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Welcome to the MEC China
HNWI Gifting White Paper, pro-
duced in partnership with Hurun.

Gifting is a fascinating subject,
though the motivations and influ-
ences have changed over time, it
is as relevant and important now
as it ever has been. To truly under-
stand consumers’ mindset, needs
and behavior when it comes to
luxury gifting we have to ground
our insight in cultural and societal
influence.

China is unique in the world
in gifting behavior; the ideas of
Guanxi and Renqing are deeply
rooted in the Chinese social phi-
losophy of Confucianism, which
stresses the importance of rela-
tionships and associating oneself
with others in a hierarchical man-
ner, in order to maintain social and
economic order.

The meaning of gifting has
been carried through thousands
of years’ history. Now in modern
China, it is deeply immersed in
people’s lives, and particularly for
high net worth individuals (HNWIs)
plays a more critical role than ever

before.
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At MEC we are driven by
a desire to understand
consumers and thereby
create opportunities
to connect people with
experiences
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The gifting market in China is developing rap-
idly. Consumers are attracted to experience beyond
material satisfaction, while more attention to the
Guanxi network is leading to higher involvement and
consideration in gifting. At the same time increas-
ing gifting choices, occasions and concepts that are
promoted by marketers across different categories
are creating more opportunities for individuals and
brands.

At MEC we are driven by a desire to under-
stand consumers and thereby create opportunities
to connect people with experiences. In this white
paper, our analysis and point of view is rooted in a
profound understanding of Chinese culture, and
how it impacts gifting needs and behavior. We intro-
duced the definition and special characteristics of
Chinese Guanxi and Renging-oriented society, and
the role that gifting plays. You can read our discov-
ery of the importance of gifting and the insight that
goes into fundamental questions such as who, what,
where and how gifting purchase decisions are made.
Through our proprietary research and planning
approach, MEC Momentum, we identified what really
matters to HNWIs in terms of gifting at the critical
stages of their decision making journey. This deep
analysis reveals the value of understanding this topic
from multiple and critical dimensions, and what op-
portunities it brings.

| hope this White Paper will help you understand
more about Gifting in China, particularly for modern
HNWIs, and help you find potential opportunities to
grow your business.

Enjoy reading.
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| remember before | came to
China for the first time, many of my
friends emphasised to me how much
Chinese people value gifts, and how
deeply embedded they are in Chinese
culture. At the time, | did not fully
appreciate the importance of gift-
giving in China, not least because
it does not play a particularly
significant role in British culture;
outside of Christmases, birthdays,
weddings and anniversaries, they are
fairly rare.

After arriving in China, |
immediately came to realise the
significance of gift-giving for the
Chinese. | recall that in 1991, when
| came to the country for the first
time, it was recommended that |
bring tobacco with me in order to “do
as the Romans do", that is to say, to
establish "Guanxi” with others by
giving it out in gift form. From that
moment on, it became clear to me
that gift-giving is an essential part
of China's culture, and that how to
select and exchange gifts can be a
critical factor in ensuring the smooth
progression of social interactions.

In more recent years, | have noticed
changes in the gifts given by the
Chinese entrepreneurs | have come
to know; cigarettes have been
replaced by cigars, cognac by whisky,
and electronic products by organic
foods.

We are delighted to have teamed
up MEC, to jointly issue the China
HNWI Gifting White Paper. | firmly
believe this is a highly significant
report, because despite being so
profound an element of Chinese

culture, this is actually the first in-
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depth analysis of gift-giving among China's HNWIs ever to
be published. | sincerely hope this on-trend analysis can
provide valuable information for China's affluent in their
gifting decisions, and at the same time, offer a reference
point for brands looking to adjust their product range and
branding according to their target market's preferences.

