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T he luxury market is not feeling the same COVID-19-related pressure in South Korea as it has in other regions of the
globe.

In fact, during the early virus outbreak in January and February 2020, when China was shutting down, the top three
local department stores in Seoul had a surplus in sales, as compared to the same period in 2019, according to a new
report from Agility Research and Strategy. Lotte sales were up 16.7 percent, Shinsegae rose 16.4 percent and Hyundai
saw sales increase by 15.3 percent.
"T hough consumer traffic in malls declined in March with the increased number of local infections and social
distancing measures became widespread, sales began to quickly rebound in April," read the report.
"T here has been a pent up demand for luxury goods when people were told to remain indoors and people are
enjoying going back to the store," said Amrita Banta, managing director and cofounder of Agility Research &
Strategy, Singapore.
South Korea
South Korea is one of the main economies that contributed to the rise in demand for luxury goods in Asia in recent
years.
In 2019, the luxury goods market in South Korea was valued at around $13 billion, one of the fastest-growing luxury
markets globally, according to Agility's T rend Lens 2020 Wave 1 report.
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T he report found that 55 percent of affluent Koreans enjoy browsing in a physical store, behind only the Japanese in
which 65 percent of consumers have the highest propensity to visit a physical store to look out for luxury goods, preCOVID-19.
"T his behavior did not change during the outbreak, testament to local shoppers' resiliency and eagerness to
continue to enjoy a normal lifestyle," the report said.
Airport closures and restrictions on travel to destinations worldwide likely helped boost domestic demand for
luxury goods.
High-net-worth consumers, millennials in particular, spent money earmarked for foreign travel on luxury goods at
home.
"International luxury brands continue to be popular among the affluent Koreans, who believe that the next evolution
of luxury will still be driven by these larger, more established companies," the report said.
"Luxury spending was up in January and February 2020 but down in March as people were advised to stay home,"
Ms. Banta said. "With travel restrictions in place and Chinese not allowed to travel into Korea, travel retail has really
suffered badly.
"Sales of luxury brands have increased again in April and May sales for some of the well established brands has
been very good," she said. "Korea has a large domestic market for luxury goods which we expect to remain resilient
during the crisis."
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Before the global pandemic hit, affluent South Koreans were already taking more domestic leisure trips than
overseas trips. Now that the world has suffered a crisis, this trend will likely increase in 2020.
Korean Air has plans to resume more domestic flights this month.
Several local resorts in Jeju have reported 90 percent occupancy, particularly during the Golden Week holidays in
late April-early May.
As South Korean consumers return to travel and to stores, they are also rethinking what it means to experience
luxury.
"During our interviews with affluent Koreans, many defined luxury as something personal and emotional,

something which offers self-satisfaction' and a good feeling,'" the report said.
"Other traits related to the product, like good quality' and expensive,' are still important, but secondary. Luxury is
seen not only as a status symbol, but it represents the pleasant and positive feelings that come with the ownership of
branded and high-quality items."
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Post-COVID-19 rebound
Korean shoppers are already returning to stores and spending money on luxury goods.
In early April, Lotte saw a 5.4 percent increase in overseas luxury brand sales and a whopping 27.4 percent increase
in overseas watch and jewelry brand sales.
In May, consumers formed lines outside of Chanel boutiques in Seoul to make purchases before prices went up.
T he Korean GM, one of the leading luxury brands in the country, said it has plans to increase sales staff in its
boutiques to help support and increase in sales.
"Korea has definitely turned the corner and is on the rebound," read the report.
"We believe it is one of the most important markets to watch out for in 2020 and many of our clients have
commissioned us studies to take advantage of its opportunities," Ms. Banta said.
"T raffic in large malls and department stores began to rebound in April and more focused on high-priced retail
goods," she said. "T here is now some fear of a second wave, so one must proceed cautiously."
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