Luxury Tracking Report: 3Q2008 Fielded October 3-8 2008 11/12/2008

(@ =T o] (T g Bl 111 0o [ 1 ) o T 9
Special Investigation: How Luxury Consumers' Shopping Behavior Is Changing due to the Current Economic Crisis 9
Figure 1: Changes Luxury Consumers Have Made in Past 12 MONtNS ... 10

Even Ultra-Affluents Are Making Changes...........cceevieeriererieesieierieeieiesieest et essesesseesse e e sessesessesessesassessssassssensens 13
Figure 2: Changes Ultra-Affluent Consumers Have Made in Past 12 MONthS ..., 13

— Key Finding: Implications For Marketers on Changes Affluents Are MaKing............ccceeverieenieveniecenerenereeeseenennns 14
Impact of Economic Crisis on Affluents' Wealth ..ottt 17
Figure 3: Changes in Wealth Past 12 MONNS ...........ccccciiiccccccceseeee st 17

Figure 4: Response to Changes in the STOCK MarKeT..........ccoriiercee e 17
Luxury SPending TTENAS. ......ccoveirieieeieecieeeee ettt sttt se b et et a s e s e s e sassesesesasaesassesessesessansesansnsansans 18
Figure 5: Luxury Spending YTD 2008 VS. YTD 2007 .......cccoueurrinirierinirireniseisisisesessssisisssesessssssssssssssssssessssssssssees 18
Specific Challenges in Managing their MONEY ..........cceeieiieuirieiieeieeteet ettt sae st e s s e ssesassesessanens 19
Figure 6: Specific Challenges in Managing MONEY ...........ccerriiieinnniieesseseee s 19
Strategies Used to Manage MONEY BEHET .........cc.ceoieiieeieeieiesieeieeiee ettt et et a et e sesaesassesessanens 20
Figure 7: Strategies Used to Manage Their MONeY BELEEN ... 20
Satisfaction in How They Manage Their MONEY..........ccccieveirieinieinieieieisieseeeetesere et ssesessesessesessesessesessesassessssasens 21
Figure 8: Level of Happiness with HOW Manage MONEY ... 21

— Key Finding: Implications For Marketers in the Current ECONOMIC CriSiS.........ceoveerieerieerieenieenieenieeseesieeesenens 21
Chapter 2 — Luxury Tracking Study Topling FINGINGS.........ccccouieeriireiirirseiesseees e es 22
Luxury Consumption Index (LCI) in Free Fall.........c.cooiioiioieeeeeeeee ettt 22
Figure 9: Luxury Consumption Index, 2004-3Q2008 ...........cccrririrrinirninieeieseessessssesesesssse s ssesesens 22

—Key Finding: What Marketers Can Do Today for TOMOITOW ..........cccveueirieieieirieieierieeieeie e e sesseeesenens 24
Luxury Consumers’ Feelings of Financial Well-BINg.............ccceirieieieinirieieiiieieeeeeeeeeete et eenes 26
Figure 10: Feelings of Financial WEll-BEING ..........ccciiiiecicicecceceeceeeeess s 26
Spending Trends on Luxury In Past TWelve MONEAS ..........cccueuiiriiiiiiiieicceieceeeeee et 27
Figure 11: Trends on Spending on Luxury in the Past Twelve Months...........cccovvevivvvvvncssssss s 27
Luxury Consumers' Future Spending EXPEctation ............ccceueueieueieieieueiireeieieiciceecceeeeseseseseseseseses st ssesessesesesenes 28
Figure 12: Trends in Spending on Luxury in the Coming Twelve Months...........cccccerrencienecsnssneenenens 28
Confidence in Financial Health 0f COUNIY ..........couiieiiiiiiieiiiciciccccccccc sttt 29
Figure 13: Financial Health 0f the COUNLIY ..........ccccieeieeenceeeceeeee et senns 29
Financial Prospects in Next TWelve MONthS..........cccoiiiiiiiie ettt 30
Figure 14: Financial Prospects Next TWEIVE MONENS .........ccccieiiiiiisenesesesiseses s 30
Investments and Savings in the Current QUATTET .........c.coceererireriririririririririeeeeeetetetetetetebebebererese ettt e e aeaesenenes 31

