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By SARAH RAMIREZ

Despite demographic similarities regarding age, geography and wealth, Asian affluents have varying interests and
cannot be treated as a monolith.

According to Agility Research & Strategy, affluents in Asia can be segmented in several categories that encompass
different consumption and shopping habits. Understanding the range of consumers is crucial for luxury brands and
marketers looking to reach the right audiences.

"This busts the myth that rich Asians are impulsive spenders when it comes luxury," said Ali Mirza, CEO of Agility's
Affluential, Hong Kong. "There's a sizable proportion of pragmatic consumers who tend to be more rational in their
purchases."

Affluential is  Agility's sister company. Agility's report is  based on its 2019 Affluent Insights study, which included a
survey of more than 3,000 affluent consumers from China, Hong Kong, Singapore and South Korea.

Affluent segments
Segments of affluents in Asia include pragmatists, connoisseurs, trailblazers and "experentialists."

Practicality drives pragmatist consumers, and these consumers prefer luxury goods that are stylish but durable. Price
is another important consideration for the pragmatist affluent.

https://www.luxurydaily.com/category/sectors/marketing-industry-sectors/
https://www.luxurydaily.com/luxury-brands-must-employ-range-of-strategies-in-asia/
https://www.luxurydaily.com/wp-content/uploads/2017/09/Michael-Kors-Yang-Mi-The-Walk.jpg
file:///author/sarah-ramirez
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://www.affluential.com


Some affluents are drawn to high-end service, such as this photography butler service at a luxury hotel. Image
courtesy of Regent Taipei

These consumers also prefer shopping in physical stores so they can examine products before purchasing. Brands
looking to attract these shoppers should emphasize the in-store experience and high-quality service.

Affluents who identify as connoisseurs are also guided by rationality when making luxury purchases.

However, connoisseurs are differentiated from other consumers because of their levels of sophistication. These are
the affluents who are knowledgable about a brand's history and craftsmanship tradition, which contributes to their
high levels of brand loyalty.

Connoisseurs are most receptive to marketing that makes them feel appreciated and unique, such as private events
or specialized magazines.

Trailblazers look to luxury products to serve as status symbols and prefer to spend on high-end skincare, fashion
and accessories. They are less brand loyal than connoisseurs and prefer to follow designers rather than labels.

Chinese KOL Peter Xu at SIHH. Image credit: DLG

Social media, KOLs and other digital tactics are the best way to attract trailblazer consumers.

"Experentialist" affluents are those who prefer to spend on experiences rather than high-end goods. Travel is their
largest spending category, and this is expected to continue to grow.

Video storytelling is one of the primary marketing methods that will resonate with experiential-minded consumers.

Marketing in Asia
Luxury marketers have tried a range of strategies to connect with Asian affluents as their purchasing power builds.

In a move that is likely to attract trailblazing consumers, Italian fashion label Giorgio Armani is becoming the first
luxury brand to incorporate 3D augmented reality makeup try-ons into its WeChat mini program.

Beauty group L'Oral's AR makeup platform ModiFace will be supporting Armani Beauty's virtual makeup application
on WeChat, one of the leading social media platforms in China. More than a quarter of beauty buys in China are
made online, underscoring the importance of prestige cosmetics brands investing in ecommerce tools (see story).

Pop-ups can appeal to a range of Asian consumers as these temporary outposts often blend brand heritage with
exclusive experiences.
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Through an exhibit in Tokyo, French fashion house Christian Dior's Parfums division is focusing on its iconic Miss
Dior scent, which was created by the brand's eponymous founder.

Leaning into the growing beauty trend in Asia, Dior Parfums is exciting Miss Dior fans in Toyko with an art exhibit
dedicated to the flagship scent. The perfume is said to have been created by designer Christian Dior himself at the
label's first home on 30th Avenue Montaigne in France (see story).

"Brands need to understand that consumers have unique characteristics and needs and how their brand positioning
fits into each of the profiles and in which space they play in," Mr. Mirza said. "This will then enable them to create
messages that resonate with their intended audience."
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