9%
marketing related (e.g., &% activities or brand news and are motivated to
) explore further.

. Users have a clear purchase intfent and |
SIPEErE Preiict meme o roduct knowledge, researching specific
itern number (e.g., FAFKZI=) prod ge. gsp
details before buying.
Product-related U . hace . |
Generic category (e.g.. JEA sers nave a purc as¢ infent but nq clear
EEE target, and are exploring or comparing brand
offerings. Watches 44.8% 39.8% 15.3%
Experience or Price, service, usage, advice, Users are seeking recommendations, advice,
purchase-related efc. (e.g.. JIEA#EH) or feedback, both pre-sale and after-sale. @ Share of search volume
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Keyword Trends

Consumer behaviour

A deeper analysis of keywords — including their language, product mentions, Additionally, 7.3% of keywords relate to brand value. Users frequently compare
and semantics — allows us to gauge not only user demand for specific different brands or discuss their perceived status to aid their purchasing
products and brands but also the market penetration of different categories in decisions. This indicates that brands associated with these keywords may have
China. In terms of localization, Watches and Jewellery demonstrate a high level an ambiguous market positioning. 19 of the most-searched keywords

of consumer recognition, with 8/.8% and //.2% of search volume, containing brand names include typos (e.g., B 1AZERN), old tfranslations (e.g., &
respectively, including the brand’s Chinese name. In contrast, this figure is only ), or nicknames (e.g., 2 NT). Brands should consider these factors in their
46.6% for Fashion. marketing and advertising investments, as these terms sfill rank highly.

4 -~ 2 @
1/3 20 55% 88%

Brand-led searches Product searches Category-led searches Chinese brand name

A third of search volume Only 20 brands have achieved to 55% of fashion brand search Nearly 90% of watches’

comes from brand name-only establish iconic products that volume is driven by category- search volume originates from

keywords, illustrating users translate into top 10 search terms related keywords, suggesting keywords including Chinese

are the early stage of brand (e.g.,carryall), demonstrating consumers often have unclear brand name, demonstrating a

exploration. strong product power and purchase goals and are still high level of localisation in
mature consumer perception. exploring and comparing. this category.
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Brand Zone.

Overview

A Brand Zone is a paid advertising feature on RedNote that allows brands to When implemented effectively, it can significantly boost account awareness
own a curated section on the search results page for keywords that include and follower recruitment. For luxury brands aiming to build a strong owned
their name. Its CTAs can direct users to a variety of destinations, including presence, the Brand Zone is a valuable tacftic for promoting campaigns and
brand profiles, specific notes, hashtag pages, livestreams, or even external links products, utilised by 51.5% of the brands in our research*.

like Tmall and WeChat Mini Programs.

?® Tiffany & Co.

HOW A BRAND ZONE AMPLIFIES GROWTH**
* Focus: Campaign-led
» Campaign: Qixi Festival campaign
Da||y accou n‘l‘ * Featured Products: HardWear
Collection
impl’eSSiOnS * Destinations: Brand-posted
videos, hashtag page, brand
profile
Daily profile e bk |
° BRI | R -32T | W2 -850 7
VIEWS * Focus: Campaign-led
« Campaign: Qixi Festival campaign
» Featured Products: Explore
. 52 N Shoulder Bag
Dally fO”OWGr N - A W— « Destinations: Brand-posted image
Doy A 4 EAPHSEPRADK.. 1 2EAREPracalim. & text notes, brand profile
growth e ) sl

* The data was collected from 27 June to 4 July and may not be representative of brands’ current situation.
**Source: RedNote Data Platform and industry analysis; refers to the entire RedNote ecosystem, not limited
fo the luxury industry.
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Brand Zone

Case study: Hermés

Offline events have become a critical lever for brands to boost UGC on HERMES IN THE MAKING IN SHENZHEN
social media and, in turn, drive their share of voice. This strategy allows
consumers to discuss the brand without needing to make a purchase. For
its "Hermes in the Making”™ event in Shenzhen, Hermes effectively utilised a
Brand Zone to promote the exhibition. This digital hub featured a brand-
owned hashtag page and also directed users to a WeChat Mini Program to
reserve their visit seamlessly.

