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RESPONDENT’S PROFILE
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RESPONDENT PROFILE IN HONG KONG
REBEBRZTER

Gender 451

New Territories 1 5%
37%

Kowloon JL %
36%

Hong Kong Island ¥
27%

54% 46%

Monthly Household Income &5 S

Average annual household income: HKD 975,286

33% P EFESEFWA
23% 23%
> 4 > 4

?
9
9
9

S S 3 S
60,000 - 69,999 70,000 - 79,999 80,000 - 89,999 90,000 - 99,999 >100,000
Below 25 W 26 to 35 W 36 to 45 MW 46 or above (in HKD)

N [aE (i e (5} (A5} ) /%Fﬁ -
NT25% 26 %35% 364 % 45% 465 KUl L ruder-finn

v}
Sample size of number ££A %74 310 what's next 4




RESPONDENT PROFILE IN MAINLAND CHINA  * -
R E T EAHAYZ R

ey

Tier 1 cities —Z83KTH
32%
Tier 2 cities — 283k
38%
Tier 3 cities =Rk
30%
56% 44%

Annual Household Income &5 £F 52

Average annual household income: RMB 1,400,930

FHFEFRMNA oo 8%

¥
¥
¥
¥
¥
¥

11% 12%

0

11% ) 10% ='= 10%
¥ ¥ ¥ e

4. 4.4 .4 4

¥ ¥ ¥ ¥ ¥ ¥
¥ ¥ ¥ ¥ ¥ ¥ ¥

500,000-  600,000-  800,000-  1,000,000- 1,200,000- 1,500,000- 1,800,000- >2,000,000
Below25  m26to35 m36to45  M46orabove 599,999 799,999 999,999 1,199,999 1,499,999 1,799,999 1,999,999 (in RVB)

N NF25% 2685 %#35% 36%%45% 468 KU L ﬁi’u :
er-finn
Sample size of numberfZA 474 1,075 what's next 5




CHINESE CONSUMERS
AND THEIR LUXURIES

1 EZE B B L




On average, Mainland China consumers have spent around RMB 240,000 on luxury items a year while Hong

Kong consumer have spent around HKD176,000 a year.

T ENHEBRE 916 P71 240,0007T » FHELYH176,0004

P12M spending on luxury items

A RI2NANEEE L ERITESR

Luxury watches 7=k & st fisi %

Luxury jewelry R4 5 ik =

Luxury clothing =ik i i Ak 2

Luxury shoes =424 i i #E 2

Luxury handbags and leather goods =% 7 £ ) 7 B,
Luxury accessories = REERLA (B . FIM . BREEE
Luxury beauty and cosmetics /A% 258 M AL

Luxury automobiles /=14 i k5 4=

Fine wines, liquor and spirits =i 478« H I8 & ZH
Luxury electronics =4 7= i

Luxury travel 7% i it

Total &t

Hong Kong*
RS
51,000
59,000
18,200
6,700
17,900
8,900
8,800
433,600
8,800
14,800
27,500

HKD# 175,700

Mainland China”

e
39,100
38,700
24,800
16,100
24,200
13,500
15,200

457,400
11,500
18,300
26,000

RMB A K M237,800
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Most Hong Kong consumers engaged in luxury travel while more Mainland China consumers bought luxury

clothing and jewelry in the past 12 months.

ERHRET RN AREWNIRE - TENATEE ZLRESHRE

Luxury categories purchased P12M

W12/ F N ST i a2k Mainland China
Hong Kong consumers: consumers:

BEAERMDONTIE hENHIETTE
% 21-25 26-35 36-45 46+ % 21-25 26-35 36-45 46+
Luxury travel %*ﬁﬁﬁ?}ﬁ 69 64 66 73 70 Luxury Cloth”’]g %*ﬁ%%ﬁ&% 67 64 66 74 62
Luxury handbags %Eaggggdﬁs‘ 54 66 58 52 Luxury Jewelry %*ﬁ%ﬁﬁﬂ‘fﬂi% 66 61 70 71 58
e o 3 50 |61l 53 53 Luxury handbags & leather goods 53 |62] 58 52

Luxury clothing =44 i b i 5 g e T i B 57

Luxury shoes f#4 i i 2

46 [56] [56] 49 Luxury shoes 4 i 56 50 [63] 62 45

Luxury electronics =ik4 HL 17 i

CRIRBT . TS BhIE(E B 50 |[54] 46 46 Luxury watches 1% i iz 56 52 56 [60] 53
Luxury beauty & cosmeties 50 [58] 47 39 Luxury travel et 53 41 |65] 63 36
Luxury jewelry k% i Fiek 39 |57] 54 31 B Ay 42 |65/ 60 29

Luxury accessories k4 [ 5 fic 44
36 [51] 43 37 (Bt B, TRE)
Luxury electronics =ik4 H 17 i
39 47] 42 40 CRERYMINT . S ENEIE %)

Luxury automobiles
11 |19y 17 10 e 0 e 4 24 26 |27] 23 21

A S 4 Base: 28 90 95 97 FHAHE Base: 155 340 299 281
ruder-finn
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Luxury watches 7k i i i 22 36 |48| 47 34

Fine wines, liquor & spirits
SR NS P E LR
Luxury automobiles

e A R

44 [48] 38 26




In Hong Kong, although 26-35 years-olds have a higher average on the total spending on luxury items in the past 12

months, people aged 46 or above generally spent more on majority of luxury items.

MK - 26-35F T RE—ELRI2PMHAGEHTRS » H465% DL E ABEARSHE LIETRS

P12M spending on luxury items (Hong Konq)
NE12PBAEEEL ERTEST (FAMX)

Age groups
Total
21-25 26-35 36-45 46+
Luxury watches =+ 5 i 51,000 48,500 43,300 51,300 61,200
Luxury jewelry S fmfEER = 59,000 19,100 40,100 43,000 133,100
Luxury clothing =f4 i g AR 25 18,200 13,200 16,000 21,100 19,200
Luxury shoes &Sif% fhhd ik 6,700 3,800 6,800 7,300 6,600
Luxury handbags and leather goods =14 87 & 5z 7 5 17,900 11,600 18,700 18,600 18,100
%ij;;y accessories EiSfRCrt (B~ FID ~ IR 8,900 6,500 8,500 9,000 10,000
Luxury beauty and cosmetics = #4525 ih M A B i 8,800 4,200 8,100 8,300 11,900
Luxury automobiles =14 fLhS 2 433,600 97,400 635,000 369,000 296,000
Fine wines, liquor and spirits S f4&40, H ) &Z0H 8,800 7,700 9,000 10,100 7,800
Luxury electronics =14 B 77 i 14,800 11,800 14,200 14,800 16,400
Luxury travel =45 1z 27,500 14,500 24,000 30,200 31,300
Total HKD175,700 72,700 227,500 174,300 158,700

ruder-finn ,



In Mainland China, although 26-35 years-olds have a higher average on the total spending on luxury items in the past 12
months, people aged 21-25 generally spent more on each luxury item in Mainland China except for watches, automobile

and travel.
FERENH » 26-35F TE—RNSGFEHTIERE @ 21-255 ZHAERRBER  RENRIEFEZ /NI NmE EIEF RS
P12M spending on luxury items (Mainland China)
AER12DNANEE L LS (FEAMR)

