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Chinese luxury prices  are increas ing for items  that consumers  usually buy at home. Image credit: Peninsula Hotels

 
By DANNY PARISI

The price of luxury goods increased 16 percent in China this year, an increase from the 13 percent they rose in 2016,
according to a new report from Hurun Research.

The majority of the price increase can be attributed to three categories: yachts and aircrafts, high-grade tobacco and
alcohol and leisure activities such as golf. This data comes from Hurun Research, which released its "2017 Luxury
Consumer Price Index" to gauge the current state of luxury spending in China.

Supply and demandSupply and demand

The Chinese appetite for luxury is growing every year. Each quarter, new reports come out showing the desire for
luxury goods among Chinese consumers growing along with the burgeoning affluent class in the market's society.

In concert with this growing demand, luxury prices are increasing to match the consumer base.

Hurun found that yachts and aircrafts, whose prices rose by only 1 percent the year before, are now up 4.4 percent,
suggesting a boost in desire for luxury travel accommodations.

Similarly, high-grade tobacco and alcohol were decreasing in price over the past two years in China, but have now
shot up almost 3 percent this year.

file:///tmp/www.luxurydaily.com/category/retail
https://www.luxurydaily.com/chinese-luxury-prices-increase-for-products-bought-at-home-and-vice-versa-hurun/
https://www.luxurydaily.com/wp-content/uploads/2016/04/Peninsula-Academy-Chinese-consumer-465.jpeg
file:///author/danny-parisi
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1


 

Finally, leisure activities saw the largest increase of any category. After only one percentage point increase last year,
this category has now grown by more than 6 percent.

Some lower-performing categories included tourism, which dropped from 5 percent to barely 1 percent, and
watches and jewelry, which went from 4 percent to 1 percent.

This suggests that the kinds of experiences that Chinese consumers can best enjoy at home, such as leisure
activities, yachts and education, are increasing in price. But the products that are decreasing are the ones that many
Chinese travelers can purchase while abroad, such as a new watch or handbag, which are more often bought from a
European boutique.

For luxury brands, this means that they should focus on appealing to Chinese travelers abroad for some categories,
such as apparel and accessories, and target them at home in China for other products.

Chinese luxury
The United States is becoming a highly coveted travel destination among affluent Chinese consumers, and due to
their spending habits the demographic has proven extremely influential, according to a new report from YouGov.

Chinese affluent look to purchase luxury goods while traveling abroad, and Chinese consumers spend the most out
of any group while traveling. YouGov's Affluent Perspective 2017: Chinese Luxury Shoppers in America finds that 56
percent of Chinese affluent are planning a trip to the U.S. within the next two years (see story).

These travelers are buying luxury goods from a number of Western brands, meaning that spending on those
categories at home is stagnating.

China's WeChat will soon be compatible with North American luxury brands. Image credit: WeChat

Four Seasons Hotels & Resorts, French fashion house Chanel and beauty marketer Este Lauder secure the top brand
spots in their respective fields in regards to relevancy among Chinese consumers, according to RTG.

The RTG consulting group has released its "Brand Relevance Report 2017," which shows that brands in China are
becoming quicker to jump on growing trends, helping them to stay on top. Many Chinese brands are making waves
overseas throughout all industries (see story).

Hurun's research suggests that luxury brands need to be smart about which products they market to Chinese
consumers and not just blanket them with marketing without a keen strategy in mind.
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