" A Fo s ol
5 D (4 85 29 &5 | Related services are provided by 55 B4 4
skl T:r] i m
W AR R EE
“ o Mts i : > - HEAMES >
3 oo N
| v S
(V) /
|

HERMES @ F 2
WUAN IS oh+ R385 T || BT

HASHTAG PAGE PERFORMANCE (11 MAY - 11 JUNE)
#ZDREOCIERY

TO‘I'aI TOTal : ‘ ' 2A ’%’,’&'y‘mcr:\wvmmm,,m
Views Contributors . LR ;

A
~

SWIPE UP T0 DISCOVER

Total e Total
@ 2-” Notes 4 -I-I K Engagements
Brand Zone CTA to Mini
Program
BRAND ACCOUNT PERFORMANCE (11 MAY - 11 JUNE)

N Mo Total ./
(9.|. 3,813 Fsl\l,:,)wers 4 -IQK Engagements
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06.RISE Index

° The RISE Index — RedNote Influence & Strategy Evaluation — is
created to serve as a clear benchmark for luxury brands in
China’s dynamic social media landscape, measuring their
visibility, consumer resonance, and market vitality.

® 6.1 Methodology 60
6.2 RISE Index: Voice o1
6.3 RISE Index: KOL Investment 64
6.4 RISE Index: Heat 67
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Methodology.

Voice

Capturing how brands leverage their
official accounts to build influence,
looking at activity levels, audience
engagement, and the strength of
community growth

FAN BASE

FAN BASE GROWTH

POSTING FREQUENCY

ENGAGEMENT VOLUME

MILESTONE ACTIVATION

ROL Investment

Evaluating how effectively brands deploy
paid content, considering both the scale
of investment and the impact of influencer

partnerships in terms of reach
and engagement

COMMERCIAL NOTE VOLUME

COMMERCIAL NOTE READERSHIP

COMMERCIAL NOTE ENGAGEMENT

R | 72 mil | L

Heat

Reflecting the intensity of organic
consumer interest, measuring demand,
brand visibility, and the potential for
viral amplification

SEARCH VOLUME

WORD-OF-MOUTH NOTE VOLUME

WOM NOTE ENGAGMENT
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RISE Index: Voice.

Capturing how brands leverage their official accounts to build influence

Dior (DIORJHER) .. 78.0 2.0 p ¢ 100.0 8.1 -, 100.0
2 Qeelin (Qeelin) 16.3 . 100.0 611 . 857 50.7 62.8
3 Chopard (Chopard#$F) 13.5 31.9 .. loo.0 55.3 .. 100.0 60.1
4 Longchamp (#8ELongchamp) L 357 37.4 V873 45.8 94.1 60.1
5 Bulgari (BVLGARISE ) 28.9 18.8 78.5 60.7 959 56.6
6 Louis Vuitton (B85 L) L 1000 25.2 26.3 ~ 100.0 29.6 56.2
7 Armani (ARMANIFTE /B) I 82 40.9 84.2 59.7 72.4 53.1
8 Gucei (GUCC)) L L 635 14.9 55.9 811 48.9 52.9
9 Loewe (LOEWEE &) L 307 39.3 62.1 59.9 68.8 52.2
10 Tod’s (TODS) L 165 27.4 60.6 o926 60.9 51.6
n Boucheron (Boucheron=EiF &) 9.2 28.5 63.4 66.5 83.3 50.2
12 Max Mara (MaxMara) i 20.5 58.3 53.0 64.8 52.5 49.8
13 Songmont (Songmontll FEH) | 38.0 53.2 50.7 52.5 48.9 48.6
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RISE Index: Voice.

Capturing how brands leverage their official accounts to build influence

QL | 7% % | FieL

Boss (BOSS{&Hf)

