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The market for luxury goods in the US has been estimated
at a value of about $35.3 billion, accounting for about 22%
of the luxury goods market in 2015. Japan is in the second

position at an estimated $30.5 billion and a 19% share,
followed by Germany and China at $11.7 billion and a 7%

share.

This report looks at the following areas:

• Asian consumers still need convincing
• Income, education levels vary by country of origin

US Asians are expected to have more than $1 trillion in buying power by 2019, making them an
important demographic for any marketer. Their higher median household incomes make them a
particularly important audience for luxury brands. In this Report, we discuss key trends in the US Asian
luxury sector and find that there are significant differences in buying power and perceptions regarding
luxury by country of origin; that quality is a significant driver of luxury purchases; and that younger
consumers are particularly important consumers for luxury marketers to target.
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