© Unity Marketing, 2008 Page 1



Luxury Tracking Report: 3Q2008 Fielded October 3-8 2008 11/12/2008

Figure 15: Trends in Saving and Investing Now Compared with Twelve Months AgO..........cccceeernncieeinenn. 31
Investments and Savings N the COMING YA ..........c.ccccivieirieirieirieieeerieesteeste ettt se s se s sessesessesessesessesassensesanees 32
Figure 16: Trends in Saving and Investing in Coming TWelve MONNS...........cccovirennceereceesee 32

Total Luxury PUrchase INCIACTICE ..........c.civieuirieirieieicieietee ettt s e s sasse e sesassesessenens 33
Figure 17: Overall Luxury Purchase Incidence (All Affluent CONSUMENS) .......c.cvvrieieinnnnieeieisi e, 33

— Key Finding: Implications For Marketers on Purchase InCidence.............ccceeeieinieinieinieenecceeeeeeeseeeienns 34
Luxury PUrchase INCIACIICE ..........c.eeieieieiieieieiieteiec ettt ettt ettt s et b et et s s ese et esesanesesenennanes 35
Figure 18: Luxury PUrchase INCIAENCE ..ottt 35
Luxury Consumers’ Average Spending 0n LUXUIIES ..........cccceeirieueuiirieieieinieteieesieteeeteseseesteseseessesesesessesesesassssesesessses 37
Figure 19: Average SPending ON LUXUIIES. ........c.ccueueveueuereteieteieseeeseseseseesesesesesssssssss s s s s s ssssssssssesesesesesesesesens 37

— Key Finding: Implications For Marketers on Spending Changes..............ccceerririeieeininieeininieeeneeeeieeeve e 38
Spending by INCOME SEEIMENL .........ccocirieiieirieieieereieete ettt e st sesse e st esessesaesesessesesesessesessesassensssasens 40
Figure 20: Luxury Spending by INCOME SEGMENTS .........cvieririiiriiiieieirireneee e 40

Total SPending bY AZE SEZMENLS ......ccccevviirieirieirieieeietete et ettt ete et ese st esassesesesessesessesessesessesessesessansesensesensns 42
Figure 21: Total Spending on Luxury by Age Segments -- Young Affluents and Over 40 Year Olds............... 42

Total Luxury Spending DY GENAET ...........ccueirieirieieieieeeteeetetese ettt ettt aae e s e s sae e sene st e e ssaneens 44
Figure 22: Total Spending on LUXUIY DY GENOET ... 44

Trends in Spending by Key Demographic SEZMENLS ...........cccveeieueeieririeieieiieeeeeieetete s eessese e esesesaesessesessesassessssesens 46
Figure 23: Trends in Spending on Luxury by Demographic Segment (Age, Gender, INCOME)...........ccccvuruenen. 46

Where Luxury Consumers Shopped for Their LUXUry GOOdS.........c.ceveiieerieinieiiecieeseeneese et sseens 48
Figure 24: Favorite Shopping Destinations for Luxury G00dS SNOPPEYS.........cvieeeeerriniiieieinnenieieieseseenens 49
Luxury Shoppers’ Favorite Department STOTES ..........cccvcveerieerieinieirieesieisteesieestesesseeeseeesesesseseesesessesassessesassssensens 50
Figure 25: Store Brand Usage for Any LUXUIY SNOPPING ....c.cvviiereriririiieeieisisenesieisise s 50
Luxury Consumers’ FAVOTite IMAZAZINES ..........ccceeirrerirreiereiieeieieteteeeseseseseesessesassesessesessesessesassesasesessessssessssessssessssenens 52
Figure 26: Luxury Consumers' Favorite MAgGAZINES..........ccviiiirieirinirieieeisisesesieie s 52
Chapter 3— Home Luxury PUrChase DELall...........ccooeiiirireiiieiiesis et es 54
Home Luxury Purchase INCIAENICE............cueuiieiiieiiiciccteeteeeteee ettt a et et ae e se e sesasseneesanees 54
Figure 27: Home Luxury PUrChase INCIAENCE .........c.cviiiiicirrreceeis e 54