Stuart Weitzman

15 e o R ) i 9.4 39.1 62.1 52.0 68.8 46.3
16 Hublot (HUBLOTSA8%) o 156 34.6 61.9 60.0 57.3 45.9
17 g:h;ifs*i?a”ntg‘ljggzm%%ﬂ@ L 85 46.1 46.5 61.8 64.0 45.4
18 Tiffany & Co. (Tiffany & %/E) 43.9 25.5 50.9 59.4 44.0 44.8
19 Chaumet (CHAUMETH £ E %) 16.5 32.5 47.8 70.0 54.9 44.3
20 Tudor (TUDOR ) @ 73 .. loo.0 28.3 56.3 29.0 44.2
21 APM Monaco (APM Monaco) 23.1 24.9 59.5 52.0 56.7 43.2
22 Rado (RADOEA%) © 39 L 944 22.1 68.1 27.1 43.1
23 De Beers (De Beers&; Lt /RER) 1.0 29.3 56.7 63.0 51.9 42.4
24 Marc Jacobs (MARC JACOBS) i 4.9 37.7 49.4 41.0 76.6 41.9
25 Fendi (FENDI) i 26.1 33.9 36.4 59.6 51.3 4.4
26 Celine (CELINE B3) i 31.8 35.8 47.8 51.6 38.6 411
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RISE Index: Voice.

Capturing how brands leverage their official accounts to build influence

DL | 77 #iE | #ALL

Tory Burch (TORY BURCH;# R
iSEE))

Bottega Veneta (Bottega

28 Sonegs i 12.] 28.0 61.1 53.0 51.3 411
29 Ferragamo (FERRAGAMOSFHL L s 46.6 49.6 47.0 48.3 40.6
BR)
30 Omega (BKFOMEGA) & 133 217 2.8 437 82.7 40.6
Chow Tai Fook (Bl X#& CHOW
31 TALROOK) 53.6 18.7 333 51.8 44.0 403
32 Zegna (7RI Zegna) i 5.6 44.7 452 49.6 55.5 40.1
Michael Kors (MICHAEL KORS
33 sy I 255 44.2 28.8 703 29.0 39.6
34 Coach (CoachzElt) i 24.0 38.7 36.6 60.4 38.0 39.5
35 Longines (RE %) © 14.6 30.0 44.2 59.3 49.5 39.5
36 Balenciaga (Balenciaga) i 12.9 24.8 60.0 44.5 54.9 39.4
37 Burberry (Burberry) i 21.6 18.9 49.6 51.2 55.5 39.4
38 Ralph Lauren (Ralph Laurentl L 165 38.5 54.6 443 42.8 39.3
X51L)
Van Cleef & Arpels
39 e e i) 27.4 20.1 473 47.1 44.6 39.1
1%
40 Loro Piana (LoroPiana &S I 83 58.4 47.6 36.3 42.2 38.6

ic3)
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RISE Index: KOL Investment.

Evaluating how effectively brands deploy paid content

Tissot (B X E Tissot) 1.3 .. 1o0.0 .. 100.0

2 Graff (GRAFFA&HK) 3.3 .. 950 .. 882 62.2
3 De Beers (De BeersfiiLt/RE) 13.0 70.8 7 829 55.6
4 Chow Tai Fook (JX1& CHOW TAI FOOK) _. 1oo.0 26.8 26.1 51.0
5 Tasaki (TASAKIf B 5) 15 772 60.0 46.2
6 \éizzte;gzn?onsfanﬂn (IiFfFRVacheron ° 0.3 7 56.4 498
7 Songmont (SongmontllI TE#L) i 31.2 43.5 43.9 39.5
8 Bulgari (BVLGARIZESHR) .. 100.0 4.3 2.7 35.6
9 Longchamp (#¥ELongchamp) i 65.2 20.7 13.8 33.2
10 Pandora (PANDORAB Zhi ¥k =) 49.9 25.4 20.0 31.7

1 Chaumet (CHAUMETH4 £ E52) 906 27 14 315

12 Max Mara (MaxMara) i 45.8 24.0 20.6 30.1
13 Pomellato (PomellatoE £ = %) 5.4 41.5 39.9 28.9
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RISE Index: KOL Investment.

