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Survey Methodology & Respondent Profiles
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Survey Methodology
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Three-month online survey conducted during the summer of 2014
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1,933 consumers in 15 Greater China cities
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1,616 consumers in 14 mainland China cities
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317 consumers from the Hong Kong SAR
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Via Online Questionnaire
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Hong Kong Respondent Profiles
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Average annual household income:
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HKD 983,300
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. Mainland China Respondent Profiles
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Geography

Annual Household Income
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Unchanged Market Dynamics
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Consumer confidence and intent to spend shows continued, ongoing momentum, implying
constant market dynamics overall.
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A6a : Are you willing to spend more, the same or less on luxury items in the next 12 months compared with the past 12 months?
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Changing Consumption Patterns: Self-indulgence Trumps Gifting
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Increasingly sophisticated consumers prefer to spend on goods and services for themselves
and their families.
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Friends Business partners
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A8 : What is the approximate proportion of spending on luxury goods on each party?
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As part of the general consumer desire for luxury experiences over products, travel is now
the number one category, followed by fine wines & spirits.
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A9 : If you consider gift for yourself or others, which categories are you more likely to choose?
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Travel: The Ultimate Luxury
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The Chinese outbound travel industry has enjoyed strong, rapid growth in recent years.
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nearly 100 million mainland Chinese travelled overseas in 2013
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Spending an estimated USD 117.3 billion - equivalent to 40% of global luxury goods sales
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CHINESE OUTBOUND TRAVELERS 1995-2013
(IN MILLIONS OF BORDER CROSSINGS)

Total spending by Mumbser of Average spend by
Chinese outbound travelvers Chiness outbound travelers Chinese outbound travelers COTRI FORECASTS 2014
(USD billions) (mil Bons) usDy
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Data from China Tourism Academy and the China Outbound Tourism Research Institute
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Greater China consumers are willing to spend more on travel in the coming year than on any
other category of luxury.
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Spending More
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Travel
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Spending More
HREL

Travel

. Spending More Remains the same A6a : Are you willing to spend more, the same or less on luxury items in the next 12 months compared with the past 12 months?
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Fine dining and shopping for luxury goods were the top two preferred leisure travel activities.
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Shopping at luxury
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N4 Which of the following activities have you participated during your last leisure trip?
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Duty-free is now a leading distribution channel for luxury goods.
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C6 : For each of the following types of luxury goods, please indicate through which channels you have purchased them in the P12M.
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Changing Consumption Patterns: Dissatisfaction with Luxury
Retail Service Drives Overseas Purchasing
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Less than 20% of consumers were satisfied with luxury retail services in mainland China
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Retail Service in Mainland China
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B8 Can you tell me your overall satisfaction with luxury retail services in China and Hong Kong respectively? Please use a scale from 1to 5, where 5 represents very satisfied, while 1 represents very dissatisfied
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Top sources of dissatisfaction are limited product selection, unknowledgeable staff, and poor
customer service.
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Retail Service in China
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celebrities too heavily
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B4 Do you have any complaints about your experiences with luxury brands in China? And if so, what are they?
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Challenges & Opportunities for Luxury Brands Online
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Luxury consumers exhibited greater confidence in online luxury shopping over the past 12
months.
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D7: Which of the following options would best describe your confidence in purchasing authentic luxury items online in the past 12 months?

S IR T P12 0 FLED o0t T T P

[ ruder finn [N



Consumers still preferred to visit physical stores before deciding to purchase.

FEREM EWGKHT, HEEESRTRBLAIEIRESZ=RER.

*
*
Q

0 Mainland ChinaEPlEj(ISﬁjr"'

YES |
78%

D11 When you plan to purchase luxury goods online, will you go to physical store to look for further product information?
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When shopping online, Chinese consumers were concerned about service and trust in
products, while Hong Kong consumers pointed to overall professionalism of the website.
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Lack of reliability Concerned the item

A5 wiII;:Tiveti: a poore; Too much of a hassle Need to touch and
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Website unable to offer

Delivery time Website does not offer Lack of luxury experience that
is too long the brands that | want professional advice I would find in the
BN IS P 35 A BRI AR LKy =z VRN retail store
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D8: Which of the following concerns do you have about buying luxury goods online? Please select 3-5 answers that you feel is most reIevant
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Social Networking
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Social media is more relevant in mainland China than in Hong Kong.
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E9. Generally, how relevant is social networking platform to your life?
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Social networks were the second most influential luxury information source in the mainland
and third in Hong Kong.
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E1. Which of the below is the most influential source of information for you on luxury goods and brands?
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Mainland China and Hong Kong consumers tend to be influenced by different social networkin;
platforms.
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E2. Here is a list of social networks. Which of these social networks influence your brand choice?
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Consumers love sharing news about products, promotions and discounts through social media
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E12. What types of brand information do you usually share on social network?
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CHINA LUXURY FORECAST 2015 --- KEY FINDINGS
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*Demand is still high 3K & IH & Bk
*Consumption Patterns have shifted 2t ¥2%
*Experiences reign over products YH§ B ARL & T 7= i A 5

More Spending is still abroad BZ4ME % 1 in
Duty Free is on the rise FiJEHEFFEE K
Challenge - Maintaining brand loyalty overseas #k/i¥; : 4374 1 dia L KB {R B

Social media is the key influencer #- 3284k (1 M B K
E-commerce isa REAL player BBy EEEEA R
The Next Challenge & Opportunity #5655 HlLi%E 777