HOME LUXUIY SPENAING ...ttt ettt ettt ettt et et ase e s e s esessesansesansesassesasesesesasenessanens 55
Figure 28: HOME LUXUNY SPENAING .....ovuieiiiiriiiieieisisiretieiet sttt 55
Luxury Home Consumers' Top Three Shopping CROICES.........ccceueiereirierieteieieieeieeieie et eeesesaesessesesseassesessenens 56
Figure 29: Where Luxury Consumers Shopped for HOME LUXUFIES..........cceururririieresinrnieicieisseseeseesisesesenns 56

© Unity Marketing, 2008 Page 2



Luxury Tracking Report: 3Q2008 Fielded October 3-8 2008 11/12/2008

Art & Antiques — PUrChase DIETAILS..........ccoivieueuiieieieieiieiece ettt ettt se e e s sanennanes 58
Type of Art and ANtIGUES BOUGNL .......c..ouiiiiiieiieeceece ettt ettt s e s ae s et e e sanene 58
Figure 30: Type Of AT BOUGNL ..o 58
AmOUnt SPENt 0N ATt & ANTIQUES .....cvevereiereieririeesieisieesteesteesseseeseseeseseesessesessesassesessesassesessesessesessesessessssensesessesensess 59
Where People Shopped for Luxury Art & ANLIQUES .......ccceveveiieieieiirieieeieieeeietete ettt et eses st anessesens 60
Figure 31: Where Luxury Art & Antiques Were BOUGNL ...........ccceiiiiniininiiesesesesss s 60

Art & ANtiQUES Brand USAZE........cc.eueuiuiriiieiiiieieieiiieieieiieteieie ettt ettt s ettt et st a b esesansesesasanssesesanssesans 61
Figure 32: Art, Sculpture & Art Retail Brand USAQE .........ccceeeiiiiiiieieiesisese s 61
Electronics & Photography Equipment — Purchase Details ............ccoueeeirieieiiininieeiieeceeeeeee et 62
Type of EIeCtronics BOUGNL ..........ceoieiieicieeeeeeet ettt ettt ettt a e a e s s sae e sene et e e esaneens 62
Figure 33: Type Of EIECIIONICS BOUGNT .......c.cviiiiiiiiiirieseee ettt 62
Amount Spent on Luxury Electronics & Photography EQUIPMENL ...........ccooveirieinieiniiiceeeeeeecee e 63
Where People Shopped for Luxury Electronics & Photography Equipment.............ccceveveerinieieeninnieeeeieeeeeenens 64
Figure 34: Where Luxury Electronics Were BOUGhL ...........c.ccceecciiciiieneeessssss st 64
Electronics & Photography Equipment Favorite Brands .............ccceoivieieiininieiiieieeeceeeeeee e 65
Figure 35: Luxury Electronics Brand PrefereNCES.........coccceciiiiieecie sttt senns 65

Home Decorating Fabrics, Window & Wall Coverings — Purchase Details.............ccocoeiririeieeninineeiiieeeeieeees 66
Type of Home Decorating Fabrics, Window & Wall Coverings Bought ............ccccocvreieecireiineneeceeeeeeee 66
Figure 36: Type of Home Decor Fabrics, Window & Wall Coverings Bought............cccoviennnncecnnncnes 66
Amount Spent on Home Decorating Fabrics, Window & Wall COVErings ..........cccccveeveeerieenieenieenieenieesieeseeenens 67
Where People Shopped for Luxury Home Decorating Fabrics, Window and Wall Coverings..........c.cocovverererenenee 68
Figure 37: Where Luxury Home Decorating Fabrics, Windows & Wall Coverings Were Bought.................. 68
Furniture, Lamps & Floor Coverings — Purchase Details.............cccovoieueeiririeiinieieeieeeeeeeee et 69
Type of Furniture, Lamps & Floor Coverings BOUZhL ...........ccceiiriiiinieeceeeseeeeeee et 69
Figure 38: Type of Furniture, Lamps and Floor Coverings BoOUGNL ..o 69
Amount Spent on Furniture, Lamps and FI0OT COVEIINGS ........c.ceeveiriririeirieirieisieieteeeeeeeseeesseseseesesaeseseesesessensens 70
Where People Shopped for Luxury Furniture, Lamps and FI0or COVEIINgS .........ccccoeverirerereririrerererericieieieieerenenenenes 71
Figure 39: Where Luxury Furniture, Lamps and Floor Coverings Were Bought............ccccceveeeinieisicncnenenen. 71
Garden, Outdoor, Lawn & Patio Products — Purchase Details..............c.cooeeviieieieioiceceeeeeeeeeeee e 72
Type of Garden/OutdOOr BOUZNL. .........ccveiuiiriiieiiiieiecieeete ettt s e s s bt se s esesesasesesans 72
Figure 40: Type of Garden/Outdoor Living Luxuries BoUGNt ... 72
Amount Spent 0N Garden/OULAOOT.............c.eeiririereirieieieeieteteest ettt e ettt seassesesesessesesesassssesasassesesesanssesans 73
Where People Shopped for Luxury Garden, Outdoor, Lawn, & Patio Products .........c.c.cecevvvrnrrincecciciecccennes 74

