MR FEBAFREEERARF O
MR FABAEFREBREFHARMKR

1y Goods
"~ puxury ds Ca

FPEI%!Znn{éﬁ%
TAHE2015

— HEATHPESERHALR

HERA KEE &

Junjie Hong; Mengxia Zhang

China’s Luxury Goods Consumer
Behavior Report 2015

@ 25 T AR A
s ECONOMY & MANAGEMENT PUBLISHING HOUSE



XINEFREESKFHEE S ST R T
MR FRABRKFEPEBEREFH R

S

PSS
A 2015

— oA PR PIEE Bl bk

HRA KR &

&5 B8 R

ECONOMY & MANAGEMENT PUBLIS)



EBEEMSE (CIP) #iE

PEEE M FEAT . 2015 HEA TR EEE TSR BAMEA, KEEE. —
e GUPERRAL, 2016.4
ISBN 978-7-5096-4289—4

. @ 0. DO @ik M. O S—HEIT IE—0F 5 iRE—P E—2015
V. WF723.5

vh [ hi A LB AE CIP BdiEdZr (2016) 5% 051887 5

Magi: 5k
eGSR TEM & W
PUEEDH] . HEF
AKX BRT

WRRAAT: U E AR
Aenirgre X ALgEsE 8 S HERE A 112 100038)
] Hk: www. E-mp. com. en
B 3% (010) 51915602
Bl kil dbut s FENSERME A PR A A
EZ N P <[
A 880mmx1230mm/16
Efl k. 21
g . 273 TF
it WK: 2016 4E4 A% 1R 2016 4F 4 A5 1 IKEDRI
4 5. ISBN 978-7-5096-4289-4
£ e 298.00 7T

-RRANETE  BENAAT-

FUVaAFEE, A EnestiR, hAkhise iR 55 i ot i,
RN JEERA AR NME2 S

#1i%: (010) 68022974 HE4w: 100836



| %% 5 5 BH % B8t

CrhEE B 2 AT e 2015) (DL R AR (IR Y) %
H 27 2015 SErb [EE &0 T 2 i S BLAR . R ARk .
Moo, 3T 2014 SR EZF R TIZIR, EFESMBTIHLER
LERGE ST M ISR b, 43 AT T B AT b R R AT 0 DA R [ 7 2
HEZEEMIRATRIE. HK, SwHPRENAEER AR, E
W BRI TN RS L SR BEAT IR A, SRAT AT SUFE AR 3347
A, RSB g oW T T BIES T, RAR R T EEE
20 5 1 2 T ) SR SR PR 3R B — R FRR Sk, BRI G R AR
LHREIEN, XE M bR AFIT AT ER NI IR, &
T [ e ST A (B e 2 Rl 0 b RSB 4B R O B R B, IR R
B I PR 25 A TE B STAE AT B R o bk gh, AT 2015 4 F0
2014 SER)F R AT B AT N IEPRIEAT T XIEE AT, B HE M
L. BH, N TIRE “FrHESTHEELTBER” Ml “HEZ5,
AT S BHERIR R AR, BT T8 v 9 92 it £ 25 /INEHL U iR RN B
LR UIREAOT, e e B T e AT e, A
TR AR 25 06 P b R 3 A2 T 2l T B oA ok A #A 1 A i A

FERS ORI B Bh R AF R R M B R B e Be OS2 5 R, R 942 3%
B 5 KR 2 M B AT AT ST I BUORIE T 2015 4R 4R 15 RO 0T 9T T

P

3

junmadpajmowpy

001

SNEY

SR



00y AMXA 8 BUND)

