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Chinese are the main client nationality In the

Personal Luxury market

Est. Share of total Personal Luxury Goods market (%)
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China Affluents growing steadily
Upper Middle class on the rise

Urban Households (Million)

150 Upper Middle Class
12-22k RMB / month

Emerging Middle Class

100 5-8k RMB / month
50
Affluent
22k+ RMB / month
0]
2005 2010 2015 2020 2025 2030

China, even slowing down to 5% a year, will generate by 2020
the WW largest GDP growth, ~ 2.5 Tn$ (> UK or D GDP)

Source: BCG analysis HjG
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Chinese Luxury Consumers closing the
Digital gap

% of respondents

Store solo 51% G

Online sales
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Mobile e-commerce as a % of total e-commerce up to 51%
in China, expected to climb at 74% by 2020

Note: "Where have you bought the last item purchased? Where have you researched it?" -- 1. China excluded
Source: BCG 2015 ad hoc study (10'000 respondents in 10 countries) 3
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Chinese Luxury Consumers prefer
a strong guidance In store

"Which characteristics should your ideal store

% over have in terms of support from the sales staff?"
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Source: BCG survey (10.000 core luxury Consumers in 10 countries) Hj(}
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Chinese the most attracted by
Intense in-store digital experience

"Should your ideal store have limited or immersive in-store digital experience?"

% over respondents
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Source: BCG 2013 specific survey (10.000 core luxury Consumers in 10 countries) H:(} 5
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Chinese are a lot more than China only

CAGR '12-'15 +5.5%

*
Personal Luxury market by Country and Nationality
(€B, retail value @current)
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Where were Chinese purchasing in 20157

Chinese Personal Luxury market by location of purchases

(€B, 2015 retail value @current)
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1. Russia, Middle East, Other APAC, Other Americas
Source: BCG analysis
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By 2020 Chinese travelers will
reach ~240 Mn, by 2030 ~700 Mn..

at 101510)
Other Asian? +6.7%
+9% India = +11.5%
wo | Japan M 029
460
25 ~ 700 China
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_ppy 58
- 58
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1. Others includes Philippines, Vietnam, Hong Kong, Singapore, Malaysia, Thailand, Taiwan, Indonesia and South Korea; do not include ANZ
Note: Population figures exclude individuals under the age of 15, Million individuals in 12 major Asian countries with over USD 15k in annual income
Source: Euromonitor, BCG analysis

CAGR '13-'30 A'13-'30

+126.1M
+61.8M

+3.4M

+620.5
M

76% of Asia
growth coming
from China
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Large cities are Chinese preferred
destination, and growing

Changes in Chinese travel preferences

o 84
Large cities o
56
Beach % -20 pp
.. 46
Small cities % -16 pp
. 31
Countryside = -14 pp
24
Resort -14 pp
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Source: BCG Next Billion traveler survey
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How to capture Chinese consumers abroad?

% of Chinese
respondents?

Broader selection

Lower prices

Buy in the country of
origin of the brand

Part of travelling
experience

Superior customer
experience

B

SUpEerior In-store experience and “made-in* are the
key boosters for. Chinese purchases in Europe

Note: Consumer buying both in Europe and US are excluded from the analysis
1. Includes Chinese respondents that spend abroad at least 25% of their personal luxury expenditure
Source: BCG 2015 specific survey (10.000 core luxury Consumers in 10 countries)
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Milan becoming cooler and more trendy. for
Chinese Luxury consumers

"Based on your experience in Milan, do you feel that the city is:"

% of respondents

Losing grip 18% 2204 Doubters

Neutral 32%

Becoming
more cool / 49%

trendy Supporters

T *

. China |,

Mature £ . ket
markets merging markets

Source: BCG 2015 ad hoc study (10'000 respondents in 10 countries)
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Key take aways on Chinese *:
Luxury Consumers evolution

Chinese representing 30% of global Personal Luxury Goods market

China will continue to create largest GDP growth and new Affluent Luxury
Consumers

Chinese Luxury consumers closing the Digital gap

3/4 of Chinese Luxury consumption outside mainland China
Attracting Chinese abroad is not only about Price anymore:
In—store superior customer experience (full sales support, Digital,

Newness,..), Made in (Buy in country of origin)

Milan growing as Luxury shopping destination for Chinese BCG

ulting Group, Inc. All rights
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