Age groups
Total
21-25 26-35 36-45 46+
Luxury watches = #4 L s i 39,100 37,300 36,900 38,100 44,300
Luxury jewelry & R4 mfER 38,700 44,000 37,600 40,000 35,600
Luxury clothing /=4 ShA% AR 25 24,800 38,600 21,000 21,900 25,500
Luxury shoes =4 LR EES 16,100 21,900 13,300 13,300 21,200
Luxury handbags and leather goods =4 76z F7 B 24,200 30,100 24,600 17,300 28,600
%Z%J ;y accessories S ehCrt (AT ~ HITD ~ HR 13,500 20,700 11,100 11,400 16,500
Luxury beauty and cosmetics Sf4EA T i A Bl ih 15,200 18,200 14,700 15,400 13,700
Luxury automobiles =4 kS ZE 457,400 371,000 467,700 508,200 439,400
Fine wines, liquor and spirits Sf4& 48, HHE &7 LE 11,500 14,600 10,300 10,000 13,600
Luxury electronics =4 7= 18,300 24,000 14,500 19,200 20,200
Luxury travel =4 26,000 26,800 21,700 30,500 26,400
Total RMB237,800 237,600 254,100 250,200 205,000

ruder !hiatr’slng 10




Hong Kong consumers buy luxury in order to improve their life quality while reflecting my taste and improving

life quality is both important for Mainland China consumers.
T EANHCHRERNEIA N AR SR ETERRHE - ERHRENEEEL GRS

viainlana ina

Hong Kong consumers: Reasons for Luxury consumers:
EEHOYE @ ST 2 R A o N2 0
% %
21-25 26-35 36-45 46+ 21-25 26-35 36-45 46+

To improve life quality

I ATE MR

To reflect my taste

R E CRImE

|

73 71 73 71 74 76 65 76 83 74

1

75 66 82 79 69

To reward myself

To reflect my achievement

To reflect my taste To improve life quality
wmecn e 7 ¢ o [ TR

SRLH 64 75] 62 57 69 yacnevemer [N 57 47 54 58 |67

To reflect my achievement To improve social status
I E CHIEER - 38 21 46 35 38 P 2 Bt 2 - 46 46 50 41 45

To show to other people To reward mvself
ETRAHMA - 26 43| 28 19 25 ol - 37 33 44| 41 27

To improve social status To show to other people
A RS A _ 24 36| 26 17 26 Eﬁéﬁpﬁﬂg N ' 20 17 |24 15 22

F1E 4% Base: 28 90 95 97 F1E 44 # Base: 155 340 299 281

ruder !hiatr’slng 11




Consumers’ appetite for luxury in 2019 remains optimistic both in Hong Kong and Mainland China. Mainland

China is more confident than Hong Kong.

NTARFK—F » FIHEBRERIABRE TR » FERNMNEERESKHRIREREL

Spending in next 12 months FERR+=/NHIEH

Mainland China
Hh [ P L YE 2 E

9 HONG KONG
B X H &

= Spend more fEPRE 2
Spend the same {LF—F+
m Spend less i

ruder-finn_,



More Hong Kong consumers are likely to spend more on luxury electronics &3 FH & E LW IIE = it 5T
Mainland China consumers are most likely to spend more on luxury electronics, beauty and cosmetics, and clothing

PEINHIE R R SRR T ERM B AARSE b

consumers:

§¥§i&l§5ﬁﬁ% 33

B OB s m @ B

Hong Kong

® Spend more HlwEL

AVAYA a i‘ : D Spend the same 7%k —Ff
"’ b‘ J Q 6(5 U= ‘! X m Spend less e H D

39
0 40 50 54 I 55 46

Mainland China
consumers:

Hr E N SR B
%

(6))

Brown = 2016 data ® i
201645l bR R rUde r !hlat.? n!l 13



Hong Kong consumers aged 21-25 expressed the most positive sentiments in luxury shopping in the next 12 months.

T #21-255 /T NBENTARR 124 A R it K O

Hong Kong consumers:
B AMDONTTE :
% Spending more
m Spend more = Spend the same ® Spend less ?Eﬁ’%%’;
HEL 1B —H TR H A

21-25 26-35 36-45 46+
50 33 37 36
36 31 20 30
50 35 42 29
39 18 30 21
33 31 35 34
27 17 23 31
29 31 36 37
0 12 38 40
64 29 28 39
36 35 32 31
44 39 41 43

Luxury watches =14 i s

Luxury jewelry S48 mhEERE

Luxury clothing /=74 Rk 25

Luxury shoes =if% e

Luxury handbags and leather goods =% 7 1 5 7 B

1

Luxury accessories =4k 3L

Luxury beauty and cosmetics =435 MBI
Luxury automobiles =14 LS 3

Fine wine, liquor and spirits/=#4 &7 4,8, 8 K& Z UL
Luxury electronics /=4 HFT i

Luxury Travel = R4t

1

H I
=

= =
[EEY (@))
I.! m!!HmH

14

ruder’!h'a!?nﬂ 14




In contrast to the situation in Hong Kong, Chinese consumers aged 46+ express the most positive

consumption sentiments in the next 12 months.

MK ERENM - ARFEL2HEEmISERIHRIRE LHIZ465 DL EAR

Spending more (%)
m Spend more = Spend the same m Spend less ?P%E%
HREL 1T HE TEdE b %

21-25 26-35 36-45 46+

Mainland China
consumers:

E N E
%

Luxury watches &4 mhain 23
Luxury jewelry 45t iEER S 46 45 40 [53
Luxury clothing &+ 5k 28 3 38 46 45 54
Luxury shoes =4 mhgEEs 40 56 52 47
Luxury handbags and leather goods =14 7 £ 57 7 B 33 44 51 52
Luxury accessories =4k S5 {4 6 42 40 34 48
Luxury beauty and cosmetics S #4352 KA BT 3 45 43 40 40
Luxury automobiles =4 iR 4 49 56 51 60
Fine wine, liquor and spirits & 4 &%) 8, H L 6 30 36 34 55
Luxury electronics =B+ i D 28 39 43 50
Luxury Travel S5 6 46 43 46 54

44 54 58 56

ruder-finn




SHOPPING ABROAD
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Mainland China consumers love to travel — on average they made 3.4 domestic and 2.8 international trips
respectively in the past 12 months.