© Unity Marketing, 2008 Page 3



Luxury Tracking Report: 3Q2008 Fielded October 3-8 2008 11/12/2008

Figure 39: Where Luxury Garden, Outdoor, Patio, Lawn Were BoUght............ccccovvvvrnnsnssseseeseeeeeieenns 74
Kitchenware, Cookware & Housewares — Purchase Detail ...........ccoovovivieiiciiiiiiciiceeeceeecteee ettt 75
Type of Kitchenware, Cookware & Housewares BOUZhL............ccocvvieeirinieiiiiieiceeieeeeeeeee e 75
Figure 41: Type of Kitchenware, Cookware, Housewares BoUgGht .............ccovvvvviiiirrssseee e 75
Amount Spent on Kitchenware, COOKWare & HOUSEWATES...........c.ccceveuereiririeieiirieieeririeieeetete et eessesens 76
Where People Shopped for Luxury Kitchenware, Cookware, HOUSEWAIES ...........cccoeveerreerierenieieieiseeeeeeeeeeeeens 77
Figure 42: Where Luxury Kitchenware, Cookware, Housewares Were Bought ...........ccccvveeennnicecnnnenns 77
Kitchen Appliances, Bath & Building Products — Purchase Details...........cccocueeireireinieinieeseeieeseeeeeeeeeseeeaeens 78
Type of Kitchen Appliances, Bath & Building Products Bought.............cceceeiniiiiiiineieeeee e 78
Figure 43: Type of Kitchen Appliances, Bath & Building Products Bought...............ccccceveveccccecceeeenens 78
Amount Spent on Kitchen Appliances, Bath & Building Products.............ccccceeivieeiininieiininieecieeeeceeeeeee 79
Where People Shopped for Luxury Kitchen Appliances, Bath and Building Products...........ccccccveevivinieenienniennnee. 80
Figure 44: Where Luxury Kitchen Appliances, Bath & Building Products Were Bought ............ccccoveeieinene. 80

Linens & Bedding Products — Purchase Details ...........ccceirieieiiinieiniiciccsceeeeees et 81
Type of Linens and Bedding BOUGL..............coeiiiiiiiiceeee ettt ns 81
Figure 45: Types of Linens & Bedding BOUGNL ..ot 81
Amount Spent on Linens and BeAdING ............cc.eeiirieiiiinieiiiiieieeeteeeeeeet ettt 82
Where People Shopped for Luxury Linens & Bedding Products............ccocecveeeieenieinieereeeeeeeeeeeee e 83
Figure 46: Linens & Bedding SNOPPING CROICES ... 83
Tabletop, Dinnerware, Flatware, Servingware — Purchase Details............ccoeoirieineinieineincceeeeeeeseesieeeie s 84
Type of Tabletop PUICRASEA .........c.oueuiiieieiieee ettt ettt et et sesens 84
Figure 47: Type of Tabletop PUFChASEA.............ccccucucieiciccicceeeeeeee sttt 84
Details: CryStal & GIASSWATE.........ccceveuiirieieieiiieieieietete ettt ettt ettt b et et sese e e s esesanesesesasssesesansssesans 85
Figure 48: Type of Crystal and Glassware PUFChASEd ............cccceiiiiiiiiiniiesesesessssss s 85