Evaluating how effectively brands deploy paid content

QL | 7% % | FieL

Dolce&Gabbana (Dolce&Gabbana)

15 Versace (VERSACESE B ) i 15.3 35.6 31.7 27.5
16 Coach (Coachz£ 1) i 44.5 22.0 15.7 27.4
17 Prada (Prada&HIiX) i 23.0 31.4 27.5 27.3
18 Loewe (LOEWEZ E ) i 73.7 5.1 2.9 27.2
19 APM Monaco (APM Monaco) 36.3 25.6 18.7 26.9
20 Gucci (GUCCI) i 12.0 33.7 30.3 25.4
21 Dior (DIOREEE) i 29.7 24.9 17.3 24.0
22 Lacoste (LACOSTE) i 24.0 26.3 20.6 23.6
23 Chow Sang Sang (B4%4%) 37.3 18.6 13.2 23.0
24 Michael Kors (MICHAEL KORSJE 7 /S {t) i 37.6 13.6 12.4 21.2

25 Johnnie Walker (& E3X10 Johnnie Walker) i@ 18.2 22.4 22.3 21.0

26 Zegna (XfE¥Zegna) i 2.6 27.1 31.8 20.5
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RISE Index: KOL Investment.

Evaluating how effectively brands deploy paid content

QL | 7% % | FieL

Tory Burch (TORY BURCH;#7 iR#H 1) 20.6

28 Cartier (ki ¥ECartier) 31.0 18.0 n.3 20.1
29 Louis Vuitton (285 B &) i 3.8 31.2 22.6 19.2
30 Glenfiddich (2 3i@ Glenfiddich) b o 1.8 6.8 18.6
31 Tod’s (TODS) i 3.6 28.5 20.4 17.5
32 Burberry (Burberry) i 4.3 21.3 26.0 17.2
33 Damiani (DAMIANI) 2.8 20.8 27.6 17.1

34 Chanel (&%%JLCHANEL) i 0.3 28.6 22.0 17.0
35 Harry Winston (Harry Winston;&¥s:2 B i) 2.8 27.2 19.4 16.5
36 Ferragamo (FERRAGAMOZERIIER) i 28.1 12.9 8.0 16.4
37 Piaget ({HESPIAGET) @ 36 25.8 18.5 16.0
38 Saint Laurent (SAINTLAURENTEZ =) i 2.8 26.0 18.9 15.9
39 Givenchy (GIVENCHY£2R%) I 03 25.7 19.7 15.2
40 Moncler (Moncler22 o Ef) i 2.3 24.7 17.9 15.0
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RISE Index: Heat.

Reflecting the intensity of organic consumer interest

m Brand (Account name) Search Volume WOM Note Volume Adjusted Engagement Index

Louis Vuitton (i Z B &) .. loo.o .. 100.0

2 Chanel (&%2JLCHANEL) i _ 685 886 49.2 72.7
3 Hermes (HERMES) | SR7A o 758 38.3 52.8
4 Chow Tai Fook (BA#8 CHOW TAI FOOK) . 547 48.9 27.8 47.0
5 Dior (DIORi#E) i 33.0 46.9 62.7 44.5
6 Miu Miu (Miu MiuZ24) L 479 30.4 39.4 39.2
7 Coach (CoachzEHth) i 48.5 27.8 30.4 36.6
8 Loewe (LOEWEZ E ) i 24.8 27.0 78.8 36.5
9 Saint Laurent (SAINTLAURENTE Z ) i 25.8 2.2 o 97 30.6
10 Ralph Lauren (Ralph LaurenfiI X 551€) i 51.3 9.7 30.8 30.5
1 Cartier (RittdF Cartier) 36.4 18.6 38.1 29.6
= \éa)n Cleef & Arpels (VanCleefArpelsiE e 38.0 ns 46.6 206
13 Valentino (VALENTINO#E K 1R) L 144 9.5 93.0 28.1
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RISE Index: Heat.

Reflecting the intensity of organic consumer interest

14

Brand (Account name)

Gucci (GUCCI)
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gory | Search Volume WOM Note Volume Adjusted Engagement Index
L 168 33.7 37.3 277

15 Graff (GRAFFA&HIX) 13.9 3.2 100.0 26.8
16 Longchamp (#¥ELongchamp) i 32.3 10.8 38.4 24.9
17 Chaumet (CHAUMET4 £ E%8) 1.4 2.7 7 959 24.8
18 Bulgari (BVLGARIZHTA) 21.2 19.6 41.0 24.5
19 Rolex* ) 21.2 28.5 21.4 241
20 Songmont (Songmontll TE#L) 15.5 0.4 86.1 23.6
21 Prada (PradaZH7iX) i 13.4 21.6 46.2 23.3
22 Tiffany & Co. (TiffanyF %) 16.4 9.7 54.7 21.4
23 Laopu Gold (EHEE) 31.8 6.4 30.0 21.3
24 Versace (VERSACESE 1) i 10.7 6.3 68.4 20.5
25 Balenciaga (Balenciaga) i 22.4 9.3 39.0 20.5
26 De Beers (De Beers&j Lt /RER) 3.5 1.6 Q1.2 20.3

*The brand doesn’t have an official RedNote account.
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RISE Index: Heat.

