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"The luxury retail market in China has undergone
significant changes in a short period of time, and continues
to change rapidly. Growth has slowed down due to the
government’s anti-extravagance campaign, forcing luxury
brands to adapt their brand and product portfolios to
better suit the diversifying needs of consumers."

— Matthew Crabbe, Director of Research, Asia-
Pacific

This report looks at the following areas:
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Luxury in China: The cultural context REPORT NOW

The internet of luxury
The Chinese luxury market not just in China
Anti-luxury and the shift to "masstige” VISIT:
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Consumers are becoming more sophisticated and demanding, and they are also better informed and
further travelled. This is creating opportunities for luxury companies to diversify their offering, in terms
of both products and niche brands. There is also a growing appreciation of Chinese traditional CALL
craftsmanship, design and art that has presaged the development of domestic Chinese luxury brands. EMEA

+44 (0) 20 7606 4533

To respond to their changing needs, luxury brands must better engage with their consumers to learn
about their lifestyle aspirations and adjust their offerings. They must also provide more personalised
services, and more of a relaxed and inviting in-store experience. Brand stories must be built around the Brazil

changing attitudes of consumers. 0800 095 9094
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This report is part of a series of reports, produced to provide you with a
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Figure 67: Repertoire of which channels consumers have bought luxury branded products in the last 18 months, by city tier, June 2014

The Consumer — Brand Awareness

Key points
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Figure 72: Consumer awareness of selected leading luxury brands, by city, June 2014 (continued)
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Figure 80: Consumer attitudes towards what luxury means to them, June 2014
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Perceptions of luxury by demographic group
Figure 82: Consumer attitudes towards what luxury means to them, by gender and age, June 2014
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Figure 85: Consumer attitudes towards what luxury means to them, by city, June 2014 (continued)
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Appendix — Market Size and Forecast

Figure 86: China — Total historical and forecast luxury market value, 2009-19
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Figure 87: People's definition of what luxury means to them, June 2014
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Figure 90: Other people's definition of what luxury means to them, by demographics, June 2014
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Figure 91: Consumers who have bought luxury products in the last 18 months, June 2014

Figure 92: Consumers who have bought luxury products in the last 18 months, by demographics, June 2014

Figure 93: What luxury products consumers have bought in the last 18 months, June 2014

Figure 94: Most popular what luxury products consumers have bought in the last 18 months, by demographics, June 2014
Figure 95: Next most popular what luxury products consumers have bought in the last 18 months, by demographics, June 2014

Figure 96: Other what luxury products consumers have bought in the last 18 months, by demographics, June 2014

Appendix — The Consumer — Channel of Luxury Purchases

Figure 97: Which channels consumers have bought luxury branded products in the last 18 months, June 2014

Figure 98: Which channels consumers have bought luxury branded products in the last 18 months — Bought online, by demographics,
June 2014

Figure 99: Which channels consumers have bought luxury branded products in the last 18 months — Bought in China (including Hong
Kong, Taiwan, Macao), by demographics, June 2014

Figure 100: Which channels consumers have bought luxury branded products in the last 18 months — Bought in another country, by
demographics, June 2014

Repertoire analysis
Figure 101: Repertoire of which channels consumers have bought luxury branded products in the last 18 months, June 2014

Figure 102: Repertoire of which channels consumers have bought luxury branded products in the last 18 months, by demographics,
June 2014

Appendix — The Consumer — Brand Awareness

Figure 103: Consumer awareness of selected leading luxury brands, June 2014
Figure 104: Most popular consumer awareness of selected leading luxury brands, by demographics, June 2014
Figure 105: Next most popular consumer awareness of selected leading luxury brands, by demographics, June 2014

Figure 106: Other consumer awareness of selected leading luxury brands, by demographics, June 2014

Appendix — The Consumer — Attitudes Towards Buying Luxury Products

Figure 107: Consumer attitudes towards luxury brands, June 2014
Figure 108: Most popular consumer attitudes towards luxury brands, by demographics, June 2014
Figure 109: Next most popular consumer attitudes towards luxury brands, by demographics, June 2014

Figure 110: Other consumer attitudes towards luxury brands, by demographics, June 2014

Appendix — The Consumer — Perceptions of Luxury

Figure 111: Consumer attitudes towards what luxury means to them, June 2014

Figure 112: Agreement with the statement ‘Luxury is more about expressing individuality rather than fitting in’, by demographics, June
2014
Figure 113: Agreement with the statement ‘Luxury is about having the freedom of choice’, by demographics, June 2014

Figure 114: Agreement with the statement ‘Having luxury products shows that | have achieved a certain social status’, by
demoaraphics, June 2014
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Figure 115: Agreement with the statement ‘Having space to myself is more of a luxury than having expensive things’, by
demographics, June 2014

Figure 116: Agreement with the statement ‘I like other people to see that I can afford to buy luxury products’, by demographics, June
2014

Figure 117: Agreement with the statement ‘Peace and quiet are luxuries to me’, by demographics, June 2014

Figure 118: Agreement with the statement ‘I identify my lifestyle with luxury brands’, by demographics, June 2014

Figure 119: Agreement with the statement ‘Knowing that | can afford luxury goods is more important than using them to show my
status’, by demoaraphics, June 2014

Figure 120: Agreement with the statement ‘I would like to have the best things money can buy’, by demographics, June 2014

Figure 121: Agreement with the statement ‘Only brands providing craftsmanship in production and design can be identified as luxury’,
by demoaraphics, June 2014

Appendix — Further Analysis

Figure 122: Target groups, by demographics, June 2014
Figure 123: People's definition of what luxury means to them, by target groups, June 2014

Figure 124: Consumer attitudes towards what luxury means to them, by target groups, June 2014
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