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OV ERV IEW

I N T R O D U CT I O N

As the global high net-worth individual increases 
gradually around the world, dem ands for luxury 
goods have seen a r ise. This fits the exact  definit ion 
of luxury goods in econom ics, the goods? dem and 
increases as people?s incom e or spending power 
increases. To the general public, however, luxury 
goods m ay refer to specifically branded goods and 
luxury item s or goods which bring status and an 
elevated sense of liv ing. This report  will exam ine 
recent  challenges and opportunit ies ahead for the 
luxury m arket , through in-depth analysis of m arket  
insights and t rends, with part icular focus on the 
following m arkets:  Hong Kong, China, Singapore, 
Taiwan, South Korea and Japan.  



3

GLOBA L M A RKET

MARKET I NSI GHTS

This year has not  been kind to the luxury indust ry. We started off with a global 
pandem ic and swept  everyone by their heels. The pandem ic has caused m ass 
econom ic cont ract ion and reduced m obility of people and resources. Predictably, the 
revenue for global luxury goods has dropped by 16.9 percent  t ill the second quarter 
this year according to a report  from  Bank of Am erica. While Bain & Co. est im ated a 
20-35%  cont ract ion for the full year earlier this Spring. The im posit ion of lockdowns 
and the collapse of tourism  in m any regions has am plified the decline of luxury 
goods sales, while consum er m ood also plum m eted earlier this year. 

Fortunately, experts predicted a gradual recovery ahead, according to Bank of 
Am erica, the im pact  of COVI D-19 has been a ?one-off? headwind. As the underlying 
dem ands of luxury products rem ain solid, a st rong bounce back of revenue growth 
m ight  occur across the following years. The bank?s luxury dem and indicator has seen 
gradual increase, signifying a possible rebounce of buyer consum pt ion. Growth is 
also expected as a result  of Mainland China?s recovery, pent-up dem and by 
m illennials and Gen Z as well as ongoing m aturity of digital channels. According to 
Stat ista, the m arket  is expected to increase to US$388 billion in 2023, at  a 
cum ulat ive annual growth rate of 6.4% .

Possib le Mar k et  Recov er y  Sh ap es
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Ch in a?s Rise  

China will cont inue to be the m ajority 
force in dr iving growth in the luxury 
m arket , it  current ly m akes up about  33%  
of the m arket  and is expected to r ise to 
40%  by 2025, the count ry would 
represent  75%  of the m arket  growth 
between 2018-25. With vast ly-developed 
online sales channels, internal policy and 
a r ise in wealthy populat ion, com panies 
should focus at  least  part  of their  
resources in broadening their footsteps in 
the region. 

E- com m er ce

As m ent ioned in our previous issue (CN 
Logist ics Business I ntelligence:  
Cross-border E-com m erce Logist ics 
Trends) , the world has seen a r ise in 
online shoppers and spending across t im e 
and region. The key cause of m arket  
decline earlier this year has been t ravel 
lockdowns causing loss of revenue from  
tourists and luxury lovers. Trapped in 
their  hom es, high net  worth buyers will 
engage in their  shopping spree online. 

While in the last  year, the online channel 
for luxury goods has already experienced 
double digit  growth. I t  is expected to gain 
share and will account  for up to 30%  of 
the m arket  by 2025. I t  is vital for luxury 
brands to r ide on the bandwagon and 
start  their  digitalisat ion journey.

You n g er  Gen er at ion

With the billionaire populat ions growing, 
the m arket  shares of previously younger 
generat ions (e.g. Gen Z and m illennials)  
will begin to becom e dom inant . 
Millennials who current ly already 
represent  around 32%  of the luxury 
m arket  will m ake up 50%  in 2025. While 
the Gen Z are represent ing 8%  of the 
m arket  current ly, their  expectat ions on 
luxury brands differ drast ically from  their 
predecessors;  hence it  would be 
im portant  for luxury brands to align with 
their  values and taste in order to engage 
with this new group of custom ers. 

