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About
this study

This study presents drivers that shape
consumer trends and aspirations across the
Asian region. Whilst crafting one consumer
profile for Asia would not be realistic due to the
vast varieties of languages, cultures, religions
and customs across the region, this study aims
to profile the diversity of consumer personas.

It highlights the differences between markets,
whilst at the same time observing similarities
and contrasts within the same consumer
groups. Thus, the first volume of this study is
entitled ‘a balancing act’, resonating with the
trend outcomes.

Survey Methodology

This study is based on an Asia-wide survey covering
2,100 premium lifestyle consumers across 6 markets.

Respondents: 2,100
Period: July 2021
Average Age: 35

Household income: above

average household income (for
market average)

Lifestyle consumption: EUR
1,200 minimum spending on
lifestyle products in the
previous 12 months.

Markets

Hong Kong

Japan

Mainland China
Southeast Asia
(Singapore & Malaysia)
South Korea

Taiwan



Overview

Different outlooks...

Overall, the effects of COVID in terms of consumption
drivers appear much less prominent in markets like China,
where consumers have seen relatively less impact on their
daily lives.

From our survey, Chinese consumers lead the way in terms
of optimism and neophilia, but seem less interested in global
issues like sustainability, and prove relatively inward looking
in terms of their choices for brands and products.

To the other extreme, Japanese consumers appear more
aware of environmental issues when it comes to
consumption yet remain very traditional in what they expect
and desire from a brand, whilst their overall outlook is
generally less positive. Neither market, meanwhile, sees
niche brands as the new luxury.

On the other hand, Southeast Asian consumers, along with
Hong Kong and Korean consumers, show much more desire
to explore niche brands.

...but common traits

Experiences yes, but not all digital please

They want it all - the pressure brands face is higher than
ever in terms of delivering a quality product and experience,
both online / digitally and offline / in store.

It’s naturally about me, mostly

There is a sense that it is all centred around their individual
desires — at this point, investing in natural products seems a
better bet than a long-term plan towards sustainability.
Meanwhile, talking to consumers in their language with their
own cultural references is more important than ever.

Tradition meets neophilia
Whilst there is a sense of nostalgia and an importance of

local relevance, consumers welcome playfulness and
surprise.
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everyone feeling?

Fig. 1: Positive outlook about the future
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Fig. 2: Increase in shopping interest
by product category
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Fig. 3: Increased caution in spending
after COVID

i
KOR
™w
sEA
JP
e

A (mostly)
positive outlook...

There is good news — on average, 80% of
consumers across Asia say they are generally
feeling positive about the future. Chinese
consumers are almost universally positive (Fig.
1), owing no doubt to a short lockdown and a
high public approval of pandemic-related
measures: “| am positive about the future as |
have been promoted and went to night school
as | want to better myself. The China
Government has done a great job controlling
COVID” shared a respondent from China.

Japanese consumers, meanwhile, are much
more mixed, with only 51% feeling positive
about the future: I think it's okay, my work is
going well and my salary is still growing. But if |
look around, uncertainty worries me, especially
the COVID situation and environmental issues”
shared one respondent from Japan. “In general,
everything is very bad. Nothing is going right
and | cannot say anything positive about the
future: COVID, the economic situation,
environmental situation or anything. I still go
shopping often, but | try not to buy too much”
shared another.

Across Asia, shopping interest is looking up too:
compared with the previous 12 months, over
70% of Chinese consumers are more interested
in all lifestyle categories (Fig. 2). Consumers
from South Korea and Southeast Asia are
relatively more interested in active lifestyle, in
sharp contrast with Japan where interest in the
category is lowest (39%).

Despite this interest, caution abounds: in Hong
Kong, South Korea, Taiwan and Southeast
Asia, over 70% of consumers agree that after
COVID, they may not be as carefree in their
spending as before (Fig. 3).



Channels of
Influence

Across product categories and markets,
social media is the most influential channel.
Looking closer, however, there do exist
some interesting differences across
categories.