Type of DINNErware BOUZNL ..ottt ettt bbbt se s s 86
Figure 49: Type of Dinnerware Purchased by Product FOIrM ... 86
Details: Flatware and STIVEIWATE ............cecviuirieiiciciceeeiiecstetete ettt ettt sa et s e s s s sae e s esesbesaesesessesessaneans 87
Figure 50: Type of Flatware PUICNASE ...t sesesns 87
AmMOoUunt SPENt 0N TADIEOP .......eveveuiuiriiiiiiiiiee sttt ettt ettt benene 88
Where People Shopped for Luxury Tabletop ProdUCES..........cccveveveiirieieiiieicccieteeeieteeeese et 89
Figure 51: Where Luxury Tabletop Was BOUGNL...........cccriireiieeneeeseseseseseseseseseseseseses s seses 89
Tabletop Brand USAZE ..........ceeirieieieiieieieiietetetete ettt ettt ettt ese e s st sa st e b et ase s esesesane s esasessesesessasssesasesersesesanes 90
Figure 52: Tabletop Brand AWAreNeSsS & USAJE ........cccrueiririririererierereiisesesesesesesesesssesssessssssssssesssssssssssesssesens 90

© Unity Marketing, 2008

Page 4



Luxury Tracking Report: 3Q2008 Fielded October 3-8 2008 11/12/2008

Chapter 4 — Personal Luxury PUrchases Detall ............ccccovveiiiieciiiiciis e 91
Personal Luxury Purchase INCIAENCE............civieirieirieiicieic ettt s e s et ae e s e sesasseneesannes 91
Figure 53: Personal Luxury PUrChase INCIAENCE ... 91
Personal LUuXUIieS SPENAING........ccveieieuirieiiietirieieietesteet ettt st e s se e tesasseseeseseesessesessesassesansesarsesassesessesassesessenens 92
Figure 54: Personal LUXUIY SPENTING, .....c.cvviiuiuriririiicieieisisisieieisisi st 92
Favorite Places for Luxury Consumers to Shop for Personal LUXULIES..........cccceueirieinieinieinieeseeeeesieeeee e 93
Figure 55: Where Luxury Consumers Shop for Personal LUXUIIES............ccceerriieeiennnceesesessesisesenens 93
Automobiles & Recreational Vehicles — Purchase Details ..o 94
Amount Spent on Automobiles & Recreational VEhiCIes.........c.c.cueueueuiiiiiiiiiniinininrrrrresseeeseeeeee e 94
Luxury Automobile Brand USQZE...........ccc.eeiirieiereininieiiiieieieieieteteetete et esesssesese e et esesesessesesesassssesesesssesessnssesens 95
Figure: Type of Luxury Automobile PUFCASEd............cccciiriiicecceeess e s 95
Luxury Automobile Country Of OTIZIN ........c.cceieueririieieieiieieieeeeiereeeetereeteseseseseseseessesesesessesesesassssesesassssesessnsesesens 96
Figure 56: COUNEIY OF OFIQIN......ciiiiiiiiirrs sttt bbbttt ettt 96
Clothing & Apparel — PUrchase DEtails............ccccirieieiiririeieiieieieieteeeete ettt ettt se e s esesasessesns 97
Type of Clothing & Apparel BOUZNL...........ccovviiiiiiiiicieicicccc ettt 97
Figure 57: Type of Clothing and Apparel BOUGNL ..o 97
Amount Spent on Clothing & APPATEL........cccoveieiririririririririeeeeeeteeteteeeiei ettt ettt senene 98
Where People Shopped for Luxury Clothing & APPArel ...........cceveeirieiereiininieieiieieeiieeee et essss e esessesens 99
Figure 58: Where Luxury Apparel & Clothing Was BOUGhL...........cccocirnnnnnrsss s 99
Clothing & Apparel Brand USAZE ...........cccceeueueiirieieiieieieeirieteteestesessestesesessssesesesessesesessssesessssssssesessssssesessssssesessnes 100
Figure 59: Clothing & Apparel Brand USAJE .........ccccccreiririninieieeeieeesesesesesesesesesesesesssssesssss s sssssssssssesnes 101
Fashion Accessories — PUrchase DEtails...........cceeueeiiiiinnnnrrresseeeieeie ettt benes 102
Type of Fashion Accessories BOUGNL ...........couiiieiiiiieeeeeeeeeee ettt b e s e e s sessens 102
Figure 60: Type of Fashion ACCESSOIIES BOUGNL .........c.cvuriiiirieirrirceeeis e 102
Amount Spent 0N FaShiON ACCESSOTIES .........ccueuerieririeirieisieirteeeteestesteeseesestesessesessesassesessesassesessesessesasesesesessesssseses 103
Where People Shopped for Luxury Fashion ACCESSOTIES ..........ccveueueuiririeieieiirieieiisieieetseeseeeestese e eeesesesesessesesens 104
Figure 59: Where Luxury Fashion Accessories Were BOUQNL...........ccocciiiiininiieieneceie s 104
Luxury Fashion Accessories Brand USAZE ...........cccccciveueiirieieiinieieeiieteieeiet ettt ese ettt sese e s s sens 105
Figure 61: Fashion Accessories Brand USAQE .........cccccucuereieieeeeeeiieeiesess s sesesesesesesesesens 106
Fragrance, Cosmetics, and/or Beauty Products — Purchase Details.............ccooeinirieeiinieeiieeeeeeeeee e 107
Type of COSMEICS BOUZNL.........coveiieiiieiciiietcc ettt a et b e s bt sesese e s esesans 107
Figure 62: Cosmetics, Fragrances, Beauty Products Purchase INCIdence..........cccovvvvrrrnnssssieeeieieies 107
Amount Spent on Fragrance, Cosmetics and/or Beauty Products ............cceeirieieecininieeininieeceeeeceie s 108