OV ERV IEW

GLOBAL TRENDS

- Or ient al Power  - China makes up about 33% of the global luxury 
market and will continue to grow up to 40% by 2025

- New Norm al - Online channel for Luxury Goods will grow to account 
for up to 30% of the global luxury market by 2025

- Gen Z and Mil lennials - Growth in wealth for the younger generations 
will cause an uprise in market share for luxury goods
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MARKET OVERVI EW  

Hong Kong has long been a shopping paradise 
for tourists and a city with high purchasing 
power, m aking it  a st rategic locat ion for luxury 
brands worldwide. As the city?s proxim ity with 
China, the t ravel disrupt ions brought  by the 
pandem ic and recent  social unrest  has led the 
local luxury m arket  to cont ract . Yet  Hong 
Kong?s high-net-worth individuals spend 10%  
m ore than general luxury custom ers, m aking 
the local dem and potent ial st rong for the city. 
Luxury brands in the city will have to shift  
st rategically to capture locals and 
com m unicate m ore with them .

CONSUMER ANALYSI S
Hong Kong custom ers shop m ore for their  
personal lifestyle and internal value, with 
em phasis placed on the stor ies behind the 

product  and craftsm anship. Minim alist ic 
designs are also favoured by custom ers. To 
them , luxury is not  a one-off aspirat ional 
purchase, but  a lifestyle;  this explains why 
according to a research done by Google in 
2018, 93%  of shoppers intend to m aintain or 
increase spending in luxury goods in the next  
5 years. 

Hong Kong?s Gen Z and m illennial shoppers 
rely on the internet  for their  research, where 
89%  of shoppers aged 18-34 spend up to 
three weeks researching a luxury purchase. 
Online should not  be t reated as a separate 
channel to offline, since the respect ive 
experience should be sym biot ic. One of three 
consum ers surveyed said they m ake luxury 
purchases to keep up with t rends, and younger 
consum ers tend to shop m ore often, with 52%  
of shoppers aged 18-34 reported m aking 
prem ium  purchases once every three m onths, 
com pared to just  41%  of shoppers aged 35+  
who did the sam e.

 

HONG KONG M A RKET

Did  y ou  k n ow ?

Gen  Zs stands for those being born 
between mid-to-late 1990s to  the early 2010s. 
Most of them are children of Gen X (Those born 
between 1965-1980) and Millenials 
(1981-1986). 

They are dubbed "Digital Nat ives" and care less 
about brand loyalty, are much more influenced 
by social media and open to new concepts, and 
buy impulsively.
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LOOKI NG AHEAD

Surprising, according to Local Luxury 
indust ry leaders, Hong Kong?s luxury 
e-com m erce has been under- invested, 
despite the high internet  penet rat ion rate 
in the city. This is due to the consum er 
preference of shopping in-store rather 
than online as well as the city?s geography 
m ade it  easier to always be close to a 
store. Local consum ers valued the offline 
shopping experience for exclusive service, 
therefore it  would be crucial for luxury 
brands to em anate the experience through 
online m eans as well.  This m ay take form  
in express online shipping of luxury 
products, personalised vir tual shopping 
experience and m any m ore. Note that  
63%  of Hong Kong people surveyed 
expect  the sam e high- touch brand 
experience online and offline. 

HONG KONG 
M A RKET
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MARKET OVERVI EW

China?s share in the global luxury 
consum pt ion has been significant ly 
r ising in recent  years. According to a 
report  released by Boston Consult ing 
Group in Q3 2020, the dem and for 
luxury products from  Chinese shoppers 
is predicted to increase by about  30%  
this year, this juxtaposes the worldwide 
declining spending on the sector. This is 
evidenced with luxury behem oths like 
Estee Lauder, LVMH and Kering to all 
report  double-digit  growth in China for 
Q2 2020. Further growth is expected in 
the com ing m onths.

Recent ly, the People?s Republic of China 
has announced a policy on ?Dual 
circulat ion? and ?I nternal circulat ion? in 
its new st rategy towards tackling and 
growing in global supply chains. Where 
the count ry can sustain itself through 
establishing itself as both a regional 
dem and and supply cent re while 
integrat ing with Asian or East  European 
count r ies through its infrast ructural 
projects. This policy is to deal with the 
cross-border t rade challenges recent ly, 
and the count ry has t r ied its best  efforts 
in keeping businesses to stay ?in China 
and for China?. This accelerates China?s 

recovery from  the pandem ic and 
Am erican t rade sanct ions, with hopes to 
dig into the count ry?s ever expanding 
purchase power, which would definitely 
benefit  the luxury m arket  that  thr ives 
under higher consum pt ion dem ands. 
Bain & Co. forecasts that  China will 
overtake Am ericas and Europe to 
becom e the largest  luxury m arket  by 
2025. 