FEINHETRE RN - 20185 P ENRIT3.4K - BIMRIT2.8K

Numbers of trips in P12M
L0 R o N - ) 19) 2

Average no. of Average no. of
domestic travel in international travel
P12M in P12M
AR RN IR
FEREL FERHL
Hong Kong consumers: @
ML - 3.3
Mainland China
consumers:
EI TS 3.4 2.8




On average, Hong Kong consumers plan for 3.1 trips in the next 12 months while Mainland China consumers

plan for 4.2 trips in the next 12 months.

RKI2ANH - BAEPTETRIIRTTS. 1K - PENHIETEITRI4.2K

Numbers of trips planned in N12M
2 I g )19 £ 5

Mainland China
Hong Kong consumers: 3 consumers:

BTN E HrE AR

5/ UL L
5 times or
above, 15%

o 1-24%
SUCULL 1-2 times,
5 times or 25%
above, 35%

1-21%
1-2 times,
43%

3-41k
3-4 times,
42%

3-4iK
3-4 times,
40%

Average 3.1 Average 4.2
:Pt@:iw N7 wid
Budget for Shopping ¥ 8 SHHRE

27 (HKD) 55,000 ABF (RMB ) 70,000

ruder !hiatr’sln!l 18



For both HK and Mainland China consumers, shopping options are the most important factor for travel
destinations preferences. In addition, Hong Kong consumers value transportation convenience while Mainland

China consumers value culture and history elements.

TP RN BEFERE H AUV R ERERRE - TEAMETEERFRE SHUENART o BRIE REEN -

Factors affecting preferred destinations painland China

Hong Kong consumers: i B Aot e BRI N R consumers:
BAMEONRE @ HENHOHTE 0
% %

Destination's Shopping Options
H S Py E 5

Destination's Culture and History

Destination's Shopping Options
H st H ) B

Destination's Transportation

61

60

Convenience H 8V S B 7 5
H A N A3 8 H{F NTIN , —
Destination's Culture and History %e%li?hatlc;ﬁgysglzrg%Ac;ﬁl I:ge;
N ‘/'\E[ 1 % A % 32335 Z
E L R o = -
Destination's Hotel Options

H AR A ZEEE H Rt A8 2 5 5

Destination's VISA Policy
SO NESSTES e

Destination's Hotel Options -

H B EY T e
- 18
Flight promotions F[ {1 E

Destination's Transportation -
Convenience

Flight promotions 1 ZZ{ 2

39
35
Destination's Family Activities 31
H M S H S s 22 B E ]

Hotel promotions jF/E {12

Destination's VISA Policy 18 9
H A 2 E 252k Hotel promotions j 5 {2

ruder !hiatr’sln!l 19



Hong Kong consumers allocate similar budget on hotels, F&B, flights and shopping while Mainland China

consumers put a heavier focus on shopping.

EARHTTEERNE « B X8 ~ WYHHES Y » FEAMCERE N EYTEE ST

Budget allocation on travel

TR Mainland China
Hong Kong consumers: consumers:
§%ﬁﬂﬂZ/ﬁﬁ%‘ HENHOETRE

%

28

1

/ Hotels JFJE \ Shopping 154
F&B & Hotels JF5)5

— o e [
@t nzocercn [ 20/ right iz /i [ 2
Activities JE 5] - 14 Activities JE 7] - 17

ruder!hlat.?ng 20



Outbound travel destination preference: mainland Chinese tourists like HK, Japan and US while HK prefer Japan,

Mainland China and Taiwan.

EFRSMRIERIH R R T - PEEEEEEE - RIOVHFNXRE @ FRFEFFREL - FEAAGE

Locations travelled in P12M

mE124 H AR Mainland China
Hong Kong consumers: consumers:
EARMRKONTE 3 R E RS 0
% - % —
[ [@] sapen i — - | Hong Kong % a1
Mainland China 1 [E| 30 @® | Japan HA 30
“ Taiwan &5 26 Mainland China H[E 21
9@ |s. Korea &[T 23 | United States [ 21
EThalland Z=[E 21 l] France A[E 21
l] France J%=[E 19 Singapore #rfniz 14
Australia JEKFT 15 .] Italy EAK] 13
Macau &[] 15 n Switzerland ¥+ 13

“\acau A ] 13

> L= e
=f= uk s Il 14

(..'_. .
Singapore #rfiniz 13

Sl Australia B A FIT 11
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http://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjgjL2Hv97fAhUTUt4KHQ_oCmgQjRx6BAgBEAU&url=http://flagpedia.net/thailand&psig=AOvVaw1txHBsc4NNy93tHX_uXPyf&ust=1547047466174652
https://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwiXkOOQv97fAhWHbN4KHcUwB5AQjRx6BAgBEAU&url=https://en.wikipedia.org/wiki/Flag_of_France&psig=AOvVaw0mVNcgKuon5sk0ZN6elY9Z&ust=1547047486145108
https://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwiXkOOQv97fAhWHbN4KHcUwB5AQjRx6BAgBEAU&url=https://en.wikipedia.org/wiki/Flag_of_France&psig=AOvVaw0mVNcgKuon5sk0ZN6elY9Z&ust=1547047486145108
https://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjHofWtv97fAhVHMt4KHadCDqMQjRx6BAgBEAU&url=https://www.tes.com/teaching-resource/the-australian-flag-presentation-and-worksheet-11278708&psig=AOvVaw13tbzDAjKLGvSTjlRvGasb&ust=1547047517777594
https://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjHofWtv97fAhVHMt4KHadCDqMQjRx6BAgBEAU&url=https://www.tes.com/teaching-resource/the-australian-flag-presentation-and-worksheet-11278708&psig=AOvVaw13tbzDAjKLGvSTjlRvGasb&ust=1547047517777594
https://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwj2nMy6v97fAhWWOnAKHcy0B2EQjRx6BAgBEAU&url=https://en.wikipedia.org/wiki/Flag_of_Macau&psig=AOvVaw39ZvZCxIRjbS8lWRYVFdCu&ust=1547047573280585
https://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwj2nMy6v97fAhWWOnAKHcy0B2EQjRx6BAgBEAU&url=https://en.wikipedia.org/wiki/Flag_of_Macau&psig=AOvVaw39ZvZCxIRjbS8lWRYVFdCu&ust=1547047573280585
http://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjRy5vXv97fAhUFA4gKHbabBogQjRx6BAgBEAU&url=/url?sa%3Di%26rct%3Dj%26q%3D%26esrc%3Ds%26source%3Dimages%26cd%3D%26ved%3D%26url%3Dhttps://en.wikipedia.org/wiki/Union_Jack%26psig%3DAOvVaw1kwNeoMV-TwUM3Wl5Tw-WS%26ust%3D1547047613978987&psig=AOvVaw1kwNeoMV-TwUM3Wl5Tw-WS&ust=1547047613978987
http://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=&url=http://www.greennet.or.th/en/article/1289&psig=AOvVaw3XJ7itld4KaaCXQoQLY0ZW&ust=1547047674295119
http://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=&url=http://www.greennet.or.th/en/article/1289&psig=AOvVaw3XJ7itld4KaaCXQoQLY0ZW&ust=1547047674295119
http://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjm6eSXwN7fAhXUad4KHXloAjMQjRx6BAgBEAU&url=http://www.flags-and-anthems.com/flag-italy.html&psig=AOvVaw0d2dFEPWMuxqiRjfIzjfzF&ust=1547047765268214
https://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwi0iP-iwN7fAhWZMN4KHUD7B6AQjRx6BAgBEAU&url=https://www.amazon.com/3ft-5ft-Switzerland-Flag-Polyester/dp/B0006HDIHY&psig=AOvVaw29-jQI-jTOPVMj3wTV3qRO&ust=1547047789390979
https://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjuxZCzwN7fAhVOPHAKHfHEAcYQjRx6BAgBEAU&url=https://en.wikipedia.org/wiki/Flag_of_Hong_Kong&psig=AOvVaw1R08cSZQjS7e3s8J8Q3y7w&ust=1547047821023362
http://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjA472jwd7fAhUHH3AKHeV1DloQjRx6BAgBEAU&url=/url?sa%3Di%26rct%3Dj%26q%3D%26esrc%3Ds%26source%3Dimages%26cd%3D%26ved%3D%26url%3Dhttps://en.wikipedia.org/wiki/Flag_of_the_United_States%26psig%3DAOvVaw1apOpb7I2idS_5QO322iMH%26ust%3D1547048046047387&psig=AOvVaw1apOpb7I2idS_5QO322iMH&ust=1547048046047387