© Unity Marketing, 2008 Page 5



Luxury Tracking Report: 3Q2008 Fielded October 3-8 2008 11/12/2008

Where People Shopped for Luxury Fragrance, Cosmetics and/or Beauty Products............cocovevevereverereieeienenenennes 109
Figure 63: Where Luxury Fragrance, Cosmetics, Beauty Products Were Bought.............cccccceeeeciercrcienennn. 109

Wine & Spirits — PUrChase DETAILS ..........c.ceuiiririeiiirieieeiieee ettt eb st sesene 110
Type of WINe & SPIrits BOUGNL.........c.coviiiieiiieiieecesteeetee ettt ettt b et a s se e e s e e ese s esassesansesan 110
Figure 64: Type of Wine & SPIrits BOUGNT...........coiiiiiicercee e 110
AmOount SPEnt 0N WINE & SPITIES .....cevevereriereieieieterieeste et eertet et e et asse e stesassesessesessesassesessesasseseesessesansesensesessesesseses 111
JeWelry —— Purchase DEtails...........cooueueuiiririeiiiieieieeste ettt ettt b et sebe e e et esesane s esene 112
TYPE OFf JEWEITY BOUGNL ......ovviieiieieee ettt ettt b et b e s b e s s esesesasesesans 112
Figure 65: Type 0f JEWEINY BOUGNT ........cooviiee ettt 112

Type of Women’s JEWEIry BOUZNL ..ottt s e sens 113
Figure 66: Type of WOmen’s JEWEIry BOUGNL ..........c.ceirrirrinieeceeeseeeseses st 113

Type of Men’s JEWEIry BOUZNL ........c.ooviiiiieeee ettt s et 114
Figure 67: Type of Men's JEWEIY BOUGNL..........cco it 114
Women's Jewelry Material 0f COMPOSIEION..........ceiririereuiririereriirierereiseesereessesesesessesesesessesesesessesesasesssesesasessesesesenes 115
Figure 68: Material of Composition WOMEN’S JEWEITY ..........cceieeiieininiininininesesesesesisesesesises st 115