CHINA  M A RKET
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Mainland China?s m arket  share in the global luxury m arket  
nearly doubled in 2020, paving its way to becom ing t h e 
b ig g est  m ar k et  b y  2 0 2 5 .
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CONSUMER ANALYSI S

Unlike other count r ies, Chinese luxury buyers 
are usually younger in age of 25 -  35 year 
old. This group of shoppers prefer 
e-com m erce rather than shopping in store. 
This is why m any luxury brands join Chinese 
e-com m erce plat form s like Alibaba?s TMall 
m arketplace. I n late Septem ber, Boston 
Consult ing Group (BCG)  joined hands with 
Tencent  Market ing I nsight  (TMI )  to release 
the 2020 BCG x Tencent  Digital Luxury 
Report , which has further provided the 
following t ips for brands to bet ter engage with 
Chinese consum ers:  

P ER S O N A L I Z ED  S ER V I CE

Om n i - ch an n el  sh op p in g  j ou r n ey  

- 70 percent  of purchases were 
influenced by or cam e direct ly from  
brand interact ion. 

- Brands shall be wise to proact ively 
create an im m ersive experience 
through om ni-channel plat form s to 
bet ter penet rate the daily lives of 
consum ers and inspire spontaneous 
purchases. 

- A m ix of online and offline could allow 
engagem ent  with custom ers across 
t im e and space rest r ict ions while also 
cater ing to the increasing need for 
online shopping experiences by 
younger shoppers

1 - on - 1  sa les ser v ices

- Research showed 1-on-1 sales services 
to be the m ost  cr it ical factor in 
consum ers? purchase, and is equally 
im portant  in dr iving repeat  purchase 

Per son al ised  CRM an d  d at a

- The data collected from  om ni-channel 
custom ers?  act ivit ies is crucial to the 
brand's future operat ions. 

- With around 45%  of consum ers 
expressing that  personalized 
inform at ion is the m ost  crucial factor 
in im proving the consum er experience

S O CI A L - D R I V EN  B R A N D I N G  A N D  
M A R K ET I N G

En g ag e v ia  m u l t ip le  t ou ch  p o in t s

- Ut ilise social m edia and build a 
presence to enforce posit ive social 
im age

Socia l - d r iv en

- Younger consum ers (Gen Z or 
m illennials)  are fashion-conscious and 
socially act ive

Ut i l i se socia l  f i ssion

- Brands should develop social m edia 
presence, where consum ers can share 
content  through social m edia with their  
fr iends. 

- By m ot ivat ing custom ers to init iate 
spreading and sharing brand content , 
brand t raffic could be expanded via 
social fission

CHINA  M A RKET
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CHINA
M A RKET

L O O K I N G A H EA D

The future ahead for the Chinese luxury m arket  
rem ains opt im ist ic and full of opportunit ies. Brands 
should ut ilise social m edia tools to leverage the 
power of social fission and sharing in the count ry, 
while also cater ing to the younger generat ion. As 
the count ry?s economy cont inues to open up, 
luxury brands should enter the m arket  and spread 
their influence to capture these shoppers inside 
their own cit ies, either through set t ing up new 
physical stores or expanding its online retail 
channels. Shipping of goods and stocks into the 
count ry shall be carefully handled by t rustworthy 
logist ics partners. 

 

Did  y ou  k n ow ?

Om n i - ch an n el  refers to taking  a 
mult ichannel approach to sales. Brands focus on 
providing seamless customer experience, where 
no matter the client is shopping virtually 
through their smart phones, their laptop or 
physically in a  brick-and-mortar store
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MARKET OVERVI EW

Singapore has been known as one of 
the best  cit ies to live in and do 
business, with 5.6%  of all luxury goods 
stores and 4.9%  affordable luxury 
goods opening in the count ry in 2018. 
Revenue in the m arket  am ounts to 
US$2,142 m illion in 2020 and is 
expected to grow annually by 8%  t ill 
2025. The count ry was ranked the 21st 
in global luxury consum pt ion. 
E-com m erce has also been on a r ise in 
the city (as m ent ioned in the last  issue 
of CN Logist ics I ntelligence) . 20%  of the 
total revenue in the luxury goods 
m arket  will be generated online by 
2021. 

