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H.8% +3%

HNWI Population HNWI Wealth

e DR S WAl Sl ST TN I i Al il s AR AT € 0l HOART L S an T A AR ey i sl s an A MAl s, A0 Sne s Al ne THEVALLSTRERTMILENAL  BARMONS CGHOLY 5



22.oMM

Glohal number of individuals perwealth banc [2021)

UETRATINGT $30M+

220,100 1% of HNW individuals, 34% of net worth]

MID-TIER MILLIONAIRES $5M - $30M

2,055.0K [9.1% of HNW individuals, 22.8% of HNW wealth]

MILLIONAIRES ‘NEXT DOOR™ $1M - $5M

20,183.9K [£89.9% of HNW indivicluals, 43.2% of HNW wcalth]
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NUMBER OF HNWI(MILLIONS)

Africa

4.8 5.2

Latin America

I Middle East

2018 2019 2020

Source: Capgeminni World Wealth Report 2021 THE WALL STREETJOURNAL | BARRONS GROUP 7
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Level of Optimism in the U.S. Economy is Increasing

Rising optimism towards the future of the economy expected as a result of strong growth in U.S. jobs &
expected approval of Inflation Reduction Act.

Outlook on U.S. Economy, Next 3 Months (Get Much/A Little Better)
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AVERAGE WEALTH
At Age 31

Millennial (25-41) Gen X (42-56) Boomer (57-75)
$140,000 $152,000 $221100
At age 34

Source St Louis Fed THE WALL STREETJOURNAL - BARRON'S GROUP 12
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WEALTH INHERITED
BY GENERATION, U.X.
2018 - 2042

+$22 Trillion [ +531 Trillion W +$8 Trillion

72MM 65.2MM /1.6MM
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LUXURY MARKET
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LUXURY TRAVEL "
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LUXURY TRAVEL EQUALS
PAMPERING & STATUN

Luxury travel motivations:

exper ience that
offers

1. | appreciate the pe .n'upea‘ﬁ ng
going on a luxury vacation

2. | like to travel in luxurious style
3. I’'m proud that I'm able to afford luxury travel

| go away to do nothing but relax and recover

from the stress of everyday life

Source: WSJ | BG & MarketCas: Proprietary Study Fall 2020. Base Luxury travelers n - 1,048 Q. Recent rastrictions put In placa due to COVID-'9 have impacted how we trave.. For the
next couple of questions, clease think about your attitudes towards personal/leisure vacations anc travel prior to the COVIL-19 outbreak. How much do you agree or d sagree with
each of the following statemen:s? Top Twe Bax. O 10 & few words, please dascribe what do you think “lixury trave” meant before the COVID-19 outbreak? THE WALL STREETJOURMAL. - BARRON'S GROUP 20
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LUXURY GOODS




THE PANDEMIC IS DIFFERENT
THAN THE 2008 RECESSION,
WITH DIFFERENT IMPLICATIONS
FOR LUXURY

ol%  41%

Embraced online Made impulse

chAanminsg ae a2 eancial s vaithia ok

SH 10O g:ﬂLu iUJdodo ocilal cope WItn Sitre¢
Aictam~irne e sy OSF 2N viatvy Aiirir
cIsStAancing nopp Y O anxiel y ( |

Source: WSJ | BG & MarketCas: Preprietary Study Fall 2020. Base total n=1,647, Millennia! luxury n=315 Gen X n=208, Bocmer n=143. WSJ Mag n=921
G. How mucr do you cgree cr cisagree with each of the fo lowing statements?
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UNIQUE PRODUCTS &
THEIR BRAND HERITAGE ARE MOTIVATORN

Luxury goods mean to them:

1. It means something when a brand has
a longstanding heritage behind it

2. | appreciate that luxury goods are exclusive, but also unique
3. | purchase luxury items as a splurge to treat myself

4. I'm proud that I'm able to afford luxury items

Source: WSJ | BG & MarketCas: Proprietary Study Fall 2020. Base Among luxury gocds consumers n=728
G. How mucr do you egree cr disagree with eacn of the folowing statements about luxury goods (2.9.. appare., footwear, handbags. and watches) generaly?
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LUXURY GOODS
PRICES ARE
UP SUBSTANTIALLY

B G
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+10%

Handbags

5%

Fashion

rce: Baln & Co
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FROM
CONSPICUOUS
LUXURY TO
CONSCIENTIOUS
LUXURY

22%

of luxury goods consumers
say it's very important for
luxury goods brands to
participate in a social cause

Source: WSJ | BG & MarketCas: Preprietary Study Fall 2020, Base Among luxury gocds consumers n=728
G. How important s it (if at all) that brards vithin each of the following cateqeries participate in a social cause? THE WALL STREETJOURNAL ' BARRON'S GROUP 34



LUXURY
CONSUMERN
AND

SOCIAL GOOD

29%

of luxury goods consumers say
‘even if a luxury brand does
not support social causes,

I will still buy from them’

Source: WSJ | BG & MarketCas: Preprietary Study Fall 2020. Base Among luxury gocds consumers n=728 Q. How important s It (if at al) that brands within each of the following catecorles participate In & social cause? Very & Moderstely Important.
Among Luxury Goeds Consumers n= 672. Q. Fow mucnh do you agree or disaaree with each of the following statements about luxury coods (e.c., apparel, footwear, handbags, and watches) generally? Among Luxury Coods Consumers n= 662. THE WALL STREETJOURNAL | BARRON'S GROUP 35



+14.2%

2021vs. 2020

AMOVE
ONLINE

+01%

2022 vs. 2019
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LUXURY
ACROSS
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A LOOK AT GENERATIONS

Millennial (25-41) Gen X (42-56) Boomer (57-75)
Young Professionals. Mid-Career Accomplished. Enjoying Life.
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EXPECTATIONS FOR LUXURY GOODS MARKETING IS IMPACTED
BY GENERATIONAL VALUEN & EXPECTATIONS

More Demanding

-

Less Demanding
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Millennial Gen X

« Highlight efforts the brand is taking
to assist within current events (83%)

« Feature people that look like me/
my community (67%)

« Feature people that look like me/my
community (83%)

« Highlight the effort the brand is
taking to fight/assist the current

. _ events (65%)
« Spread awareness about a social

cause (81%) « In the form of a giveaway (64%)

« Spread awareness about a
social cause (63%)

Source: WSJ | BG & MarketCas: Prcprietary Study Fall 2020. Bases: Milennials n= 37, Gen X n=2C4, Bcomers n=147.
G. We want to learn which of these Kinds of advert sing cre most helpful to you when you want to .. [LEARNJRESEARCH|PURCHASE]. Rollup of ¢ll stages

>
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™

Boomers

» Feature people that look like me
and my community (38%)

« Highlight the effort the brand is
taking to fight/assist the current
events (37%)
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