
This report looks at the following areas:

•• The popularized characteristic and style of luxury accessories for
consumers

•• Purchased accessories between luxury brands and non-luxury brands
•• The channels consumers use to purchase luxury accessories
•• Consumers’ purpose and driving factors when buying luxury accessories
•• Consumers’ attitudes towards buying luxury accessories

Luxury accessories are the top choice for gifting to demonstrate consumers’
taste and generosity. Luxury brands have dedicated much of their resources to
promoting the exquisite lifestyle of owning a luxury accessory. Consumers may
have previously bought luxury accessories impulsively, but they are becoming
increasingly considered decisions these days.

There is also a rising trend of gender neutral preference as well as Chinese
Guochao in luxury accessories. Consumers are increasingly attracted by
products with Chinese elements compared to those with European style.
Moreover, they are also changing their traditional aesthetic in gendered wear.
Unisex accessories are more welcome since consumers want to demonstrate a
sense of identity and freedom.

In addition, consumers are also showing an interest in second-hand luxury
accessories. Their attitudes towards second hand are more open and tolerant,
especially for the consumers in tier 1 cities as well as those with a high income.
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“Luxury accessories have
been the first choice for
consumers when gifting and
treating themselves in recent
years. But consumers’ attitudes
and shopping habits are
constantly changing. Their
purchases have become
increasingly rational, and
more comprehensive when
shopping for brands.”

– Jocelyn Dong, Research
Analyst
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Figure 1: Accessories purchased from different brands, 2021
• Being more rational

Figure 2: The reason for buying luxury accessories, 2021
• Expecting the speciality

Figure 3: The driven factors for buying luxury accessories,
2021

• Coexisting classics and trendy
Figure 4: Preferred style of luxury accessories, 2021

• Offline channels prevail
Figure 5: Purchasing channel for buying luxury accessories,
2021

• Luxury accessories stands for exquisite and sincerity
Figure 6: Selected attitudes towards luxury accessories, 2021
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Figure 7: Daniel Essa’s luxury trainers, 2021
• Chinese and unisex collections are prevailing
• The facts
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Figure 8: Zodiac square scarf, 2021
• Second hand accessories are promising
• The facts
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Figure 9: Gucci X The RealReal, 2021
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• Growing consumption power drives luxury market
• Booming eCommerce
• Growing domestic duty free stores
• Second-hand luxury market nudges consumption
• Cross boundary keeps emerging

• LVMH
• Kering
• Richemont
• Hermes
• Swatch Group

• Leveraging the online shopping experience
• Play with virtual products

Figure 10: The Gucci Garden Experience, Gucci, 2021
• Perfect repair service

Figure 11: Ownever repair service, 2021
• Expand categories to commodities

Figure 12: Air pods case by Chanel and Bottega Veneta, 2021

• Making products more exquisite
Figure 13: Fendi’s smell bag

• Cross boundary integration with live house
Figure 14: Loewe’s live house, 2021

• Integrate into sport space
Figure 15: HermèsFit in Chengdu, 2021

• Luxury branded accessories are more popular
Figure 16: Accessories purchased from different brands, 2021

• Marketing luxury jewellery as inheritance
Figure 17: Accessories purchased from different brands, by
marriage status, 2021
Figure 18: Series of Inheritance by Chow Tai Fook, 2021

• Co-branding and dressing tips are promising for luxury
apparel accessories
Figure 19: Reasons for buying luxury hats and scarves, 2021

• Pay for self-pleasure
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Figure 20: Reasons for buying luxury accessories, 2021
• Men buy for gifts, women are getting more rational

Figure 21: Selected reasons for buying luxury accessories, by
gender, 2021

• Younger consumers still willing to pay for pop stars
Figure 22: Selected reasons for buying luxury accessories, by
gender, age and monthly personal income, 2021

• The rising potential for KOLs
Figure 23: Selected reasons for buying luxury accessories, by
gender and monthly personal income, 2021

• Attractive factors are various but uniqueness is the core
Figure 24: The driven factors for buying luxury accessories,
2021

• Dressing tips and co-branding may affect female
purchasing
Figure 25: The driven factors for buying luxury accessories, by
gender, 2021

• Build brand loyalty in high tiers and widen sales targets in
lower tier cities
Figure 26: The driven factors for buying luxury accessories, by
city tier, 2021

• Lure high earners with customised service
Figure 27: The driven factors for buying luxury accessories, by
monthly personal income, 2021

• China chic is in
Figure 28: Preferred style of luxury accessories, 2021
Figure 29: Preferred Guochao and Chinese minority style of
luxury accessories, by age, 2021
Figure 30: ZangQiang embroidery, 2021

• Marketing to men via technology elements
Figure 31: Selected preferred style of luxury accessories, by
gender, 2021
Figure 32: Snap chat X Gucci, Spectacles 3, 2020

• Marketing to youngers with gender neutral style
Figure 33: Selected preferred style of luxury accessories, by
generation, 2021

• DFS and second-hand stores in growth

ATTRACTIVE FACTORS FOR PURCHASING

PREFERRED STYLE OF LUXURY ACCESSORIES

PURCHASING CHANNEL
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Figure 34: Purchasing channel for buying luxury accessories,
2021

• Second hand are more accepted by high earners
Figure 35: Purchasing preference for buying luxury
accessories, by monthly personal income and city tier, 2021

• Marketing to Gen Z via vintage and social media
Figure 36: Purchasing channels for buying luxury accessories,
by generation, 2021

• Exquisite but also good looking
Figure 37: Selected attitudes towards luxury accessories, 2021

• The opportunity for second-hand luxury in tier 1 cities
Figure 38: Selected attitudes towards luxury accessories, by
city tier and generation, 2021

• Blind box and athleisure for females
Figure 39: Selected attitudes towards luxury accessories, by
gender, 2021

• Leveraging shopping experience for older generation
Figure 40: Selected attitudes towards luxury accessories, by
generation, 2021

• Methodology
• Abbreviations

ATTITUDES TOWARDS LUXURY ACCESSORIES

APPENDIX – METHODOLOGY AND ABBREVIATIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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