OIABI[3{] TSNS 8Pex

Sroz =

002

f. CIRAEY MR R INATE R 5 AP R AT . KB BT
RIS I GRS MOPES . XN 5 5) A SR TS S A ]
BRI GRS MO PSR Tl . T ASZ0F 50 5 R TR
A B 2 A 25 2 I T RIS R R 5 e L 4 T T, A
INGIF T 5 R FEBRER FUF e BN . XUE S . BISE06  BR R 2
EEES T BRI R T, RIS TR IR S R At 0 B /N4 6
Bt (IR MIBSCRIE TAE, 1S ERBFST S0 SE 9y 3 45 0
. SRR, R R R A S A ) Y 2 P 4 T
PR EI AR TAE . AFH. Mg . YRS, EPH. SKM k. F ORI
Gordan Yang & (HR%5) M#RD. fim, R masbe SN 571 5 R
|2 44 S T T R I 25 ) P A 1 8

(A Y 1 Y 3 2 2 S T RIRF 5 v L2 46 5 0 2t vl 2 v R 37
A I AT A 0 L 5% T 2% 5 1 i A L 0 1 S SR A 45
A, FEEMEBIFSUSI G R |, DA AT K R A
BRA

RAEY BB ST EE T, BFFEFIBA R — S K8 4
{8 i AFURTF 9T 1) %2 3R 2 A, R 7 TP A R A, 976 T
VHBIE, SRR AR R R Ge TH45HT , PR RS RTINS, D
Srar ¥, AT ERUE T 2CHR . S5 R B i 2 WM | 3T 9 M R 2
PR, DL o R I b S I 2 T 5 B A BT R O . 2 4K
URAEY —EBFAAR AL, FEEMRA & RFL, 34 T TS
T, 32 R 2 42 o 0 B 4T A AR A R O AT

IR FRBRKFHREEFZMAR PO
MIMEFRASRKFPREHEBZFHRI
2015 £ 12 A



| Acknowledgement

The main purpose of the China's Luxury Goods Consumer Behavior
Report 2015 (referred to as Report) is to reveal the current status, charac-
teristics and development trend of luxury goods consumer behavior in
China. First, on the basis of the Chinese luxury goods market in 2014 and
macroeconomic analysis on the development of luxuries market, we ana-
lyze the industry development state of luxuries market and the characteris-
tics of consumer behavior. Second, selecting 6 major Chinese cities—Bei-
jing, Shanghai, Shenzhen, Guangzhou, Chengdu, Suzhou and collecting
3347 valid samples in total, we adopt statistical analysis to further study
the universality and specificity of main factors affecting China's luxuries
consumer decision. We conduct an otherness study on the consuming be-
havior of target consumers based on the function of demographic charac-
teristic variables. Third, we use the cultural value variables to classify the
luxuries consumers and explore the formation of cultural values and attri-
bution on differences in various consumer groups. Moreover, we do a
comparison study on indicators of luxury goods consumers' behaviors of
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search like interviews of focus groups and depth expert interviews to ex-
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| Preface

For global luxury industries, 2014 is a year of unrest, newness, com-
plexity and uncertainty. The continuous rapid growth of over 9% of luxu-
ry market in Chinese mainland from 2008 to 2012 has gone and the
growth speed has slowed down. The growth speed of 2013 was reduced
to 2%, while that of 2014 was 1% . We can see that the classic products
of Chanel, Gucci and other global top luxury brands have been sold with
big price cuts. Many luxury brands are trying to adopt e-commerce in face
of the decrease in sales of physical stores and they are going to adopt the
full channel distribution model with physical sales combined with e-com-
merce. Internet and numerous new media provide the unprecedented infor-
mation communication and interactive platform for integrated marketing
communication. The new supervisory position of Chief Data Officer ap-
pears in some large luxury brands and the LVMH Group announced that
it set this position in September of 2015. The appearance of Chief Data
Officer marks the beginning of digital service of companies. Besides, the
merger of two e-commerce platforms, NET-A-PORTER and YOOX,
marks the new trend from competition to competition and cooperation; in-

ternet is changing the operating model of traditional luxury industries. Un-
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der the "New Normal" situation, this investigation traces the status and
change features of Chinese luxury consumers’' behaviors in face of the
dilemma, challenge and new situation for global luxury industries to in-
vestigate the development trend and opportunities of the luxury industries
so as to provide market basis as well as scientific prediction for the devel-
opment of Chinese high-end brands on the world stage and healthy devel-
opment of the global luxury industries.

