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Justitiers Detiine Why theleonsumers

Buy

Quality of Life
Pleasure

Beautify Home/Self
Education
Relaxation
Entertainment
Planned Purchase
Emotional Satisfaction
Replace Existing Iltem
Stress Relief

Hobby

Gift for Self

Bought on Impulse
Status

0%

Motivators to Buy
Discretionary Products
Very Important/Somewhat Important

| 84%
83%

|

| 83%

|82%
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Attiuentiviarket ikepresents
I

SVNlon Housenolds

- Tom %
$49,999 or less 62,281 57.0%
$50k to $69,999 16,706 15.3%
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Euttreloi@onsumer Viarket:
Diversence's Polamzation

millions

Consumer Generations

80

76

Millennial (1977-) Baby Boomers (1946-1964)
GenX (1965-1976) WWII/Swing (<1946)




LUXURYAIS POWer torEursuesy our
assions

Brands

Power, Time, Freedom, Money




IS Opportunity:

> e best of Classii Any Class
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CuxuryAViarkerSesments

Butterflies
27%
Luxury Cocooners
44%

. \ Aspiring Luxury Class

29%




Vieet thie butterilies:
YourzINew liargetiVianket

Plirchase'moreNasnion & bealty/diagrance products
INO statusyratersocial imarkers

IworrthirdsoiluxtZblidgel o oes Lo personal
Uxunies; Sratherthanhome

LCuxury EashioniSpending:
Aveg. $3,000oetall, $47'5 onllastitem purchased



Suttertiies Have Emersed rom: thelr

Consumer Psychology | Butterflies have emerged from their luxurious
cocoons and are reconnecting with outside world.
Connecting, rather than cocooning, is primary
driver for the butterflies. They are less materialistic
than other segments and know things won't buy
happiness.

Demographics e Most successful in world's terms
e Highest incomes ($172.4k)
e Boomer generation
¢ Highest household value ($280k)
e More likely to be female

Purchase Incidence Most active buyers of both luxury products &
services (95% products; 68% services)

Luxury Product Spends the most annually on luxury products

Spending ($14,675), but only 34% of spending is for luxury
home ($5,050), while majority is for personal
luxuries

Luxury Services Spends most on luxury services, $8,200
Spending
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¢

LUxuny Cocooners Stll- Wirapped 1n
the Cocoon

Consumer Psychology | They are still wrapped up in their luxury cocoons,
devoting their time and attention to making their
'nests' more luxurious. They express their identity
through luxury purchases and participate fully in
their luxury lifestyles.

Demographics e Income below butterflies, above aspiring luxury
class ($151k)
¢ Middle-aged
e Household value below butterflies ($256k)
e More likely to be female
Purchase Incidence Active buyers of both luxury products & services
(93% products; 65% services)

Luxury Product Total spending only 65% that of butterflies, $8,900
Spending Majority of luxury spending, 55% or $4,900, is for
home-related luxuries
Luxury Services Spending on luxury services about 20% less than

Spending butterflies, $7,000 per year
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XUy AspirersiStlliHaveniisiseaci lnerr
Desiredrievel of Euxury

Consumer Psychology | Have not yet achieved the level of luxury to which
they aspire. They view luxury as an expression of
what they have and what they own. For these
consumers, luxury is best expressed in the things
they buy and display.

Demographics e Lowest income ($135k)
e Middle-aged or younger
¢ Household value about the same as luxury
cocooners ($250k), meaning less discretionary
budgets
¢ Higher representation of men as compared with
butterflies or cocooners

Purchase Incidence Active buyers of luxury products (94% purchase
incidence); significantly lower levels of buying luxury
services (51%)

Luxury Product Lowest spending levels, $6,500 in total.
Spending About 54% of total spending is for home luxuries
($3,500)

Luxury Services Lowest levels of spending on services, $5,200
Spending
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Luxury Purchase Incidence

Fashion is #4 most purchased luxury

In past year, did you purchase or influence the purchase of any of these luxury products?

Any Luxury Product

Electronics

Garden

Fragrances & Beauty
Apparel & Accessories
Furniture & Floor Coverings
Linens & Bedding

Jewelry & Watches

Fabrics, Wall Coverings, Windo
Kitchen Appliances
Kitchenware, Cookware
Automobiles

Art & Antiques

Tabletop

Recreational Vehicles

|90%

0%

10%

20%

30%

40%

50%

60% 80% 100%
70% 90%

Base: Households over $50k
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Implications:t From @ocooning to
@onnecting

[Erom CocoOMNSHG CONNECing

Interconnectednessis e way theWordiand everyonein
45 becommpinierconnected throughssravel, medial
electronichneiWorks; erc:

(Eocooners are disconnected, buttertiies are connected;



LuxuryaviarketersiVitst Gonnect With
Eonsumers

We must developrongoing, meanimeiul; twozway
dialoguesiwititourcustomers, ouEpoieniial
clistomerns; OUIFtire clistomers:

©he-way:communication dominates

Companyawebsite can becomethelcential hub o
tWo-way communicationiwith the customer




Luxury Eashion| Purchase Behiaviorn

Purchase Behavior

About your last apparel purchase, did you....

Buy after shopping around
Shop in one place

Buy on impulse
Wait a long time

Self-Purchase
Make decision jointly

Buy on sale
Pay full price

No research
Careful research

\I
|

W

| 22%

1121%

Il 23%

Yo

Luxury Apparel & Accessories

153%

| 65%

1

| 78%

| 77%

| 79%
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90%

Base: Respondents bought apparel & accessories



Whyz They: Buy: LuxunyEashion

LCuxtry fashionNsinecessity

Viust: dressiappropriatel Vo stagennpliie; their social
level e posiion N socieiy:

fFavor classiclooks)well-made; high:-quality &
craftsmanship

FeelliketherForsottens woman

Fashionimuusty s out of touchitesconsiders
consumerssielevant:

Eonsumernconsiderfashion industiasimelevant:



BrandsiAnePoint of @onnection:
Cuxury Brands Role n Getting Peopletorbuy
Willlincregse

Influencers on Last Luxury Purchase
Very Important/Somewhat Important

Thinking about your most recent purchase, how important were each of these influences?

Brand or Company Reputation
Store/Dealer Reputation
Recommendations Friends
Salesman'’s Info
Internet/Website
Articles/Reviews
Newspaper Ads

Television Programs/Ads
Newspaper Articles
Magazine Advertising
Magazine Articles

I s

-

40%

60%

80% 100%

Base: Households over $50k



Product brand and Storerbrands Are
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INext Retail Chiallenge:s Connect with
Eonsumers

Experiencemmaneting isinfusimgraliiproduct
developmentsmarkerng andisaleseliomsiwiti the
ieeling thal e product promisestiorthescustomer:

[Sixury ooous neediolbe sold, advertisediand
promotediikelixumny senvicess




Connecting with Constimers

= Aboutlessaalimprand morelistenng

SADOUL sivingimorevalue ratherthanitaking more
money

= About beinganvelved with the customersrather than
Walting forcUstomer-torset involved Wit you

= About connectineawithithe community,

= About creatingiVourbusiness orVourcustomers:
eeds