The results of the "Hurun Best of the Best Awards
2017" show that the market for gifts among China's HNWI
is worth up to 300 billion yuan, and could potentially
reach 390 billion yuan in the next three years. With the
vast scale of this market in mind, Hurun Report and
MEC cooperated over six months from December 2016
to May 2017 to research and complete the China HNWI
Gifting White Paper. Research encompassed 14 cities in
mainland China, with 507 HNWIs filling in surveys of their
gifting behavior. Their age averaged 41 years, their wealth
amounted to 22 million yuan per capita, and they have 4.2
million yuan of disposable income annually. A further 16
wealthy individuals were interviewed by our teams based
in Shanghai, Beijing, Guangzhou and Xi‘an.

This White Paper makes three particularly noteworthy
revelations. One is that China's HNWIs attach very strong
importance to gift-giving, with 92% of respondents
reporting that it plays a significant role in their lives. The
fact that they have spent an average of 261,000 RMB on it,
on the 34.4 times they gave gifts to others over the past
year. Over the past three years, more than half of HNWIs
have indicated that they have both spent more on gifts and
given them out more often. Secondly, HNWIs are becoming
increasingly health conscious, with "healthcare products”
becoming one of the most common gifts among them. A
very high proportion, 89%, intend to send such items as
gifts in the future. Thirdly, their enthusiasm for luxury
goods has been steadily on the rise over the past two years,
with 60% of them reporting themselves more likely to send
luxury goods as gifts than previously. Among them, those
much more likely to do so amounted to 18%. Those who
opt to gift luxury items did so 54% of the time, and spent
an average of 310,000 RMB on gifting, much more than the
90,000 RMB spent by those who did not choose them. We
hope that you will find this White Paper informative, and we
look forward to receiving your feedback. Enjoy reading, and

please do get in touch!
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Number and Growth Rate of
China's HNWiIs

FHBSEAR i
B Number of HNWIs =
. . Growth
Year with CNY 10 million
or more rate
2011 960,000 9.7%
2012 1,020,000 6.3%
2013 1,050,000 2.5%
2014 1,090,000 3.8%
2015 1,210,000 11.0%
2016 1,340,000 10.7%
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Number and Distribution of
Individuals with 10 Million RMB

2016 FREF= A
Number of individuals with CNY 10 million in 2016

2015 FEELLHI
[

Proportion

1 2015 £181IR
Growth rate

Hi# Gansu

FhEE Xinjiang

3,800 0.28% 42.70%

1890 @ 0.07% 4 -1.11%

58 Qinghai
[

1850 @ 0.06% 1t 6.25%

MERS T

#lE 2016 65 8, REAM
BTRBSEAR14T, 255
SEABEBOT, IHREURALRAR
BETABSEABK, IILH
BHEARSBE B,

Size and Distribution
According to Hurun
Research Institute data, as of
May 2016, there are around
1.34 million HNWIs with more

than 10 million RMB assets and

A Xizang

1550 @ 0.04% 1 10.00%

89 thousand HNWIs with more
than 100 million RMB assets
in mainland China. Guangdong
has taken the place of Beijing
and become the place where

there is the highest number of

HNWIs with more than 10 million

RMB assets. The number of
billionaires in Zhejiang, for the

first time, over 10,000.
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#1t Hebei mm% Research

117,500 ®1.31% 4 2.34%
Wi# Shanxi
116,100 @ 1.20% #1.26% ST Heilongjiang
NoO.2 15 Beijing 112,500 @ 0.93% 140.81%
1238,000 ®17.76% £11.21%
BE# Shanxi
[ -, s
117,000 @ 1.27% 43.66% # it
=B Ningxia 19,500 @ 0.71% 4 5.56%
1 A
11,100 @ 0.08% 410.00% 7% Lisoning
132,000 @ 2.39% 1 0.95%
M=& Neimenggu X Tianjin
[} L] <
13,300 »0.99% 42.31% “ 23,600 ™1.76% 145.36%
W% Shandong
46,900 »3.50% 14 7.32%
[ ]
¢ iI7# Jiangsu
98,000 »7.31% 1$11.36%
@A Henan
° .
123,100 @ 1.72% 47.44% NoO.3 ti& Shanghai
1 A
T 205,000 15.30% 113.26%
mJIl Sichuan

