Chapter 1: Affluent SNOPPEIS 1N 2015 ..ottt ettt sttt es 5

OVBIVIBW ...ttt b bbb Re AR £ 224 £ £ 4 £ £ £ bbb ek bbb bbb bbb b R e et 5
Affluents Enjoying the Little Things in Life — Resisting the Temptation to Over-Spend & Liking It........................ 5
Demographic FOrecast: LUXUINY DIOUGNT ...........coiiiieeeeeeeeeses ettt 6

Figure 1: Dent Research, Consumer SPending DY AQE.......cciiiiiiiii it 6

Figure 2: LCI Historical 1Q2004-PIrESENT .......c.cvuriireuruririririseieieisisesisseisssssesessssssssss s ssse s sessssssesssssesssnes 8

El Nino and the Millennials- the Short and LONG OF I .......ccviiiiiiiiirccrsss s 9
Chapter 2: Retail & Affluent ConSUMErS IN PEISPECHIVE...........cciivrieieiiseeese e saenenas 13
Retail Sales GrOWLh FIAEENING .........cveveveeiececieece e sn e e s s s s e e 13
Figure 3: GAFO Retail Sales & Growth 2007-1Q2015.........cccovrriirieniriiieieisiseseessiss e 13

GAFO REtail SAIES 1N 2015 ... bbbttt 14
Figure 4: GAFO Store Sales YTD 2015-2014 ........oceeirrieieinrinisie ettt 14

Figure 5: Fastest Growing Retailers Q2015 ........c.ccceiiiiiiiiiiiieieieiesisiss sttt 15
Tracking Consumers’ Personal CONSUMPLION ......c.ceiiiiiiininirireresisisisisisisis st ettt eaesesenns 16
Figure 6: Personal Consumption Quarterly Change 2008-1Q15.........ccccovivrsissseeeeeee s 16

Figure 7: Personal Consumption Expenditures 1Q15 Percent. Change Previous Period, detalils .................. 17

Latest U.S. Census Reveals Affluent Consumer Segment is fastest growing.........cccceeeennrennninenenesesesesesesesesesesssssnens 18
Figure 8: Number of Households and Average Income 2010-2013...........cooueeirmnniinenenieeieeseseseeseeeesnnes 18
Number of Ultra-affluent households grew by one-third Since 2010 ..........ccccceeeeeenneeneererere e, 19
Figure 9: Households by Income & % Change 2010-2013..........coieirirriniirrieisreneeieeeissese e 19
Affluents Account for 20% of Households, but over 40% of all Consumer Spending .........cccovvervrerererererereresnereennns 21
Figure 10: Share of Consumer Expenditures Attributed to Affluents, 2012-2013...........ccccoevrnernnrnecenenns 21
MaAFKELEIS” TAKE AWAY S>> ......c.oiiiisisisisistste ettt ses s s e e e ettt e et s s a s s st b e s e s e s e R s s s e e et e e e et s s s e 22
Chapter 3: Affluent SNOPPING OVENVIEW ......c.cviiieiiiieicisise et sa st s s se e sesessssesesesansenes 23
Figure 11: Shopper Track Survey Sample DemOgraphiCs..........ccovvvviriririrsisssssee e 23

OVEBIVIEW ...ttt ettt bbbttt 24
Key Trends Shaping the Future of Retail Catering to Affluent SNOPPErS.........ccvrrniieenrrcee e 24
MaAFKELEIS” TAKE AWAY S ......o.oiiiisis sttt ettt s et sttt s st s sttt et bbb e b e s e s e s s e e e e s e e s s s s e 26

Trends in Where AFFIUENTS SNOPPET ... 28

Figure 12 Trends in Where AfflUENtS SNOPPEU ........coiiiiiiirr s 28

Trends in Affluent EXperiential PUICHESES ... e 30
Figure 13: Trends in Affluents Experiential PUFChASES ... 30

Trends in How Often They Shopped by Type of ShOpPING EXPEIENCE ... s 31
Figure 14: Trends in Average Number of Shopping Occurrences by Type of Shopping Experience................ 31

Trends in How Much Affluents Spent in Last Shopping Experience By TYPe.......coovvvrrnnscse s 33
Figure 15: Trends in Spending on Last Shopping OCCUITENCE...........ccccvviviririricisisissee e 33

© Unity Marketing, 2015 -- FINAL Page 2



Trends in Extended Spending by Type of Shopping EXPEIIENCE ..o s 35

Figure 16: Trends in Projected Total Spending by Type Of StOFe.........ccovvvvececcecece s 35
Projected Spending by Major Category OF EXPEITENCES.......c.cruruiririiieiiiireseseseseseseseseses s ssesss s sesasasesanens 37
Figure 17: Trends Spending by Major Category of Shopping EXPErience............ccceeeeecccceeeeereseieeenns 37
ShopPING OVEIVIEW DELAIIS ...ttt bbbttt bbbt bbb 39
Figure 18: Shopping OVENVIEW DELAIIS.........cccccuiuiiiiiiiisiitie st 42