Japan is the location that both Hong Kong and Mainland China consumers plan to travel in the next 12 months,

although such sentiment is much stronger among Hong Kong consumers.
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Locations planned to travel in N12M
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Hong Kong consumers like shopping overseas in Japan while Mainland China consumers prefer Hong Kong.
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Countries to make luxury purchases Mainland China
Hong Kong consumers: TS Y [ 2R Bt X consumers:
BRHDONBE @ HHENHONTE 0
% %
21-25 26-35 36-45 46+ 21-25 26-35 36-45 46+

Hong Kong @%-% 58 |68 | 61 60
us %_ 55 51 |63 | 61 41

Us %H 45 56 | 51 43 37 @ |4 2 |[s0] 56 51 44

@ opan s 69 72 [76] 67 60

Europe Ekiﬂ‘[‘l_ 68 68 |73 | 70 59

O B 44 | 32 20 26 europe @i [N 48 ) us [se] sz e
=—EW Australia G: Singapore 28
e R 20 24| 23 21 13 e 37 55 [58] 36
Singapore N 27
S . 13 16 |17 13 9 Macau &[] - 29 25 |30 29
Canada =I=3EN Australia
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Overall speaking, Mainland Chinese prefers the clothing, watch and jewelry for shopping overseas while Hong Kong

handbags, clothing, accessories.

BATE - PENRIETEEREEINERREE - BERNRE - FANTTENE LB - IRIBEAEC

Hong Kong consumers:
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For Hong Kong consumers, cheaper price is the main reason of purchasing luxury product outside Hong Kong.
Mainland China consumers make purchases abroad because the products are famous in Mainland China, and are of

better qualities.
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Reasons of purchasing luxury products outside China
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Luxury department stores, duty free shops and brand boutiques are the top three shopping places for luxury consumers.
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Places to shop from when traveling for leisure

= pe—y Mainland China
Hong Kong consumers: VAR e SRR S consumers:
ERMOYBE 9 o A B 0
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Mainland China consumers are more likely to buy brands that they have not heard of before.
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Likelihood to purchase brands that have not heard of before
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Product information, brand information and promotions are the key information that consumers look for using WeChat.
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Information looked for using WeChat

Hong Kong consumers: BETRER Mainland China
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Majority of Hong Kong and Mainland China consumers like paying through credit card when shopping abroad.

More than half of Mainland China consumers pay through mobile payment or digital wallet.
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Payment methods when shopping abroad

Hong Kong consumers: SNBSS Mainland China
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Credit card [EfHF
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ONLINE PURCHASES
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More and more consumers have experienced shopping online in both Hong Kong and Mainland China

£ BN B antE PIR g gt—2 P K

Purchased luxury online in past 12 months

£ 124 A EM BT E A 2016 2018

@HONG KONG 62% — 71% t
FEHH X RE

OMaiAnIand china 809y — 84% t

A B H PR
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Millennial is most willing to shop online for both Mainland China and Hong Kong. Mainland Chinese purchased most

clothing, shoes and beauty while Hong Kong purchased handbags, clothing and electronics.
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ltems purchased online Mainland China
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Hong Kong consumers are comfortable to buy electronics gadgets, apparel, accessories and beauty products

online.
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Comfortable channels for Purchasing
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Mainland Chinese are more comfortable with purchases online than HK, showing over 70% willingness to buy

every luxury item except for automobile
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Comfortable channels for Purchasing
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Ssi‘é]?é’ai}%re 1 your county 20% 16% 16% 15% 14% 14% 13% 18% 13% 18%
e I 20% 18% 18% 19% 18% 17% 16% 16% 17% 18%

y
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Digital influences heavily purchase decision with Look up online and purchase in physical stores (LOPP)
preferred while omnichannel presence is a must.

HFEELPMW T AN TEANNIOREAEZEEMHE - & LEWL TEXEANREENEY TR - BmEeREl
PIIARTSA o] Bk

Preferred channels for Purchasing

fRENILEHE Mainland China
Hong Kong consumers: consumers:
BAMKONRE @ = N TE A
% %

Look up Look up at Look up Look up at
online stores online stores

o EFRER LAREF T ] AR LAEE T

Purchase Purchase
online online

EESLE Zlalp

Purchase at Purchase at
stores stores
SCAR JE K SCAR JE 3K
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Convenience is the most important reasons for purchasing online. In addition, Hong Kong consumers think buying

online is less expensive while Mainland China consumers think it is easier to browse through the collection online.

EER L VIR EENIRR - Al FRMREINAR_EEMEESCATEER - FENHORTE NIRRT o DU AR

Hong Kong consumers:

Y]

Yo

21-25 26-35 36-45 46+

More convenient [ il SC 5 (FfE

Less expensive to buy online
compared to through retail stores
EHTELSEARIE(R

65

Easier to browse through the
collection of products

AT DA S A0 Y s R 251
eyl

Certain product specifications are
not available in Hong Kong
A PR o

Products that | am looking for are
not available in HK

B PR R E R R A

The brand | want to buy is not
available in Hong Kong

& B AR B SCHY iR

42 47

41

41

12

48

36

33

30

32

41 47 54 57

41

42

28

26

22

%

Reasons purchasing online Mainland China

P_E SR (b R R

consumers.:

W E N BB

21-25 26-35 36-45 46+

50

More convenient [ il SC 5 (5

Easier to browse through the
collection of products

AT DA S A e o R
vl

48

33

33

27

Less expensive to buy online
compared to through retail stores

EMTEERAIER

Products that | am looking for are
not available in Mainland China
P E A PSR E K

The brand | want to buy is not
available in Mainland China

A BRI SLHY an i

Certain product specifications
are not available in Mainland
China

R EDE A AR AT o

| 56
50
R
-
33
33

61

57

48

49 62
46 51
33 38
37 |37
27 34
28 35

32

37

28

48

42

31

36

31

37

ruder-finn

what’s next 36



Hong Kong consumers look for price information while Mainland China consumers look for product texture information.