Fig. 4: Top influential channels for CJ'; |
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Within fashion goods, social media appears to
be a key influencing channel, particularly in
mainland China and Taiwan. A brand’s official
website would be the leading channel in Japan,
while much less influential in South Korea.

Within accessories/ footwear, similar patterns
exist. Relatively speaking, shopping/ e-
commerce websites particularly influential in
Southeast Asia.

Within skincare / make-up / fragrance,
recommendations from family / friends appear to
have a stronger influence, particularly in South
Korea, Hong Kong and Taiwan. Online blogs/
reviews and search portals have a stronger level
of influence in South Korea relative to other
markets.

Within ‘active lifestyle’, a brand’s official
website would appear to have a stronger
influence, particularly in the markets of Japan,
Hong Kong and Southeast Asia. Again, search
portals would be considered an influencing
channel in the Korean market (as would appear
generally; less a brand’s website).
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Who is
Asia’s
Lifestyle
Consumer?

From Bluebell Group’s survey
have emerged five consumers
traits shared by large consumer
groups across the six monitored
markets in Asia.
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Experientialist

Events, technology, entertainment,
gaming, human or digital, they want to
experience it all, across all channels.

Culturalist

In tune with their roots, they value
brands who show local relevance in
their branding and product.

Traditionalist

Luxury is still a way for them to affirm
their status — both to the world and to
themselves. By and large, for them
niche is not the new luxury.

Comfort-me-ist

Health, home, natural — consumers
care about self-improvement and self-
enjoyment. While natural products are
part of the mix, sustainability is not yet
a top criteria in their consumption.

Neophilist

They thrive on novelty and are curious
to explore new things, from mix and
matching to virtual and second-hand
products.



Experientialist

All the experiences,
everywhere



Events, technology, entertainment,
gaming, human or digital,
experientialist consumers want
to experience it all, across all
channels.

Brand Takeaway
Highly experiential omnichannel integration are

not a value-add, they are the must-have...
And get ready for the metaverse !

'T want it all’

Bluebell Group’s survey found that 80% of
consumers across Asia would choose to buy from
premium or lifestyle brands that offer them
experiences through events, technology,
entertainment or gaming elements (Fig. 5). The
feeling is almost universal in mainland China,
where 94% of respondents agree, followed by
Taiwan with 90%, and Hong Kong (83%).

In-store: digital features
appeal...

Augmented reality-enabled mirrors, self-check-outs
and online catalogues are just a few of the digital
experiences employed by brands to differentiate
their in-store experiences. There again, the practice
is welcomed by a vast majority of consumers in
Asia, primarily due to perceived efficiencies and
time-saving. Consumers from mainland China are
most positive about it (92%), followed by Taiwan
(86%) and Hong Kong (83%) (Fig. 6). Japanese
consumers are less interested: only 55% say they
appreciate in-store digital experiences.

...but the human touch is

still paramount

Across Asia, 77% of consumers say they still very
much value the human experience and service of
the sales associate. The feeling is strongest in
mainland China (86%), and less strong, though still
very high, in South Korea (70%) (Fig. 7). When it
comes to human experience, consumers across
Asia expect sales associates to bring ‘added value’
by understanding their individual needs (and
lifestyle), offering advice, recommending
appropriate products and introducing the product
and brand’s main features.
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Fig. 5: Interest in brands offering
experiences through events,

technology, entertainment or gaming
Slightly/Strongly agree: “When looking to purchase a new
premium/ lifestyle brand, | would definitely choose those that
offer me ‘experiences’, through events, technology,
entertainment or gaming elements.”
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Fig. 6: Appreciation of in-store digital

experiences

Slightly/Strongly Agree: ‘I do very much appreciate the ‘in-
store’ digital experiences offered by some premium brands
This differentiates them.”
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“Luxury products are like
artworks. Art needs to be
respected. Products cannot be
introduced by a machine.”