ONlINE VS. IN-SLOIE SNOPPING ......cuiuiuiriiiriirisirires sttt ettt e bbb bbbt bbbttt b e nis 43
Figure 19: Online vs. IN-StOre SNOPPING .....cvcveveieicieieicccee et 43

Who Affluents ShOPPed WIth TN STOTE ...ttt 45
Figure 20: Who In-store Affluents Shopped WiIth...........ccciiic s 45

HOW Paid fOr LASE PUICNASE ..ottt bbbttt ettt 47
Figure 21: How Affluents Paid for Last Purchase (credit card, cash, debit, etC.) ..o, 47
Reasons for Last SNOPPING OCCUITENCE .......c.ccueueuirierieeeeniresisesese sttt bs bbbttt bbb s et se e ss s s s e 49
Figure 22: Reasons for Most Recent ShOPPINg EXPEFIENCE ...t 49
Loyalty Rewards COlleCted and USEA ..ot 51
Figure 23: Loyalty Rewards ColleCted OF USEU ..ottt 51
Shopping EXPEriENCE DELAIL ...t bbb 52
Figure 24: Shopping Experience Detail, 2015 .........c.ccccoieiiiiiiieieiese sttt 52
Chapter 4: How Affluents Shopped at Specialty Retail STOIeS ..........covveiiiiieieriiceeereeessee e 53
OVEBIVIBW ...ttt R bbbt bbbttt 53
Figure 25: Specialty Retail Stores Usage & OCCUITENCES OVEIVIEW ..........ccouiueieiririniieeiersereseessiseseseseesesesennes 53

Figure 26: Specialty Retail STOreS OVEIVIEW ..........c.cucucuciiiiiiiie it 56
Chapter 5: Clothing and/or Fashion Accessories Stores & WEDSITES.........ccvevireieiernieenisseesese s 57
Appendix A: Spending Details by Demographic SEgMENT ..o 65
Most Recent Occurrence SPENdiNG DY GENAEY ........c.cueuiuieiiiiiiinresr sttt 65
Figure 36: Affluent Spending on Last Shopping Occurrence by GENAEr ...........cccceveeveeeeeeeeeee e 65

Figure 37: Affluent Spending Last Shopping Occurrence by Gender, Details 2014-2015..........cccooninriniene. 67

Most Recent OCCUITENCE SPENTING DY AGE .....vviiieirieirrieeie ettt 68
Figure 38: Affluent Spending on Last Shopping OCCUITeNCe DY AQE.......ocovirrrrrnnrisseie e 68

Figure 39: Affluent Spending Last Shopping Occurrence by Age, Details 2014-2015..........ccccovvvvvrvrvrvrerrrnnnnn, 70

Most Recent Occurrence SPending DY INCOME........c.cciuiciiiieeisese st 71
Figure 40: Affluent Spending on Last Shopping Occurrence by INCOME ..........covvvvreeeceeeeeeeee s 71

Figure 41: Affluent Spending Last Shopping Occurrence by Income, Details 2014-2015 ..........cccccovvvrerenene. 73
Appendix B: Affluent SUrvey MethodolOgy ........c.ccciiiiiiiiiiiciiess e 74
Quarterly Tracking of Luxury ConsUMEr PUICNASING ........ccouiiiiiiriieieiesisisisesisissses s ss s sesssesessssssssssnss 74
FIQUIE 42: INCOME SAMPIE ..ottt ettt sttt st a s b s s s s e s e e nnn e e nnns 74

Survey tracks trends in 4 retailer and service categories in lUXUry Market.............cocoveeeeeeeeeeeeeeeeesessses 75

© Unity Marketing, 2015 -- FINAL Page 3



SAMPIE DEMOGIAPNICS ...evvereieieiee ettt ettt £ e bbb bbb bbbt e e ns 76

BT VVOIEN <. bbbttt bbbttt 77
FIGUIE 432 INEEWOITN ...ttt 77
GBNTEY ...ttt bbb £ AR b ettt 78
Figure 44: Gender DISTIIDULION ...ttt 78
A L= D 1511101011 o o RS 78
Figure 45: AQE DISIIDULION. ..ottt 78
OCCUPALION & EMPIOYIMENL.......ciieiiiiiiiisisisisisis sttt se s se e ss s se e s et e s s s e s e s e s e s esesasasasanennnes 79
FIQUIE 46: OCCUPALION ...ttt sttt bbbttt bbbttt 79
Other DemOgraphiC VarIADIES ...ttt st b s s s e s e s e s e ase e e e s 80
Figure 47: Educational AtAINMENT..........c.ceiiiieieieirisieeieie bbb 80
FIQUIE 48: MAIHAI STALUS.........ciiiicisisieicis st s sttt ettt a bbb s b s e e ne e e e ns 81
Figure 49: AfIUENTS' LiTE STAGE......c.euevriiieeiriei sttt 81
Figure 50: HOME OWNEISNIP .....cviiiiiisieiss sttt n e n e 82
FIQUIE 511 ELNNMICITY.....c.cuieiiitiiiicetet ettt 82

© Unity Marketing, 2015 -- FINAL Page 4