ERAEEERESMERNSREEN - TENAIHTE N ERE w1

Information looked for

T%‘,%\Eiﬁl Mainland China
Hong Kong consumers: consumers:
EAEMX NS @ thE T
% %
From online From stores From online From stores
71 SLARSER P 2 1 SR SEE
Price f1#& Price {T#% Product specificationf=5:#K [Proluet teétur(il
(78%) (690/0) # (67%) speC|f|cat|E)7rz)Fo/‘0;mJﬁJ;\!Z/iﬂ7F§
( | ﬁ@ h ( Product texture/ h ( ﬁ'ﬂ?% h | ET@
Colour #n O A Price Colour En
0 specification =55 B/HA& 0 0
(60%) ) X (69%) ) X (59%) I (61%) )
4 N\ 4 ) 4 N\ 4 . )
Product specification =544, Colour Eite Colour gite Price fi#&
& (58%) (62%) (56%) (57%)

L J L J \_ J \_ J
4 . N\ 4 . ) 4 N\ 4 ] )
Size 15 Size 14 Mix & match/ advice Size 14
(49%) (62%) BCE I (52%) (57%)

L J L J \_ J \_ J
4 N\ 4 ) 4 . N\ 4 )
Mix & match/ advice Mix & match/ advice Size g Mix & match/ advice

LA (36%) | | R (45%) . (52%) )| EHEENGS%)
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Hong Kong consumers prefer purchasing luxury goods from official brands websites while Mainland China

consumers like purchasing from JD.com and Tmall.

o B TR E AT B R E TR LS 6 - REINHIET S E SRR RNIRE

Websites purchase luxury goods from

W@i%@tﬁ':mm_t"é? Mainland China
Hong Kong consumers: 3 consumers: 0
% %
21-25 26-35 36-45 46+ 21-25 26-35 36-45 46+
Official brands websites =
53| 37 42 52 JD.com HZR 44 31 |56| 51 29
I bl .
Lane Crawford -/ 47| 38 39 28 Tmall }XJH 36 31 |45| 39 26
. oa [32 > 08 Official brands websites 30 - 2 [ o1
Amazon 7 5 P T
Taobao &5 53| 25 15 20 Amazon I &b 28 29 |35]| 26 21
Tmall KJH 29| 25 20 15 Luxury Pavilion 26 26 |32]| 26 18
Suning 755 18 |19 9 13 Vipshop 4fmes 22 22 |27 17 21
Net-a-porter/ Mr Porter 6 |19 7 15 Kaola.com [ 7%+ 18 21| 20 18 15
JD.com 7R 12 16| 12 5 XiaoHongShu /NLF 13 12 |17 11 11
Luxury Pavilion KJt 81 12 6 12 Taobao /&= 12 16| 14 11 10
Farfetch.com 6 18 9 2 Secoo FJE 12 6 13 | 16| 10
ruder-finn
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Hong Kong consumers like paying through credit card while Mainland China consumers like paying through Alipay.

ERHTTE I TRAGEHRENM EARK > FENMEREEERAZAE

Payment through online

A=K Mainland China
Hong Kong consumers: 3 consumers: 0
% %
21-25 26-35 36-45 46+ 21-25 26-35 36-45 46+

through credit cards 75 ipay 72 |84 76 54
PRI E LSRR 65 v 73 |82 i

Pay on the websites
paypa|- 44 47 47 36 |50 through credit cards - 37 24 37 |49] 30
FERE_E DUE AR
Cash on delivery - 19 211 17 |21 ] 19
Alipay ¥ (52 20 18 |26] 15 20 GEIINE
Pay on the websites 17
Apple Pa . 15 18 25 10 7 through debit cards{E M5 - 15 18 13 23
PP L
Cash on delivery Pay on the websites
o i through bank transfer -
sy I 13 12 12 [16] 10 e o 19 16 1 2l
K
Pay on the websites
through bank transfer 8 PavPal 15 12 [17]1 15 15
LX%E??%U}KE’\DEEE' 6 11} 9 5 ayra
INE/S
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INFORMATION CHANNEL
[EERE




Digital channel dominance in Mainland China with top 4 channels all digital while magazine / newspaper is still very

relevant to Hong Kong consumers.

HALERREETENIE S ANIEHAL » WARENEBIRREER

Obtain luxury brand information Mainland China

Hong Kong consumers: =HEHEEE consumers:
BARDONPE 6 IRRLAE AR HE N E 0
% %

21-25 26-35 36-45 46+ 21-25 26-35 36-45 46+

Official websites from brands Official websites from brands
e B 72 68 68 71 79 e T R 62 51 74 73 44

Official Facebook pages of the brands Official mobile app from brands
SHMRE i FacebookH T ] 39 42 36 SHHEE JAPP 3 42| 4 32

Magazines and newspapers WeChat friend circles
T 36 24 33 38 12 B 7 32 36 36 29

Friends' recommendations Official Weibo of the brands
R HE7 36 24 24 26 L T 19 31 26 22

Official Instagram of the brands Friends’ recommendation
LR T Instagram 46 24 20 19 R s 27 24 29 23
TV i 25| 22 22 |25 TV L 17 20 |23 19

Official mobile app from brands Official Instagram of the brands
R 7 APP 21 26 21 22 SLEEE 77 Instagram 17 20 15 24

. Official Facebook pages of the brands
Other websites ELA 3 11 18 8 |19 %Hg%%mcebook £ 17 |20]| 17 |20
Online videos A& LAl 14 11 13 9 Magazines and ”eﬁgi‘i}gf%i 18 14 [23]| 19

Official Weibo of the brands Official brands WeChat account
SRR TR 18] v 13 5 R E TS AR 8 20 [21] 16

ruder-finn
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Word Of Mouth and magazines are very important to Hong Kong consumers while traditional media is still

important for Mainland China consumers, with advertisement on TV and Print the top 2 in Mainland China.