Men's Jewelry Material Of COMPOSILION ........ceirieiereirieieieiiieieteeeieteseeestesesesestesesesessesesesessesesasassesesesensesesasessssesesenes 116
Figure 69: Men's Jewelry: Material of COMPOSITION.........cvururiririiiieiieeese et 116
AMOUNE SPENLE ON JEWRITY ...ttt ettt ettt b et b et e et sesasa s esesesassesesasanssesasessssesesenes 117
Where People Shopped fOr JEWEIIY.......c.c.cueuiuiuiiiiiiieiirrr ettt ettt ettt 118
Figure 70: Where Luxury JEWelry Was BOUGNL..........cccereirmreeeeeeeesesesese st sesssssesnsnses 118
JEWEITY BIand USAZE.......coceuviiiriirieieieieieieietet ittt ettt sttt ettt ettt sttt eaenes 119
Figure 71: Luxury JEWElry Brand USAQE...........cceueueueuereieiereiererereseseseseeseesesessssssssssssssssssssssssssssssssssssssesesssesesens 119
Watches —— PUrchase DELAILS ........c.ccueieieieieieicieicietctete ettt ettt e et aebe b e s e s esassesessesessesessesnssanens 121
Type Of WatChes BOUGNL.........c.ciiiiieieiiiieiceeee ettt ettt sttt b e s bbb ase e s esesens 121
Figure 72: Type of WatCheS BOUGNL ...ttt 121
Material of Composition FOrmal/Dress WatChes ............cciieieueirinieieiirieieeieieieeeteteetst et es e ens 122
Figure 73: Material of Composition Formal/Dress WatChes ... 122
AMOUNE SPENE ON WALCHES........cviuiiieieiiieieiecee ettt ettt et et b ettt s et e e s e seseneeseseseneesesans 123
Where People Shopped for LuXury WatChes..........covviieirieiiccceeeeese ettt saenas 124
Figure 74: Watches ShopPINg ChOICES .........cciiiiieirreieie s 124
WaLChes Brand USAZE ..........ccvieieueuiirieieiiieieieieie ettt ettt ettt se s s s esesaseesesesasassesesesasssesasanssesasensnsesesanes 125
Figure 75: Luxury WatCh Brana USAQE .........cccurururiririririeieieeieis ettt 125
Chapter 5 — Experiential Luxury PUrchases Detail.............cccoveiiiiiiciiicisseesseee et 126

