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Introduction about FC

Fortune Character Group

Fortune Character Institute

2012 China Luxury Report




FC (Shenyang, Beijing, Shanghai, Ji'nan,

Zhengzhou, Suzhou, Changsha, Chengdu,

Ningbo, Hangzhou, Wenzhou, Foshan, Haikou)
FC ( Edinburg )

. FC (New York)

{ )

FC ( Shanghal, headquarters )

;5

Y \ e
- M FC ( Hong Kong )

Leading group providing one-stop service for Chinese wealthy

Branches all over the world
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Foreword: Deeper In China
'M' % Chapter 1: 2012 Global Luxury Market
‘%’m Chapter 2: Luxury Map in China

Chapter 3: Luxury Lifestyle in China
! Chapter 4: Distribution Channels of
T g Luxury brands in China
b B 415240 Chapter 5: Promotion of Luxury
! Brands in China
. Chapter 6 :CRM of Luxury Brands in
China
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2012 SRS S Chapter 7 :A Long Way to Go for
Chinese Local Luxury Brands :

A AE T
E

R BOXES
B FEFSRRE




2.Consumption behaviors of Chinese
luxury consumers

3. Travelling Chinese

4.1 ook ahead for travel retail market

5.Fortune Character Lists







Who are your target clients?

Are these people
Wb thgiéq4y°
SBORRIE GRNLINE
MBS galfsriae
25% e sales?




Luxury Map in China

A

There are much
market potential

and prospect in 2/3
tier cities

Promoting brand
Image and sinking the
market promotion and
service other than
opening more stores
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Consumers’ willingness to buy luxury goods in the future
Unit  RMB N Increase Flat " Uncertain M Decrease

Over 100
million

1.The richer the
50 - 100 consumer 1s, the
demand for luxury
goods becomes firmer

million

10-50
million

Less than 10

. 19% 21%
million




Luxury Consumption Desire Curve

Willingness
to Spend

2. Revealing of luxury
consumption desire
curve, low-asset crowd
have strong
consumption desires

Male

General

Female

RMB 10 Million RMB 50 Million Individual Assets
Data Source: Fortune Character Group



The Most Expensive Luxury Goods Purchased by Participants are
Mainly Less Than 0.5 Million RMB

Unit: RMB Top 3 Categories are: Watches, Cars ,Bags&Luggages
Les:n‘ci:};nnO.S 539
05-1milion [ 19%
1 2miion RS 16% 3.The consumption of
_ luxury goods are
2-smilion [ 7% becoming popularized
5 - 10 million 3% .
— Emerging new money

Mre than 10 PZ% from 2/3 tier cities are
Increasingly important

Data Source: Fortune Character Group




Do you love logo?

4. Upgrading

personal taste In
luxury consumption

_ Serious with From other’s needs
logo to personal needs

§ Eager for logo

Don’t understand
logo




Also, consumption has
transferred from

<o following the trend to
a5 individualized
a consumption.

5%
3%

Product design Sales personnel Limited editions Customized Discounts Environment

Motives for consumers to consume luxury goods

0 Less than 10 million RMB

10 - 50 million RMB
B Over 50 million RMB

3% 3% 2,

Friend s



The preference of customized products for the Chinese Wealthy are: clothing, jewelry, home furnishing and high-end gifts
customized

Billionaires have their entire life
ﬁ The demand for
customization, limited
—¥ editions and niche high-end
g & " brands is growing rapidly
furmishing

furmishing
oather | Watches ay | o | Higt-end
Clthing | Jewely L T el | Trae : .
furmishing 0000% s | s recreations

DataSources Fortune Character Group




70% |
i I .on Prefers Luxury
61% Goods with Collecting and Investing Values
60%
51%
50% |- 46%
42%
40%
29%
0% |
26%
20% | 60 17%
12%13% v'
9% ao
| 6% 59 5 4% 5%
2% 3% o
0%
Less than 10 million 10 - 50 million 50 - 100 million Over 100 million (unit:RME)
I Personal use B Business gifts Ml Hobbies Retain&incresase value Other

Consuming purposes of consumers



Products and brands that friends are
using and recommending

0%

45%

Products and brands that
have personally used and
expernenced

Other

Products and brands that
have high media exposure
and brand recognition



~ Higher the Asset Level, the Higher Brand Lovyalty is

Unit: RMB .