ERHREREEOMERNR RS & EREAT SIRRRR T ENAT E N SEE B RIIRARE ERE

Information Channel affecting purchase decision

FNNSL R ERE B RE Mainland China
Hong Kong consumers: consumers:
BFAMXOMTE @ HENHONTE 0
% %
21-25 26-35 36-45 46+ 21-25 26-35 36-45 46+
Friends' sharing or recommendations _ Advertisements on TV _

Wik sy et 41 ]61] 40 38 40 s a4 43 45 41 |46

Advertisements in magazines/ _ Advertisements in magazines/
newspapers RHZ4E 4 39 |43] 41 41 38 newspapers I FIZ4E & _ 37 34 34 33 |4

Recommendations from magazines / _ Advertisements in social media 11
newspapers i FIAE T 3 %2 3 e |8 e T 32 S =
Advertisements on TV 214 [ NN 31 32 30 [33] 29 Ce'egf%g?%?g I 2 32 |36] 28 31

Advertisements in social media Recommendations from
IR - 24 29| 23 26 22 magazines/ newspapers _ 31 29 31 30 |33

RIS R
Celebrities/ Models % A B2/ | NG 23 39| 26 20 19 Friends' sharing or [N 30 30 32 [38] 19

recommendationsfi & 43 S i HERE

KOL/ Bl = I Shiwh/ e 1 .
oggers 2= 47t/ [ 18 25 |27| 11 14 S 25 22 |29 21 26
Outdoor advertisements 45 5 1

- 6 29] 14 16 13 Outdoor advertisements 7N & 19 1419 19 |22

Only my opinion matters
R%%E@p%mﬁég_a@ - 12 4 11 12 |[14 Only my opinion matters 6 4 7 7 5

AEHRAE N EREEDN ruder ‘:.,ia!?n!‘.! 42




About 60% of consumers who follow fashion bloggers or KOLs consider their opinions before making purchases.

6000HY T & SARIERT Fe i ERIK OL Y WK™ i

Followed fashion bloggers and made purchased in P12M

A ER124 ARG 2 1 E R W SE T

21-25 26-35 36-45 46+

Hong Kong consumers: @
BB XONTE 86 63 50 43

Mainland China
consumers:

FENHIATE
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Instagram and YouTube are the top two channels that Hong Kong consumers follow KOLs while Mainland

China consumers followed KOLs using WeChat, Tik Tok and Weibo.
InstagramflYouTubeBEANE SR EKOLIVERRE - HEIAHESERMIE - FIEME

Channels following KOLs

S3FKOLEE Mainland China
Hong Kong consumers: consumers:
BAMDONTYE @ HEWNHIHTE
% %

|

21-25 26-35 36-45 46+
nstagra | oo wechat N
vouTube: I o TRk s = o [w

WeChat {{(Z _ 38 Weibo f#{#

Weibo fi{# B 20 XiaoHongShu /NLF I - 41 42 29 |s0
Tik Tok 3} & - 24 Bilibili MHEE TEEIE - 33 38| 35 26 32

50 56 58 47 39

Bilibili FEEME nERIE - 29 Youku {CHiE

32 24 34 27 |38
Youku {LH | 20 Instagram | o, 27f 20 19 22
XiaoHongShu /NTF - 18 YouTube ' 10 6 [13] 8 8
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WINNING BRANDS
PN R i




Hong Kong consumers see uniqueness in every details is a winning brand while Mainland China consumers see

constantly innovative and trend-setting is important for a winning brand.

B RHTE AR HAYmER A N THASURRE - P ENSIET & RRIER H A hRA R S QIR AN B TS [

What are “winning brands” +42.&

“*

J\\\&tll:lljﬂg”

Hong Kong consumers: @
BRSNS

%

Mainland China
consumers:

T E N E
%

Unigueness in every detail
B A

Constantly innovative and trend-setting _
RO RIS O 62

Constantly innovative and trend-setting

AW BT S | TR

Always in style/ Timeless

K TE YA

Be able to improve the customer service
REWBTLEE IS

Be able to use fast fashion model to enable
speedy replenishment

{5 PR B SRR A DT

Be able to harness the power in the digital and
the electronic realm

RES IR T IR T &

Be able to improve the store experience

REM A P hE 10

Partnership/ Collaboration

SHEAMR SR

Unigueness in every detail
i rareyes: NN 58

Be able to improve the customer service - 43
RESIE R IS

Always in style/ Timeless
s | N 40

Be able to use fast fashion model to enable

speedy replenishment 38
{5 P DA s A A BT -

Be able to improve the store experience 38
RE TS DL R I 1R 06 -

Be able to harness the power in the digital
and the electronic realm _ 38

REB IS FHTOm &
Partnership/ Collaboration ' 10

SHAM SRR EE

ruder-finn
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WATCHES
i




Rolex, Cartier and Omega are the top three watch brands that receive the highest awareness in both Hong Kong and
Mainland China. Rolex is leading in Hong Kong. However, Rolex and Cartier are competing neck-to-neck while Longines

Is almost tie to Omega in Mainland China.

5t~ REERIRCR AR AR E RS - 5 L ERBISTHE - EFERNIIS RS - BCRMIADREEBESS -
Watch B — Brand Awareness SR E

Mainland China

Hong Kong consumers: @ consumers:
EBMDONTE o [ N R
% %
Rolex 77 /== 84 Cartier <HI 62
Cartier F£H#I 72 Rolex 77} 61
Omega Wk 70 Omega Wk A 51
Seiko }& L. 66 Longines JRZ: 50
Tudor TFfE: 59 Bulgari E&7N 47
Piaget {HE} 57 IWC 7 43
Longines JRZ: 55 Montblanc /7 E 41
Rado Eik 50 Vacheron C9n§tantin 38
- AR SR
IWC j3 48 Patek Philippe 357 36
TAG Heuer % 47 Tiffany & Co F53/E 34
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Around half of Hong Kong luxury shoppers surveyed have purchased Rolex in P12M. For Mainland China, Rolex and Cartier
are competing neck-to-neck in purchase. Among millennial and Generation Z surveyed, they purchased more of Cartier.

HEEELI2MA > TARNERZVIHREWXE TG 1L - HRENR - SRR EREE S - TE—ARZERZEEE R

SERHIE
Watch B — Purchase P12M £12™ B W3LAY R
Mainland China
Hong Kong consumers: @ consumers:
EARMDONTE HE NSRS
% 26-35 36-45 46+ % 21-25 26-35 36-45 46+
Rolex 2577+ — 47 46 51 47 Rolex 77 /1t 22 11 20 28 23
Cartier -FHPT 24 33 20 19 Cartier -FHbT 21 24 27 19 15
Omega Wk 15 13 20 17 Omega WK 14 16 16 16 7
Seiko ¥ T. 8 13 5 6 Longines JEZ: 13 7 17 14 10
IWC 1= . 7 S 2 8 IWC J7[EH 10 9 14 6 10
Piaget (&5 I8 7 77 6 Bulgari =% il 7 9 6 7 9
Longines JEZ: 1M 7 7 10 6 Jaeger LeCoultre 15% | 5 5 2 6 6
Chopard 5% 6 7 2 6 Vacheron Constantin g 4 3 5 7 1
pard AR SRET
Bulgari A& MM 6 [ Tiffany & Co 535z M4 3 5 6 2
Rado Zi4 M 6 TS Montblanc 55277 M 4 4 4 3 O
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JEWELRY
RE




Cartier, Tiffany & Co and Chanel are the three top of mind jewelry brands in Hong Kong while Cartier, Dior and Chanel

are leaders in Mainland China.