Z# Anhui

111,500 @ 0.86% 1 6.48%

18.000 B1.34% 149.09%

I 32,400 ®2.42% 1} 6.58%

ifﬂﬁ Hunan #HI Zhejiang
I 160,000 211.94% 149.59%
=@ Yunnan .
[8.200 @ 0.61% 9.33% (IR RIE Dims._ s
17,200 ® 0.5% 49.09% 4000 @353 §5.07

I @ Jiangxi
N L I | 11,800 @ 0.88% 4 7.27%
EK Chongqing 1240,000 ®17.91% £17.65%

I 15,700 ®1.17% 4 9.79%

i8R Hainan
15,200 @ 0.39% 48.33%

=M Guizhou

14,410 ®0.33% 413.08%
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1.Gifting done 34.4 times annually, average of 261,000
RMB spent

Over the past year, HNWIs sent gifts an average of 34.4 times and
spent an average of 261,000 RMB. When it comes to gifting expenditure,
this shows that the closer one’s relationship, the more that is spent.
Among those with over 50 million RMB of assets, average annual spending
on gifting amounted to 434,000 RMB, three times more than those with 10-
50 million RMB. Compared with the past three years, more than 50% of

HNWIs have spent more on gifting, and done it more often.

2. Cash, tobacco, alcohol, and tea, and healthcare
products are the most popular kinds of gift

72% of respondents indicated that cash-type items, including
red envelopes and shopping card vouchers, constituted their most
frequently-sent gifts. Tobacco, alcohol, and tea accounted for 67%.
Healthcare products were chosen by 44%, including both traditional health

supplements and modern healthcare products.

3. Chinese New Year is the most common occasion,
followed by birthdays and Mid-Autumn Festival

Festivals are the most common occasions for gifting among HNWIs,
especially during the two main dates in the traditional calendar - 92% sent
gifts during Chinese New Year, and 83% sent them in the Mid-Autumn
Festival period. Birthdays and anniversaries are also common, with 87%

and 64% gifting others on these occasions.

4. The three main gifting considerations - product, brand
and price

HNWIs mainly consider the following three aspects when buying gifts.
() Product: "good quality and craftsmanship”(87%), “practicality” (85%),
"uniqueness” (77%) and “attractive packaging” (74%) are the main
aspects considered.
(2) Brand: important factors include "high-end, to gain ‘Mianzi""(90%),
"well-known brand" (83%) and "whether brand fits with giftee's self-
image” (80%).
(3) Price: "price meets the giftees’ expectations” (61%) is the main
consideration as far as pricing is concerned.

In addition, 73% consider the "giftee’s needs or preferences”.

5. Females follow their hearts, males more efficient
27% of HNWIs encounter difficulties when gifting. Their three main
concerns are “unclear about giftees' needs or preferences” (57%), “time and

effort spent in selecting gifts" (50%) and "'giftees' are hard to impress"(49%).
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In terms of the differences between males and females, females are
more likely to “enjoy the process of picking gifts and gifting others”
(54%), while they are more concerned with the fact it is “difficult

to be novel” when choosing a gift. Males are more concenred with
convenience and efficiency in terms of gift selection, and are more

worried about "time and effort spent in selecting gifts" (60%).

6.Domestic brand stores is the most common
purchasing channel

With regards to domestic purchasing channels, 97% of
HNWIs buy gifts in brick-and-mortar shops. Among them,
"domestic brand stores, counters” (76%], "domestic department
stores, shopping centres” (68%), and “through friends" (58%) are
the most common purchasing channels. 74% have purchased
gifts overseas, with more than half of them having personal

experience of shopping overseas. 69% shop for gifts online.

7. Almost 90% to gift "healthcare products” in future
With HNWIs placing an increasingly high premium on
their health, an increase in the numbers choosing to gift
"healthcare products” is set to become a prominent trend in
coming years. 89% indicated that they are likely to do so in
future. "Fashionable” and “artistic and cultural” gifts are also

set to become popular, with over 60% choosing them.

