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Abstract

This paper explores how, in the context of globalization and social media, luxury brands use return
on investment (ROI) to develop marketing strategies to adapt to emerging markets with different
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cultural backgrounds, especially the Chinese market. The study found that ROI growth in the Chi-
nese market was significant compared to mature markets in Europe, and the main driver was local-
ized advertising. The paper points out that although most of the previous studies focused on the
European and American markets, the rise of the Chinese market cannot be ignored. Luxury brands
have achieved significant sales growth in the Asian market, particularly China, through localized
advertising and social media platforms. In addition, the study also mentions the comparison of
standardized versus localized advertising strategies and the role of digital strategies in improving
ROI However, the study also has limitations, such as insufficient consideration of direct costs in the
production process. Future research could further explore the impact of localized advertising on
ROI in different countries, as well as the differential contribution of social media versus traditional
advertising.
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