R ~ FFRERER) L EAMBEAS R =

» RHD ~ HENER) LB T E NN E AR

Jewelry 35 — Brand Awareness 'mEHIAE

Hong Kong consumers:

§%iﬁztzﬁfﬁ%

Cartier —I%iﬂj]I 80
Tiffany & Co #5/6
Chanel %)L

Dior 7 B2

Gucci it

Louis Vuitton P& 5 &
Piaget {HE}

Bulgari EF%WN
Chopard 75 ¥
Montblanc /7=

61
52

Mainland China

consumers:
I E NN E
%
Cartier K3 60
Dior 71 4 54
Chanel &%= JL 52
Gucci &3t 51
Bulgari SE#&Ri 48
Tiffany & Co #35/& 48
Louis Vuitton &5 @& 44
Forevermark 7K {EEIiC 39
Montblanc /7 E 35
Boucheron E i /v, 31
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Cartier, Tiffany & Co, Dior and Chanel are the top brands surveyed consumers purchased in the past 12 months in
both Hong Kong and Mainland China, with Cartier the overwhelmingly leader and undoubtedly ‘the king of jewelry’.

gi%él%\ﬁ  RHID ~ FFRE ~ MENER LR GBS R S HmiE » R RMIRIL R > “BREFENVER S

Jewelry 35 — Purchase P12M %12/ WSLAY SRR

Mainland China

Hong Kong consumers: @ consumers:
?%ﬂi%@iﬁﬁ% J6.5 3645 46 HENHN TS

% 2125 26-35 36-45 46+

Cartier -KHul 46 39 47 63 Cartier -RHbT — 36] 28 39 44 24

Tiffany & Co 5 2£/E 31 28 27 Tiffany & Co # )2 19 18 18 26 12
Dior 4 22 18 13 Chanel %3, 17 9 21 13 20

Chanel %31, 14 20 20 Dior #H 15 12 20 14 9

Gucci 4t 126 7 Bulgari FA&HN 14 11 14 12 18

Chopard 7 # 8§ 12 3 Gucci Tt 12 10 15 10 11

Bulgari E&HN 146 0 Forevermark 7EEC 12 9 10 15 12
Forevermark 7 EE1iC 14 6 3 Louis Vuitton & 5 & 3 10 6 7
De Beers #HE/RET 6 4 10 Boucheron FiF 4 6 6 8
Louis Vuitton & 2y & 4 8 7 De Beers #iLE/RET 3 5 7 7
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CLOTHING
5




In Hong Kong, Chanel, Gucci, Dior and Louis Vuitton are the top 4 fashion brands with highest brand awareness. But in

Mainland China, Hermes enjoys the lead position, followed by Gucci, Dior and Chanel.

BRI/ 5 BR - BREEEEANBEEAN - FEANMEUARDME - HERIESH - BR - FR/L

Fashion Bf3%— Brand Awareness SHEEEIZAE Mainland China
Hong Kong consumers: @ consumers:
RO TS Hh ] N B B
% %
Chanel %51 70 Hermes & &t 61
Gucci 74t 67 Gucci T 57
Dior 7H1 B2 66 Dior 758 54
Louis Vuitton % 5 &5 65 Chanel &2 )1, 51
Hermes 7 Z{1: 63 Balenciaga [ 2R 52 49
Giorgio Armani [a[33/E 57 Louis Vuitton & 5l & 48
Prada 78 56 Giorgio Armani [/ /& 46
Balenciaga 2R 52 56 Prada ¥fi1iA 42
Burberry fEHF] 55 Givenchy 2047 42
Valentino ‘£ K4Y 55 Versacesn E# 41
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In both Hong Kong and Mainland China, Chanel, Gucci and Dior are the top 3 brands that consumers surveyed like to

purchase.

Ex)L -~ it~ HBEEMZ N TS K5 S
Fashion Bf3E — Purchased P12M #2124 H WL B SRR

Mainland China

Hong Kong consumers: @ consumers:
BB HrE AN B E
70 26-35 36-45 46+ 0 21-2526-3536-45 46+
/ Chanel %31 24\ 26 24 24 4 Dior 7B 20| 17 21 20 18
Gucci 74t 22 20 32 16 Chanel %)L, 19| 12 24 24 12
Dior 7H 21 24 22 20 Gucci 75t 19| 15 16 24 16
Ralph Lauren fiI/RF&-Z5 15 19 16 26 16 \_ Hermes Z &t 18/ 10 21 20 18
K Louis Vuitton & 7zl 5 19 / 18 18 18 Balenciaga 22252 16 12 16 17 16
Burberry ] 17 20 18 16 Giorgio Armani /¥ & 14 13 21 10 13
Hermes &} 15 22 14 10 Louis Vuitton P& 55 14 18 15 12 12
Prada &7 3k 14 9 26 10 Prada %4174 11 8 12 15 5
Giorgio Armani [i[3532 14 7 16 22 Givenchy 2054 10 11 13 7 12
Valentino £ K4Y 11 9 16 8 Burberry fEAFF] 9 8 7 10 1
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Uniglo is the most preferred fast fashion brand in both Hong Kong and Mainland China. The brand leads in

Mainland China and is closely followed by H&M in Hong Kong.
DEAR e T2 P M2 (8 o S DR B 2 TR T i > R R N4 - BAHEMEKREIERE -

Mainland China

Hong Kong consumers: consumers:
wsomms () PR
/ 7 D %

Hem N =0 Hem [ 25
N J
Zara - 39 Forever 21 - 23
cap [ 20 cap [l 22
Forever 21 |l 26 zara [} 22

Cotton On - 23 Bershka - 20
Bershka F 15 Cotton On _ 19
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HANDBAGS & LEATHER
GOODS

(FEY 4S8!




