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    Abstract     The arguments proposed in this article move in line with theoretical per-
spectives that consider the brand as a “social shared cognitive resource”, and not an 
“intellectual proprietary one”, and the consumer as active actor in to brand equity 
creation process. The specifi c aims of this paper are the following ones: (1) to ana-
lyze the “spontaneous” initiatives of digital brand engagement involving Italian 
luxury fashion brands; (2) to conduct an observational netnography in order to 
explore the experience of the brand on the Web, based on the spontaneous conversa-
tions of consumers. These latter are traced in the digital tools, proprietary (digital 
brand communities, institutional Facebook page, Website) and non-proprietary ones 
(blogs, forums, business communities, video blogs, etc.); (3) to pick the managerial 
implications out useful for brand equity management in the luxury fashion industry.  
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