Reflecting the intensity of organic consumer interest

QL | 7% % | FieL

m Brand (Account name) Search Volume WOM Note Volume Adjusted Engagement Index

Swarovski (ME4E&H ZFSWAROVSKI)

28 APM Monaco (APM Monaco) 19.1 9.8 42,1 20.0
29 Celine (CELINE EH#f) i 19.5 13.5 29.8 19.2
30 MCM (MCM) L 265 7.4 23.9 18.3
31 Burberry (Burberry) i 1.7 18.1 31.8 18.3
32 Tod's (TODS) L 39 0.8 80.0 17.9
33 ;\;I_‘Zr;\ison Margiela (Maison Margiela ¥§7x 3= i 9.0 58 56.6 17.6
34 Michael Kors (MICHAEL KORSE 7 & 1t) i 7.7 2.1 68.3 17.6
35 Fendi (FENDI) L a9 13.] 49.8 17.2
36 Rado (RADOFEIAXK) @ 03 1.6 80.2 16.8
37 Calvin Klein (Calvin Klein) i 17.9 2.4 42.2 16.6
38 Audemars Piguet* () 4.6 13.7 425 15.8
39 Harry Winston (Harry Winstonj& & Hr i) 10.7 1.7 53.1 15.6
40 Buccellati (Buccellatifi 32HI12) 14.7 4.0 40.1 15.5

*The brand doesn’t have an official RedNote account.
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Appendix

Brand List.

Brand name (RedNote account name)

Acne Studios (Acne Studios)

Alexander McQueen (McQueen)

Alexander Wang (alexanderwang)

Ami Paris (Ami Paris)

Armani (ARMANIFT3 f2)

Balenciaga (Balenciaga)

Bally (BALLY)

Balmain (BALMAIN)

Berluti (Berluti)

Boss (BOSS{EHT)

Bottega Veneta (Bottega Veneta)

Burberry (Burberry)

Calvin Klein (Calvin Klein)

*Brands don’t have an official RedNote account.

Canada Goose (CanadaGooselIZ X

#5)

Celine (CELINE BHf)
Chanel (&% JLCHANEL)

Chloé (Chloé)

Christian Louboutin
(ChristianLouboutinE& A 7E)

Coach (CoachxE5th)

Delvaux (Delvaux)

Dior (DIORIEE)

Dolce&Gabbana (Dolce&Gabbana)
Fendi (FENDI)

Ferragamo (FERRAGAMOIEHIIER)
Ganni (GANNI)

Giada (GIADA)

Givenchy (GIVENCHYZ %)

Golden Goose (Golden Goose)

Goyard*

Gucci (GUCCI)

Hermés (HERMES)

Icicle (ICICLEZ7K)

Isabel Marant (Isabel Marant)
Jimmy Choo (JimmyChoo)
Kate Spade (kate spade)
Kenzo (KENZO)

Lacoste (LACOSTE)

Lanvin (LANVIN;R )

Loewe (LOEWEB Z )

Longchamp (¥¢EELongchamp)

Loro Piana (LoroPiana & &R )

Louis Vuitton (B35 B &)

Maison Kitsuné (MAISON KITSUNE)

Maison Margiela (Maison Margiela 8
RO TH)

Maje (Maje)

Marc Jacobs (MARC JACOBS)
Marni (MARNI)

Max Mara (MaxMara)
Max&Co. (MAX&Co.)