Gucci, Louis Vuitton and Chanel are the top three best-known luxury leather goods brands in Hong Kong. In

Mainland China, Hermes, Gucci and Coach top the list.

it~ BEBENER/ L ERMGEMIEI= - FEAMAZRDE - SR

Handbags f£¥ — Brand Awareness I E

Hong Kong consumers: @
BN E
%

Mainland China
consumers:
[ N M BR

%

Gucci 3t 71
Louis Vuitton & 5z 5 66
Chanel &=L 66
Hermes & &iff: 64
Dior 7 B2 60
Coach 5= 4t 59
Burberry EAIF] S8
Prada %A 56
Longchamp 51
Miu Miu 51

Hermes & &{f 57
Gucci o 55
Coach £ th 49

Dior 4 46
Louis Vuitton & Zh /& & 46
Chanel %31 45
Prada %174 41
Bulgari EF%WN 38
Balenciaga 2221157 37
Valentino {E1G K4 34
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Gucci, Louis Vuitton and Hermes are the top three brands that surveyed consumers purchased in the past 12 months

EERI2NH - HH - BEBENE DR Z I H R NSRS R A

Handbags H%3¥ — Purchased P12M 3312 B W3LAY SRR

Mainland China

Hong Kong consumers: @ consumers:
FE BT o [E N Y B
% 21-25 26-35 36-45 46+ 04 21-25 26-35 36-45 46+
4 : N 4 . )
Gucci 73t 21 25 22 18 Gucci Tt 22 17 20 22 26
Louis Vuitton & 5 e 21 17 24 26 Hermes & &t 21 23 19 24 21
\ Hermes %% Zh{L 17 ) 27 9 10 \Louis Vuitton & Z @5 17 )12 21 21 10
Coach 7£th 16 5 11 28 Coach 5%t 14 12 21 13 8
Chanel &%/ 16 17 13 18 Dior 7 B& 14 12 16 14 11
Longchamp 15 10 13 16 Chanel &%), 13 6 15 18 8
Dior 75 13 14 16 10 Prada %174 11 6 11 13 11
Burberry {EAHF] 12 9 18 14 Bulgari AR 9 7 9 7 1
Prada #Hi1iA 11 14 6 14  Balenciaga M2 15 9 6 13 6 5
Michael Kors 9 7 9 8 Burberry fEAEF] 8 9 7 6 10
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BEAUTY & COSMETICS
KA S AN




Hong Kong consumers are aware of Chanel the most while Mainland China consumers are aware of Estee Lauder

the most.

ER/ETRATTETARERS  BFZRETENHHRZE—

Beauty and cosmetics ERX R B iE— Brand Awareness SiEHIAE

Hong Kong consumers:

é%iﬂz[ﬁﬁ%
Chanel &% —
SKII
FANCL 66
Shiseido H4EE 62

Estee Lauder FfEiF £ &
Clinique 5%

Sulwhasoo ZE L5

Lancome —=5%

Shu Uemura f&175

Biotherm Z5M R

Mainland China
consumers:

T E N E
%

Estee Lauder FfiF % & _ 62

Chanel %)L 59

Lancome ==5% 56
Dior Beauty 7R 49

Shiseido T4 E 47
Giorgio Armani Cosmetics 44

IEEEENS
Biotherm Z5M R 42

Clinique (% 38
Givenchy Beauty 2% 37

Clarins #FE91% %
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SKII, Chanel and Shiseido are the top three brands that Hong Kong surveyed consumers purchased while Estee

Lauder, Chanel and Lancome are the top three brands for Mainland China surveyed consumers in the past 12 months

AZIHTRE R SEE SR mERESKI » B UNFEAEE - PENMIIZREF =K « FR/ M=

Beauty and cosmetics ER M bEJiE — Brand Purchased SuiEEL

Mainland China

Hong Kong consumers: @ consumers:
0/? AALORBE 26-35 36-45 46+ anjﬂj%ﬁ% 21-25 26-35 36-45 46+
SKilI 36 |35 40 40 [ Estee Lauder THiF= 5 _ 44 ] 37 43 33 32
Chanel 523/, 34 |29 47 34 Chanel &2 /. 35 31 36 37 28
Shiseido FTA: 5 29 27 27 32 Lancome 228 30 35 31 35 16
FANCL 23 18 29 Dior Beauty i 5 25 22 21 26 20
Estee Lauder Fi% % & 19 18 29 Shiseido %2 19 17 19 23 15
Clinique %3 199 9 26 SKII 12 9 15 11 5
Lancome %£2¢ 19 13 24 Giorgio Armani Cosﬁrg%i% 10 14 11 9 9
Dior Beauty i 5 14 20 18 Clarins i3 10 12 11 10 7
Sulwhasoo T AEF5 15 16 21 Cliniquef&2 9 8 11 9 6

Shu Uemura tE555 14 13 11 Guerlain 522 9 6 9 11 7
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SUMMARY
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APPETITE FOR LUXURY REMAINS OPTIMISTIC
H BRSO IA RN

Consumers’ appetite for luxury in 2019 remains optimistic in Hong Kong and Mainland China.

2019 P H 2R B XY ARACH B B DI R RIL

46% of our Mainland China consumers and 32% of Hong Kong consumers plan to spend
more respectively on luxury products over the next 12 months.

46%HINHIE TR EM32%MIEFAHEE R, RR—FRFIEMNEZEZmWE LRFH

]
w Mainland China 32% '
HERNHEHZERE

HONG KONG
BEMXEEE




CLOTHING AND JEWELRY PERFORM WELL
A=A E RN R

Travel is still at the top of all luxuries spending in Hong Kong. However, Clothing and Jewel-
ry top the list in Mainland China. Clothing and Jewelry also top the list of overseas shop-
ping and Clothing tops the list of online shopping among Mainland China consumers.

BB HEE KARSBRIKIF. TITE qﬂlmi&,/ﬁﬁﬁﬁﬂnm’y—ﬂﬁ MK EARENKEBERE
R 2R E BN T BRI SERY M, BREEEL LHEmERTIEE

50% of Mainland China consumers plan to spend more on clothing; 46% of Mainland China
consumers plan to spend more on jewelry in the next 12 months.

TEARKI2N A, 50%RIAHE 2R B T XIIEINAREAYE R, 46%RIAME 2R & 1T XIS IR ERVHZR

V '\? \/\
A\ /4

Hh0%

Clothing Jewelry
e K=



D L S\|/ = — — \
JTTEBEARAILETE—X
Besides millennial, Generation Z aged 21-25 generally spent more on each luxury item in

Mainland China while people aged 46 or above generally spent more on majority of luxury
items in Hong Kong, underscoring their massive purchasing power.

TENMEMEHE, PFEAM21S E255NZHFEE46F L LW AZN 2RE T ERMA
BB, RBRETMAZSHRE—

% 21-25 5 % 46 s

1 E N ZRE BRMKEEEE




DIGITAL HEAVILY INFLUENGES PURCHASE DECISION WHILE
OMNICHANNEL BECOMES A MUST

BWFURENEZmHAAmER, 2REWY)
(AL AT TR

Digital influences over 69% of luxury purchases in Mainland China while 61% in Hong
Kong, with LOPP most preferred. However, most luxury purchases are still made at physical
stores, which means having an omnichannel brand presence with offline stores is a must
for providing a premium and innovative customer experience.

BFHELTMNT68%NFPEZCRHEEHOL%NEEHE, TR LT 5REEHELSENS
MUMRIS, X EEOEL T EWERARZIODN S R SIEEN, BRILASHHEZmT
PRMEITAMKIBR ETL TRESE, B, RENRESFREWEREMALABE

HONG KONG
BAMXEZmEE

68% Mainland China 6]%
PERNMMEZREE