© Unity Marketing, 2008 Page 6



Luxury Tracking Report: 3Q2008 Fielded October 3-8 2008 11/12/2008

Luxury Experiences Purchase INCIAENCE ...........ccoeueueiririeieiieieieceieeee ettt 126
Figure 76: Experiential PUrChase INCIAENCE ..........ccccueiiieiriicceeeeeeeee ettt 126
Luxury Consumers' Average Spending on Experiential LUXUIIES ..........coceiririeueininieieiiieieeieieeeeeiee et 127
Figure 77: Experiential LUXUFY SPENTING ........ccoiviiiiiiieciciciecee e sns 127
Luxury Dining — Purchase DELAilS.............eeuiriririeiinieieeiieeec ettt ettt esesne 128
Amount Spent 0N LUXUITY DININE .....ccvcirieiriiiiieieieieeste ettt se et e s se s seseesessesansesessesassesenseses 128
Luxury Dining at Multi-Chain ReStAUIANLS...........ccccieieieuiiririeieiieieieeeieteec ettt ettt s et s e senes 129
Figure 71: Dining at Multi-Chain RESLAUFANTS............cccceueuereicieereee e nns 129
Luxury Dining at Celebrity Chef ReStAUIANLS............cccveueuiiirieieiieieieeirteeeeteee ettt ns 130
Figure 72: Dining at Celebrity Chef RESTAUIANTS............cccoceicieecccccieee e 130
Luxury Entertainment — Purchase DEtails............cccoivueeiriririeiiieieeieieeeeee ettt 131
Amount Spent on Luxury ENtertainiment ............c.ccevveirieirieinieiseisieceeeee ettt sae e s sess s e sse s esassesensesas 131
Luxury Home Services — Purchase DEtails ...........ccoueeeiirieieiinieieieiieieeesieee ettt et 132
TYPE OF HOIME SEIVICES .....ueveuiieiieieiieieietetetete et te sttt e ettt e e se e se e sesessesaeseneesesessassesansesasaeseneesessesansesansesansesanseses 132
Figure 73: Type of HOME SErviCes BOUGNL...........cociuiiriiiicirieissscceieis st 132
Amount Spent on LUXUry HOME SEIVICES .......ceeveuiriiirieirieiiieisieesieieeste ettt sae e se s s e e ese s sassesensesas 133
Luxury Spa, Massage and Beauty Treatment — Purchase Details............ccccoveeinininieiininieeeeee e 134
Amount Spent on Luxury Spa, Massage and Beauty Treatment .............ccoceeveirieerieenieenieenieceseeseeesveeee e 134
Luxury Travel — Purchase DELails ...........ccccirieieiiiririeieiiieeeeeeete ettt es bbb e esesens 135
Amount Spent 0N LUXUIY TTAVEL.........ccvoiiieiiieieieeece ettt a e sa et s e s ese s e s assesensesas 135
FOTEIZN TTaVEL CHOICES ......vvieiieteieiiieieicttetee ettt ettt ettt ettt s b se et s e s e s et et ebesaneesesanenesesesans 136
Figure 74: Type of Foreign Travel BOUGNL ..ot 136
DOMESHIC TTAVE] CROICES ....cuvuieiiiiieieteiieieteteieiei ettt bbbttt ettt ettt ettt et ebenas 137
Fgure 75: Type of DomestiC Travel BOUQNL...........ccccuciciicccccceeeeee sttt 137
Number of Vacations, Short Break and 4 or More NIILS..........cceeuiiririeieinieieeiieieecieteteeceteeseestesee s seseenes 138
Figure 7678: Number of Short Break Vacations and 4 or more Nights..........ccccoevvvvvvssssceeeeeeenenes 138
Luxury HOtel Brand USAZE ..........ceueurueiriiuiieieiiiiicicicicitiectetr ettt ettt sttt 139
Figure 79: Luxury HOtel Brand USAJE..........ccvueueveirerieieieieisieisisieesesesesesesssesssssssssssssssssssssssssssssssssssssssesesesesesnes 139
Luxury Tracking SUrveY MEtNOTOIOQY ..........ceuiueurieiiieiiiiirsisisis sttt 140
Quarterly Tracking of Luxury Consumer PUIChASING ..........cc.ceuiiririeiiiieieeiieeieeieieee ettt ss s sesens 140
Luxury Consumers and Their Homes was Investigated in More Depth..........c.cccccccoiinnnnnnnnnnnneeeeeeeeeenes 141
SaMPIE DEMOZIAPIICS ......cvevieiiereeiieieteiiirieteteesteteeete et seat b et stesesesessesesesessesesasassesesasessesesesasssesessssssesesenssesesessases 142
INCOME DEMOBIAPNICS ...ttt ettt ettt b ettt ettt b e s et e s ene et esenens 142

© Unity Marketing, 2008 Page 7



Luxury Tracking Report: 3Q2008 Fielded October 3-8 2008 11/12/2008

Figure 80: INCOME DEMOGIAPNICS.........viieiriririsieieieiet sttt 142
GONAET ...ttt ettt ettt e et et et et et et e s e s e s et e s e s e s et ese st e s e s eseeseseesese et e st esensesensesarsesens et et ese s eseseseeseneesenans 143
AE DISIIIDULION ...ttt ettt ettt b et s e s st e s et e st s s esesentesesesest s esesentesesesensesesesensesesans 143

Figure 81: AQE DISIFIDULION .......c.ciiiiiiis sttt s st nenns 143
GOTIETALIONS ... cueeveveeenitetesiatetetesesteteteseseeteteseseesesesestesesesanseseseseaeesesesene et et asentesesesene et et aseneseseseneseseseneesesesanssesaseneasesesanes 144

FIQUIE 82: GENEIALIONS ......cvcveveveeieiiiie ettt sttt ettt b et b s bbb s e s s s e e st es ettt s st ettt e s s esenenns 144
Other DemographiC VArIADIES ............ccoeueueiirieiiiieieeertete ettt ettt ettt s et s b sa e esesasesesesesens 145

Luxury Tracking Survey 2008 - WAVE 2........c.ccveiiririeeieieieesieeseeesteesseesaesssesessesasse e sesassessesessssassesessesessesessessssanens 147

© Unity Marketing, 2008 Page 8



