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Figure 18: Solid market fundamentals should lead to a positive medium-term trajectory for personal
luxury goods (with potential bumps along the way)

Global personal luxury goods market (€ billions)
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2019-30F CAGR 2022E-30F CAGR 530-570
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Mote: F indicates forecasted growth
Source: Bain & Company

Figure19a: By 2030, Chinese consumers should become the top personal luxury goods customers

again and China the biggest market

Share of global personal luxury goods market (€ billions)
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Bain & Co.forecasts 5 to 12%
growth for the luxury market in
2023

Bain & Company predicts a 5 to 12% growth for the luxury
market in 2023, despite geopolitical tensions. Future
challenges include adapting to environmental standards and
integrating artificial intelligence.

l n its report released on June 23rd, Bain & Company foresees a promising

future for the global luxury sector. According to their "Licury Goods
Worldwide Market Study”™ - Spring 2023, conducted in collaboration with
Altagamma, a giobal gromwth of g% to 12%: is projected for2o23, reaching a
market valuwe betareen 5393 billion and $415 billion. Market uncertainbies
related to geopolitical tensions are not expected b0 be a signuficant deterrent
for the industry.

The previous vear already showcased impressive results; with the giobal
Iaxury market reaching a value of $376 billion. Several factors contributed to
maintaining this growth momentuam in 2023, inciuding the reopening of
China affer the Lunar New Year, the recoverv of Chinese and Ruassian tourism
in Japan and Southeast Asia, a rebound inconsumer confidenos among
Eurppeans, and a no@ble decrease in the hyperinflation that had previously
disrupied the global economy, particulardy in Burope and the United States.

The repott highlights that the most successiul categones were watches,
high-end jewelry, and iconic handbags from luxury houses like Louis
Vuition, Chanel, and Hermes. Cosmetics and high-end fRgrances also
showed remarkable gronwth.

I termis of gecgraphical regions, Asia stands out with a highlyv dvnamic
market, particularly in Japan and Southeast Asia, while AmeTican consumers
remain cautious due to the potential threat of a recession. On the other
hand, Europe will have a better assessment of its annual resules after the
summer holiday period, where tourism will play a crucial role in
determining the revenues of major luxury brands.

Mew challenges await laxurny industry players, including adapting their
production to environmental and social requirements by implementing
measures boensure reliable product traceabilitv Additionally, the role of
artificial intelligence-related technologies in production chains, marketing,
zales strategies, and commumnication will need to be evaluated. According to
Bain & Co.. by 2030, the luxury market could reach figures 2_5 times higher
than in 2020, with a value ranging betaresn S580 billion and 634 billion.
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Long Live Luxury:Converge to Expand through Turbulence
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The share of online sales for personal luxury goods will grow to 33%
by 2030, dirven by brand’s own websites and new digital opportunities.
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Travel retail

5%

Department stores

11% Online
33%

Outlet stores

9%

Specialty stores

11%

Monobrand stores

1%

Source : Luxe Digital (2023/1/10), 3¢ £ + B #F32
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Region &Customer

CANADA ITI}?;a Japan
LV | Dubai/Bahrain ~ ! ligy Boucheron
Tiffiany: LV Mgll. »

Hermes Coach ;

Hermes.-.
hailand
__________________ " Hermes
o, LV
: . %195 Australia
UNITED STATES é Singapore/ Malaysia---% jf(a, LV
i LV :I ..................... z
?;f Mexico Hermes Coach
1Hhany Tiffiany , Indonesia
Prada Dior
Bouch Coach Coach
oucheron oac Dior
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Contact Information
Ben Su / TEL : +886-2-2778-9121 / Mobile : +886-929-805-568 / E-Mail : bensu@redwoodgroup.co