We think that the development of the industry is based on the devel-
opment of the enterprise, while the development of the enterprise is based
on the customers' demand. The understanding of the customers' behavior
is the result of the deep understanding of their decision behavior. The
main purpose of Chinese Luxury Consumer Behavior Report 2015 (Re-
port for short) is to reveal the current situation, features and future trend
of Chinese luxury consumer market in 2015. Firstly, the development con-
dition of the luxury industry as well as Chinese luxury consumers' behav-
ior is analyzed based on the Chinese luxury market situation in 2014 and
macro-economic analysis with the development of luxury consumer mar-
ket. Secondly, sample investigation is conducted for six main cities in
China, namely, Beijing, Shanghai, Shenzhen, Guangzhou, Chengdu and
Suzhou and 3347 effective samples are obtained. The data is analyzed in
use of social science statistic analysis method to further investigate the
generality and particularity of purchase decision-making factors for Chi-
nese luxury consumers. The difference study is conducted for luxury tar-
get consumers' behavior based on the effect of demographic characteristics
as well. Thirdly, the Chinese luxury consumer groups are divided based
on Chinese traditional cultural value orientation to explore the cultural

value reasons for difference of luxury consumer groups. What's more, the



comparative study is conducted for the luxury consumers' behavior index-
es of 2014 and 2015 to summarize the change of the trend. Fourthly, in
order to explore "luxury market development under the new normal" as
well as "the relationship between luxury industry and internet technology",
the focus group interview, deep expert interview and other forms are de-
signed and implemented and the qualitative research is conducted based
on these interviews. At last, the judgment and prediction for the future
trend of Chinese luxury consumer market based on conclusions concluded
by the research are made in this report.

The report research shows that China's luxury goods market in the
"New Normal" faces a great deal of opportunities as well as challenges,
which can be seen in the following aspects. Firstly, the luxury goods mar-
ket in China will still stay in the adjustment period, a relative long and
continuous process before it recoveries and steps into a new and normal
development process. Secondly, classic elements and innovation are not
the guarantees for sustainable profits of the market. We find out that the
market in China is composed of conservative, active and hesitating cus-
tomers, most part of which is the first type. We predicted that the market
will see the flourish growth in high-end tailored needs, steady growth in
niche tailored demands and steady recoveries of mass customization dur-
ing medium and long-term. Thirdly, the omni-channel mode of luxury
goods industry is improving. The channels that Chinese luxury goods cus-
tomers prefer are-listing by preference-boutiques, outbound tourism shop-
ping, outlet stores, procurement through friends, overseas online shopping
and domestic online shopping. The mode is gradually emerging in China
but still at its infant period. So is that in other countries. This is the op-

portunity as well as challenge facing by the luxury goods brands or their
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new growth pole. Fourthly, the personalized consumption is increasingly
popular among rational consumers of luxury goods. We observe that Chi-
nese luxury goods consumers are transiting their behaviors from simple
imitation or flaunt to self-identify. Lastly, consumption clusters are emerg-
ing in China luxury goods market under the influence of culture values,
especially the Confucian and Taoist cultural values. The finding explains
the fundamental difference between Chinese and Western luxury goods
customers' behaviors.

Generally speaking, the luxury goods market requires a comprehen-
sive development which should be drove by technical innovation. Further-
more, the luxury goods consumption doesn't mean the luxury goods waste
for the former pays more attention on the quality and cultural connotation
and represents customers' pursuit for better life. Luxury goods brands
should take the same strategies in China as in the world in a balanced
manner instead of price discrimination strategies in China. Facing the
"New Normal", luxury goods brands, in pursuit of sustainable growth,
need to adapt to the China's market and learn the features of China's luxu-

ry goods consumption.
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