CONSUMER ANALYSI S

Singaporean consum ers part icular ly 
favour buying luxury fashion, watches 
and jewelry. Their purchasing power is 
st rong while their  em phasis was placed 
on quality assurance, brand 
consciousness when considering a 
luxury purchase. 

SINGA PORE 
M A RKET
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SINGA PORE
M A RKET

L O O K I N G A H EA D

Consum ers spent  their  day and nights in front  of 
their  phone screens;  this m akes e-com m erce one 
of the fastest  growing channels (coupled with the 
pandem ic that  forced everyone to stay indoors) . 
The luxury goods m arket  segm ent  is likely to 
witness posit ive growth over the next  few years, 
and it  is likely that  Singaporean will be m ore 
willing to splurge on luxury goods. 

Offline Online
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TA IW A N M A RKET

MARKET OVERVI EW

Despite the recent  econom ic difficult ies and policy changes on public pension, luxury goods sales 
cont inued to increase during 2019. Travel bans brought  by COVI D-19 have caused an im pact  on the 
m arket 's luxury m arket  due to the lack of high spending tourists. The stability in the count ry's fashion 
m arket  has m ade it  capt ivat ing for luxury brands to cont inue invest ing in the region. Dem and for 
luxury products also holds high potent ial, according to the 2019 Knight  Frank Wealth Report , Taipei was 
actually ranked the 9th in the world for the highest  num ber of ult ra-high-net-worth individuals. 

CONSUMER ANALYSI S

Based on a research conducted by the Taiwan Nat ional Cent ral University and Tam kang University, the 
following observat ions could be m ade:

1. Bags are the m ost  favoured luxury product  for Taiwan Custom ers
2. Brand preference, brand awareness and brand of the popular website/ catalog/ advert ising 

projects such as im age recognit ion are m ore significant  to dr ive luxury purchase
3. The m ajority of consum ers express preference for an online luxury product  shopping experience
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LOOKI NG AHEAD 

Sim ilar ly, Taiwan's luxury m arket  
players should gear their  efforts to 
prom ote to younger consum ers. One of 
the biggest  challenges for luxury 
com panies would be to develop or 
revam p brand im ages and product  
ranges that  appeal to younger 
consum ers without  underm ining the 
history and heritage of their  brands. 
Taiwan is also known as a product ion 
leader of high perform ance, advanced 
and eco- fr iendly text iles;  70%  of the 
world's outdoor sportswear is m ade 
using Taiwanese text iles. With younger 
consum ers placing a st ronger focus on 
values and sustainability, it  would be a 
great  opportunity for luxury brands to 
collaborate with local m anufacturers 
and engage with logist ic com panies to 
m ake Taiwan part  of their  global supply 
chain. 

TA IW A N 
M A RKET
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SOUTH 
KOREA
M A RKET

M A R K ET  O V ER V I EW

South Korea is one of the biggest  r ising econom ies in Asia in the past  decade, 
with the r ise of a r ich sense of culture and appeal to young consum ers 
through K-pop or K-dram as. Needless to say, the growth in affluent  
com m unit ies and a chase for status has been a t rend in the count ry. The 
expansion of the wealthy populat ion has raised dem and for luxury goods in 
the count ry. I n 2019, the luxury goods m arket  in South Korea was valued at  
about  $13 billion, m aking it  one of the fastest-growing luxury m arkets 
globally. 

CO N S U M ER  A N A L Y S I S

As m ent ioned in our previous report , Korean consum ers also rely heavily on 
online shopping channels. However, this is different  for the luxury m arket ;  
Agility found that  m ore than half of surveyed affluent  Koreans actually enjoy 
visit ing a physical store when looking for branded luxury goods. This is just  
behind Japanese which has the highest  propensity for favouring actual shops. 
Sim ilar to China, Koreans boosted dom est ic dem and for luxury goods as the 
pandem ic shutdowns have caused them  to shift  their  purchases from  
t ravelling or other count r ies back to their  hom e count ry. 