MCM (MCM)

Michael Kors (MICHAEL KORSIETE &
11)

Miu Miu (Miu MiuZ£)
Moncler (Moncler22 AT Bk)
Montblanc (5 EZMONTBLANC)

Prada (PradaiZfiiXx)
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Ralph Lauren (Ralph Laurenfii X 5518)
Rimowa (RIMOWAB X E)

Saint Laurent (SAINTLAURENTZZ =)
Sandro (SANDRO)

Self-portrait (self-portrait)

Songmont (SongmontLl TE#2)

Stone Island (STONE ISLAND& 3L )

Stuart Weitzman (StuartWeitzman 242

F8)

Tod’s (TODS)

Tommy Hilfiger (TOMMY HILFIGER)
Tory Burch (TORY BURCH;Z IR #H H)
Tumi (TUMIIZHA)

Valentino (VALENTINO#4€ X 1X)

Versace (VERSACESE B #)
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Brand List.

Brand name (RedNote account name)

Zegna (XfE¥Zegna)

APM Monaco (APM Monaco)
Boucheron (BoucheronEiF )
Buccellati (Buccellatifa 22HI18)
Bulgari (BVLGARIE#&T)
Cartier (£t IF Cartier)
Chaumet (CHAUMET e £ E28)
Chopard (Chopard# #8)

Chow Sang Sang (B4 4%)

Chow Tai Fook (JEAX#& CHOW TAI
FOOK)

Damiani (DAMIANI)

De Beers (De Beers&; tL/RHR)

*Brands don’t have an official RedNote account.

Fred (FREDZE%)

Graff (GRAFFI&HIX)

Harry Winston (Harry Winston8¥ia
HT95)

John Hardy (JohnHardy)

Laopu Gold (ZHES)

Mikimoto (MIKIMOTOZ#I/K7K)
Pandora (PANDORATB S H 1K)
Pomellato (Pomellato= &= %)
Qeelin (Qeelin/ERE)

Swarovski (ffi%&ttt EFSWAROVSKI)
Tasaki (TASAKIE B 1)

Tiffany & Co. (Tiffany& % /E)

TSL | tmih (S mBiEk=E)

Van Cleef & Arpels (VanCleefArpels’%

7HEE)

A. Lange & Sohne (EA#)
Audemars Piguet*

Baume & Mercier (8T &)
Blancpain (BLANCPAIN =)
Breguet (BREGUETEH1)
Breitling (BREITLINGE £ R)
Girard-Perregaux (GPZHR)
Hublot (HUBLOTFHAZ)

IWC Schaffhausen (IWCHE)

Jaeger-LeCoultre (fAZR Jaeger-
LeCoulire)

Longines ((RZEX)
Omega (BRKHTOMEGA)

Panerai (i#8Panerai)

Parmigiani Fleurier (PARMIGIANIfATS
imfe)

Patek Philippe*
Piaget ({HESPIAGET)

Rado (RADOZEXE)

Richard Mille (RICHARDMILLEIZ & K

’R)

Roger Dubuis (Z 7Kt 1)

Rolex*

Tag Heuer (TAGHeuerZ=i& 5 #if)
Tissot (s LXK EKTissot)

Tudor (TUDOREfE)

Vacheron Constantin (LR
Vacheron Constantin)

Zenith (ZENITHE S Bt)

Wine & Spirits
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Absolut Vodka (433 {X4F 0 E)
Chandon (CHANDONE )
Cloudy Bay (CloudyBayz= & 2 %)
Glenfiddich ({&=3E# Glenfiddich)

Hennessy (3 f@iFFHennessy)

Johnnie Walker (B23X10 Johnnie
Walker)

Martell (S ZFIMARTELL)
Moét & Chandon (MOETE1H &1&)

Rémy Martin (Remy Martin AL B)

The Macallan (THE MACALLANZ £1£)
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Methodology.

Brand pool

“Luxury” in this report refer to luxury of personal
luxury goods, specifically encompassing designer
apparel (ready-to-wear), footwear, leather goods,

accessories, watches, jewellery, and wine & spirits.

The ferms excludes the following categories:
beauty (skincare, makeup, and fragrances),
automobiles, aircraft, cruises, furniture and home
décor, fine art, and the hospitality sector.

Each luxury brand is selected based on its
product portfolio and consumer perception, and
categorised as follows:

* Fashion: Brands focusing on ready-to-wear,
leather goods, footwear, accessories, including
those with multi-category offerings where these
segments represent the core of their brand
equity and revenue confribution.

* Watches: Brands specialising in watchmaking,
watchmaking, including those with mulfi-
cafegory offerings where watchmaking
represents the core of their brand equity and
revenue confribution.

