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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
promofting 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 aftracted 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 inferest in second-hand luxury
accessories. Their attitudes towards second hand are more open and folerant,
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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of reports, produced to
provide you with a more
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All Mintel 2020 reports
contain specific COVID-19
related research and
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complete, objective and
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intelligence.
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Luxury branded accessories are more popular
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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 FOR PURCHASING

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

PREFERRED STYLE OF LUXURY ACCESSORIES

China chicis 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

PURCHASING CHANNEL

DFS and second-hand stores in growth
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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

ATTITUDES TOWARDS LUXURY ACCESSORIES

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 afttitudes towards luxury accessories, by
gender, 2021

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

APPENDIX - METHODOLOGY AND ABBREVIATIONS

Methodology

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.

reports.mintel.com © 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


https://www.mintel.com/

	Luxury Accessories - China - 2021
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
	Buy this report now

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights


	Luxury Accessories - China - 2021
	Report Price: £3695 | $4995 | €4400
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
	What's included

	Did you know?
	Buy this report now
	Market Drivers
	Key Players Performance
	Competitive Strategies
	Who’s Innovating?
	Purchased Product
	Purchasing Purpose
	Attractive Factors for Purchasing
	Preferred Style of Luxury Accessories
	Purchasing Channel
	Attitudes towards Luxury Accessories
	Appendix – Methodology and Abbreviations

	About Mintel