South Koreans define luxury goods as som ething that  are personal and 
em ot ional, offer ing them  self sat isfact ion. Luxury goods represent  not  only a 
status sym bol but  also the pleasant  and posit ive feelings that  com e with 
owning high-quality item s. 
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LOOKI NG AHEAD

According to South Korean consum ers, 
the next  evolut ion of luxury in the 
count ry would com e from  larger and 
m ore established brands. This shows a 
general interest  and st rong dem and for 
luxury goods in the count ry. 
E-com m erce will cont inue to play a 
st rong role in the recovery and 
sustainable growth of the m arket . 

SOUTH KOREA
M A RKET
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JA PA N
M A RKET

M A R K ET  O V ER V I EW

Japan rem ains to be a cr it ical m arket  for luxury m arket  players 
with a st rong dem and for goods internally. Notably, in 2019, 
Japan m ade up 13%  of Herm es' global revenues. And alm ost  
25%  of all LVMH physical stores are located in the count ry. 

I n term s of e-com m erce, Japan has been lagging behind its 
counterparts, given it  does not  have any cross-brand 
e-com m erce plat form . Awareness of luxury products bought  
online is low in the populat ion. 

CO N S U M ER  A N A L Y S I S

Japanese prefer shopping their luxury goods in departm ent  
stores, which represented over half of the luxury m arket  value 
in 2018. Yet  other channels like brand freestanding stores, 
out let  m alls and e-com m erce have increased their reach to 
Japanese consum ers in recent  years. They have purchased a 
higher percentage of prest ige cosm et ics and fragrances, fashion 
as well as watched and jewelry. 

Japanese m illennials ( including affluent  ones)  value integrity, 
credibility and rat ionality when spending. This m akes luxury 
goods that  represent  m erely status less popular. Therefore 
brands m ust  rebrand their products with unique brand history 
and craftsm anship to draw in this group of consum ers.
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LOOKI NG AHEAD

I t  is forecasted that  the Japanese luxury m arket  would rebounce after the pandem ic 
in both dom est ic and luxury dem and. Luxury brands should and would cont inue to 
find the count ry to be a high-quality m arket  and would m ake purchases for brand 
value. Brands should consider broadening their online channels in the count ry to 
take advantage of the current  quarant ine habits as well as for the long- run 
developm ent  of the brand. 

JA PA N M A RKET



18

W HAT'S NEXT?

I n a nutshell,  the global luxury m arket  has had a bad year;  however they were dest ined 
to rebounce sooner or later with the increasing dem and around the world. 

The China m arket  should definitely be one that  brands should look out  for, while other 
Asia m arkets should also be m aintained through speeding up digitalizat ion of channels.

Through catering to the younger and growing generat ions (Gen Z and m illenials)  with 
value-specific content  and om ni-channel prom ot ion, luxury brands would be able to 
capt ivate a new group of consum ers. 
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A BOUT US

CN Logist ics Lim ited is the No. 1 dist r ibutor in the logist ics m arket  for high-end 
fashion products in both China and Hong Kong, as well as the no.1 in the integrated 
freight  forwarding m arket  for wine in Hong Kong. Our business scope includes air  
freight , ocean freight  and dist r ibut ion and logist ics. Our service networks cover over 
100 count ies, showing our capability in consolidat ing global freight  forwarding 
resources. We can also be the stepping stones for our custom ers' expansion with 
our far- reaching global network. We are also one of the earliest  com panies to 
establish our own sem i-autom ated dist r ibut ion centers to provide tailor-m ade 
logist ics solut ion for high-end fashion products.

We established long-standing relat ionships with m ajor custom ers who have 
relat ively low propensit ies to switch freight  forwarding service providers, brands we 
serve include Kering, Lane Crawford, Gucci, Balenciaga, Alexander Wang, Alexander 
McQueen, Saint  Laurent  and m any m ore. 

We are also the leader in the wine logist ics indust ry in Hong Kong. We m anage a 
storage and dist r ibut ion space of approxim ately 58,000 sq.ft  dedicated to wine 
storage, of which the tem perature and hum idity are kept  at  an opt im al level, we 
also own a Wine Storage Managem ent  System s qualificat ion cert ified by the Hong 
Kong Quality Assurance Agency. 

Looking ahead, we are planning to upgrade the sem i-autom ated dist r ibut ion cent re 
of over 90,000 sq. ft  in China and establish a new cent re and refurbish the exist ing 
dist r ibut ion cent res in Hong Kong.
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