- Chinese consumer

Fig. 7: In-store preference for human

services

Slightly/Strongly Agree: ‘I do very much appreciate the ‘in-
store’ digital experiences offered by some premium brands
This differentiates them.”
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Culturalist

When in Rome...



In tune with their roots,
culturalist consumers value
brands who show local relevance in
their branding and product.

Brand Takeaway
To engage the culturalist, product localisation

and community-building are key to forge that
desired perception in local relevance.

Connecting on culture...
With many of the world’s top luxury brands firmly
established across Asia, competition is fierce to
stand out and win-over new customers. When it
comes to discovering new brands, consumers are
more likely to turn to those who speak the same
cultural language: 95% of mainland Chinese
consumers say they are more interested in brands
that are immersed in the culture of their country
(Fig. 8), and the feeling is shared across Asia.
Japanese consumers are on the lower end of this
trend, but still show appreciation for cultural
relevance (62%).

...and shared beauty

standards

Beyond understanding and participating in the
cultural worlds of local consumers lies an even
more fundamental question: how to ensure
products are suited to local needs? This is
particularly key for beauty brands who seek to
engage consumers based on shared beauty
standards. Japanese consumers appear least
demanding in that respect, with only 47% agreeing
that they are more interested in Asian beauty
products developed especially for them (Fig. 9).
Other markets have markedly more expectations
(between 71% and 77% of consumers), with
mainland Chinese consumers (89%) most likely to
be interested.
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“Many Western brands are using
stereotypical Asian talent in their
communications. It is better that
they co-operate with Chinese
local brands to do some
crossovers. That way they will get
into less trouble in the China
market.”

- Chinese consumer

Fig. 8: Interest in brands with local
cultural relevance
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“Some brands try too hard and
only use Asian faces. The world is
becoming very diverse and one
has to know the target audience,
but you don’t have to be so
sensitive.”

- Japanese consumer

Fig. 9: Interest in Asian beauty brands
developed for local consumers
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Traditionalist

You are what you buy



For traditionalist consumers,
luxury is still a way to affirm their
status — both to the world and to
themselves. By and large, for them
niche is not the new luxury.

Brand Takeaway

To engage the traditionalist, emphasize
intangible assets like brand reputation, deepen
heritage marketing and capture spend on
investment, gifting and reward purchases.

Reputation matters

Across Asia, consumers agree that the reputation of
a premium/lifestyle brand is key to them when
considering a purchase (Fig. 10). The sentiment is
most common in mainland China, Taiwan and
Hong Kong, and suggests a traditional attitude to
luxury as a way to affirm status.

Luxury as a reward

Consumers are even more aligned in their
purchasing behaviour: between 76% and 94% of
consumers (from Southeast Asia and mainland
China, respectively), agree that they will buy luxury
items as a reward to themselves (Fig. 11).

Is ‘niche’ luxury enough?
When it comes to niche brands, opinions across
Asia are more mixed. 69% of Hong Kong
consumers agree with the statement that luxury is
now more about the niche brands, while only 42%
of Japanese and 55% of Chinese consumers
agree (Fig. 12).

That is not to say that consumers are not interested
in niche. In the realm of fragrance, between 69%
and 75% of consumers across Asia say they are
now more interested in exploring more niche
brands, at the exception of Japanese consumers,
who once again appear the most traditionalist in
their notion of luxury (Fig. 13).
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Fig. 10: Importance of brand reputation
in purchase decision
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Fig. 11: Consumers purchasing luxury
as a reward to themselves
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Fig. 12: Perception of niche brands as
the new luxury
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Fig. 13: Interest in exploring niche
fragrance brands
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Comfort-me-ist

More Health,
More Home,

More ‘Natural’
All for Me



Healthy, home-ly, natural-ly —
comfort-me-ist consumers care
about self-care and self-enjoyment.
While natural products are part of
the mix, sustainability is not yet a
top criteria in their consumption.