Have you

Less than 10 milli 5 items from
s T mEen 3% luxury brand?

10 -5 Om illion

50 -100 million
21%

100- 500 million 589

Over 500 million
32%







Why Chinese consumers are infatuated with overseas

luxury purchasing

Average Consumers Wealthy Consumers

Cheaper than 359
mainland China

wealthy consumers tend to 17% .
y Average consumers are price-
focus more on the

 Quality gt : : sensitive and have the attitude
Individualized consuming

: ! " . of the more you buy, the more
experience and the quality of value you get.
service

0
Souvenir from business trip or 2%
traveling

Long-term living abroad

For the personalized service &
experience

2%

32%




Luxury consumption is shifting abroad,
cultural experiential consuming and
purchasing through manufactures would be

the mainstream.




1.Luxury consumption is shifting from Hong Kong

&Macao to Europe and US in 2012

Where did you make the luxury purchase?

Other 13%

" Others 3%
Beijing 38%
[ Japan 3%
= US 10%
23%

Europe
M Hong Kong 26%

& Macau
B Mainland 35%

China

Shanghai 49%

0s 10 15 20 25 30 35



2.Chinese consumers prefers to buy luxury products

In brand stores and Duty Free Shop

Mainland malls

Owversea
storefronts

DFS

Professional
agencies

Events & expos

Online

Other

- 9%

11%

10%

10%11%

8%

2%

1%
2%

- 16%

oo 38%
26%
1 32%
36%
31% ?

m Over 50 million RMB

10 -50 million RMB

m Less than 10 million RMB



3.Chinese consumers like to buy luxury leather

goods, watches and jewelry overseas

Average Consumers Wealthy Consumers

Perfumes & 39%

Cosmetics

Leather goods 30%

Clothing 28%

Watches

27%
Jewelry

Others






1. Luxury consumption shifting to overseas will
soon alleviate

So far,40% of the luxury consumption is completed overseas

In the near future, this rate will drop to 20%

LA They would mainly go abroad to buy those
p customized, limited editions and niche design brands

o



2. Tourism and cultural experiential purchasing will

become the main trend for future overseas luxury

consumption

Chinese consumers are willing
to visit the birthplace of luxury
brand and savor the brand
heritage during the trip.




3. Main channel of overseas luxury consumption
will be through overseas manufacturers




Challenges for travel retail market

Price is
exerting Limited BECKOMINCHallenoes] Challenges
much more Jbrands and §experientiall™ from E- from

Influence on
travel retail

consuming luxury Chinese
government

categories

1

5







Fortune Character Lists

- .53“‘
CHAN EL BOTTEGA VENETA
o . ﬁ;‘
ey i HERMES
g PATEK PHILIPPE
W *
ROLEX VACHERON CONSTANTIN
B TIFFANY & CO.
o
MONT PIAGET
+
LOUIS XIll Cartier
BOTTEGA VENETA %&W
Luxury Brands Favored by Chinese Luxury Brands Reflecting the Tastes of
Wealthy

Chinese Wealthy




Luxury Brands Favored by Chinese New Luxury Brands Reflecting the Status of Chines

Money

WTTON

O
Y
W

ROLEX

GIORGIO ARMANI

Wealthy

PATEK PHILIPPE

Rolls-Royce

Motor Cars

MONT®
BLANC

GIORGIO ARMANI

ROLEX

CZZ/il'er

PIAGET

CHANEL
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PATEK PHILIPPE

CHANEL

s"er’_'\-‘
HERMES
PARIS

Dior

W

ROLEX

GUCCI

©)

Cartier

Cartier

Y,

LOUS WO

CHANEL

PIAGET

MONT®
BLANC

Rolls-Royce

Motor Cars

Dior

Most Valuable Luxury Brands for Chinese

Wealthy

Most Successful Luxury Brands in Marketing




i nsight
I Fortune
Character
Contact us:

Website: http://www.fcvvip.com
Email: fci@fcvvip.com