« Jewellery: Brands specialising in jewellery,
including those with multi-category offerings

DL | 7 #i | #ALl

Download the RedNote Beauty Index, released this September,
featuring 70 premium beauty brands across skincare, makeup,
and fragrance categories.

where jewellery represents the core of their
brand equity and revenue contribution.

* Wine & Spirits: Brands specialising in wine &
spirifs.

This report includes ultra-luxury brands, high-end
luxury brands, aspirational luxury brands, and
selected accessible luxury brands. While some of
these brands may deviate from traditional
definitions of luxury in terms of pricing or brand
equity, they are included based on one or more
of the following criteria: affiliation with a luxury
conglomerate, a sfrong presence in premium
retail environments, or a brand activation strategy
in China that aligns with luxury brand practices.

The positioning of brands within the luxury
spectrum is influenced by several key factors:
* Price premium;

* Quality and rarity of raw materials;

» Craftsmanship and production excellence;
* Product exclusivity and authenticity;

» Service quality and personalisation;

* Exclusivity and prestige of points of sale.

To ensure the selected brand pool best
represents the luxury sector’s presence on
RedNote within a limited sample size, brands
meeting the following criteria have been included:
» Brands with an active and ongoing Official
Account on RedNote as of 1 June 2025;
* Brands without an official account but with a
high volume of user discussions on the platform;
* Priority has been given to brands with a higher
number of brand mention notes, due fo the
limited capacity of the brand pool.

Data on brand accounts, word-of-mouth notes,
and commercial notes in this report is sourced
from Xinhong and covers the period from
January to June 20256. Figures may differ slightly
from actual performance due to data limitations.

Search volume data is sourced from Juguang as
an indexed figure, covering 2 April fo 30 June.
Due to platform limitations, only each brand’s fop
ten most-searched keywords are counted, which
may not represent the actual total search volume.
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Data o
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(Newrank) (Newrank) (Newrank) (Newrank)
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Contact Us
®
DLG (Digital L ' ' ' '
. ( igiftal Luxury Group) is an independent markeﬁng and. Techrplogy group with Pross & Media Enquirios
offices in Geneva and Shanghai. The company provides social media, e-commerce, Alexander Wei
CRM, consulting, and creative services to luxury and lifestyle brands. DLG is renowned Research Director

alexanderwei@digital-luxury.com

for its expertise in defining and implementing impactful business strategies, combining
technological know-how, creativity, and luxury savoir-faire fo target
S gelleisaiviyganaliiuxury savoir-faire fo farge Business & Partnership Enquiries

sophisticated consumers. Pablo Mauron

Managing Partner China
pmauron@digital-luxury.com

DLG also publishes Luxury Society, a trusted intelligence platform for luxury executives,
offering a global perspective on the industry through exclusive studies, reports, analysis, Other Enquiries
features, and in-depth interviews with industry leaders. hello@digital-luxury.com

https://digitalluxurygroup.com
https://luxurysociety.com/en

Follow us on WeChat.
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NEWRANK.CN

As a data-driven content technology company, Newrank serves the content industry by
providing content marketing, live streaming e-commerce, copyright disfribution and
confent asset operation and management services, relying on social media resources
and content data products covering all levels of the omni-channel, to help Chinese
entferprises acquire and manage digital confent assets.

In 2018, Newrank won the title of “Top Ten Cultural Enterprises in Shanghai”. In the
same year, he Shanghai parent company and Beijing branch of Newrank were
recognized as “National high-tech enterprises”. In 2020, Newrank won the first place in
the business Group A of the National Content Technology Innovation and
Entrepreneurship Competition. In 2023, Newrank was rated as “Shanghai Top
Innovative Enterprise” and won the title of “Shanghai digital Advertising Leading
Enterprise”.

mhel

Contact Us
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Press & Media Enquiries
Grace Wang

Brand & Public Relations
wangjing@newrank.cn

Contact Us

Xinhong is a data analysis fool for RedNote under Newrank. It collects a vast amount of
accounts and creative materials, providing multi-dimensional data including influencer
accounts, notes, SEO traffic, brand markefing, live-streaming e-commerce, etc. It helps
brands with seeding and traffic operation, and offers a comprehensive insight info the
RedNote ecosystem.

Exclusive Consultant
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