Post-COVID Pampering

Good news for lifestyle brands: after COVID, over
one-third of consumers across Asia say they want
to spoil themselves and spend more on luxury
brands (Fig. 14), at the exception of Japan, where
only half of consumers plan on spending more.
Meanwhile, enjoying time at home appears
increasingly important to consumers: we find high
interest, in equal measures, for home-spa
essentials and gourmet food options (Fig. 15).

Healthier me, better me

Few objectives appear as commonly held as the
pursuit of a healthy and active lifestyle: 87% of all
consumers in our survey agree that since COVID,
they want to spend more on products that let them
enjoy a more healthy and active lifestyle; mainland
Chinese consumers are almost unanimous in that
pursuit, with 96% agreeing (Fig. 16).

Natural VS Sustainable

Along with the pursuit of health comes the pursuit of
all things ‘natural’, with consumers across Asia
preferring to buy more natural choice brands, be it
in their ingredients or fabric. Again, this preference
most prevalent among mainland Chinese
consumers (95%), followed by those from Taiwan
(89%) and Hong Kong (85%) (Fig. 17).
Interestingly, this trend does not necessarily align
with expectations on sustainability: over 70% of
consumers in all markets except Japan say that
‘sustainability’ would not be in their top 3 decision
making factors when purchasing premium brands.
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Fig. 14: Intent to spend more on
premium brands
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Fig. 15: Interest in home spa and
gourmet food options
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m "/ am beginning to enjoy spending more time at home
and will spend more on ‘home spa’ type essentials"

"I feel | will be entertaining more at home and will
spend more on packaged ‘gourmet’ food options"

Fig. 16: Interest in products associated
with healthy / active lifestyle
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Fig. 17: Interest in ‘natural’ choice

brands
:
K SEA KR JP

s
CN ™w

m/ do now prefer to buy those more ‘natural’ choice
brands, be it in their ingredients or fabric

‘Sustainability’ would not be in my top 3 decision
making factors when purchasing premium brands
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Neophilist consumers thrive on
novelty and are curious to explore
new things, from mix and matching
to virtual and second-hand
products.

Brand Takeaway
Played right, circular fashion and NFTs are two
sides of the same coin. Embrace consumers'

drive toward novelty and link with the experiential
drivers Asian consumers desire.
It's a balancing act!

Virtual or second-hand?
Non-traditional products such as pre-owned and
virtual fashion are both seeing increasing interest
around the world.

In Asia, the majority of markets show a stronger
interest for virtual products, though the preference
is particularly marked among mainland Chinese,
Taiwanese and Hong Kong consumers, who are
respectively the most interested (85%, 77% and
73%) in virtual products. These same markets are
not very keen (57%, 67% and 53% respectively) on
the idea of buying second-hand premium fashion
and accessories (Fig. 18). South Korea and
South-East Asia, meanwhile, are more equally
open to second-hand (70% and 68%) as they are to
virtual products (73% and 71%). Japan is the least
interested in either categories of products.

Fig. 18: Interest in virtual products VS
second-hand products, across Asia

Virtual products

Slightly/Strongly Agree: “I would definitely
be interested to explore a brand that is
developing virtual products.”
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“I am very interested in second-
hand premium/luxury fashion
and accessories. My first
‘platform’ would be
recommendations from a close
circle of acquaintances/ friends.
The second through the Wow
Vintage Online website. ”

- Korean consumer

Mad for mix & matching
All markets surveyed appear highly balanced
in their luxury lifestyle consumption, with at
least 71% of respondents saying they like to
mix and match both premium and mass
brands. (figure 18). Taiwan is leading the
trend (87%) followed closely by Hong Kong
(84%) and South Korea (82%) (Fig. 19).

Fig. 19: Inclination to mix and match both

premium and mass brands, across Asia
Slightly/Strongly agree: “I now like to mix and match both
premium and mass brands.”
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Second-hand products JP

Slightly/Strongly Agree: “I am very open to
the idea of buying second hand premium
fashion and accessory items.”
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For more information, contact
the Markets Insights Team

Or visit our website
www.bluebellgroup.com

The brand behind the brands.