8.Luxury market on the up, 77% have gifted
luxury items to others

According to the "Hurun Best of the Best Awards 2017",
Chinese HNWI enthusiasm for luxury goods has been on the up
over the past two years, rising year-on-year 20% to return to 2013
levels. The study found that compared with the last three years,
60% of HNWIs send luxury items as gifts more frequently, with
18% doing so considerably more than before. In recent years, the
Chinese luxury goods market has remained robust in comparison
to the downturn experienced worldwide. 77% of HNWIs sent
‘giftees’ luxury items. Among those who did, such items were
given on 53.5% of the occasions that they gifted others. With
annual per capita expenditure of 310,000 RMB and above on gifts,
HNWIs who gift luxury items spend significantly more than the
90,000 RMB average of those who do not. *

and tea”, "apparel, luggage, and bag”, "personal care” and

Fine tobacco, alcohol

"healthcare products” are the four most commonly gifted luxury

items, accounting for 78%, 65%, 59% and 57% respectively.
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China is well known for its formal
ceremonies and complex etiquette.
Gifting remains a common practice
for people to show their goodwill at
various occasions, where giving and
receiving of gifts is essential.

Gifting is a huge part of building
and maintaining both personal and
professional relationships. Chinese
people must consider factors such as
what to gift, whom to gift to and the
right gift for the right occasion.

This is because Gifting is a
foundation for the complicated Guanxi
culture in China, especially important
for HNWIs.

What's Guanxi?

Guanxi, literally meaning
“relationship”, is a Chinese cultural
symbol that represents a highly
complex and evolved system of
interpersonal relationships with no real
parallel in the modern Western world.

Guanxi mainly originates from
the social philosophy of Confucianism,
which values the hierarchical relation
between self and others, in order to
maintain proper social order.

Guanxi in China is not only
a bridge between interpersonal
connections but also a foundation of
social recognition. Meanwhile, Guanxi
is also a useful social resource and a
sign of privilege. This Guanxi culture
is deeply embedded in Chinese
traditional culture, reflecting people’s
customs, ideologies, and behaviors.
From ancient times until today,
the importance of Guanxi persists

regardless of socioeconomic changes.
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Renging-oriented society: Rule of virtue

Renging, literally meaning”human emotion”, has many meanings in China including human relationship,

fellowship, caring, and favor, which is a key element in Guanxi culture. Chinese people still see their culture
as Renging-based culture, even though it is becoming more and more influenced by today’s legalsystem.
The core of Guanxi and Renging society lies in ethics and morality. Chinese people tend to relate their
social relationships into the concept of family, such as calling friends as brothers/sisters and greeting
public officials as parents (it is common to refer to Xi Jinping as "Daddy Xi" and to the first lady as "Mummy
Peng”). There is an old saying "be a teacher once, be a father for lifetime".

Confucian ideology promotes collective morality more than the personal interest so that the group’s

rights (in somes cases, the state’s rights) always come first. This is reflected in Chinese peoples’ focus on
maintaining a "harmonious society”.

e RIS
Problem solving

AEM LB —HREMIAN R RIFH XA T LIENIRGIARRE, AMAZX BN T HEBEZRI—MIL.

Another feature of Renging-oriented Society is that people primarily rely on relationships to get things done
or resolve conflict, creating many “invisible rules”.

e mlBiESaER R
Business and
communication

EMEERRESRD, BlSXEASHEEEEN. M, XEXWDEELRAIEN, REHEIFHIANEEF,
EEll “AR B, BERMXR (AINRAXR ) FFEXNXR. EHE, AMBRESFENBEEXSIFEXNLHR
BAXAR. B, FEXXRNRUIMZEMH, FEADIFEERELIFEXMRERTIE (FIIHIRAFERAER
FIELAEE, BIENLAIMARIHITIAARRIIEL) .

Even though global business practices have driven more standardization and transparency, the Guanxi
economy still plays an important role. There is a popular saying in China that "you can’t run a business
without Guanxi”.

In business individuals and organizations can develop their Guanxi in both official (contractual) and
unofficial ways. Chinese people prefer to communicate through unofficial routes. For instance, people tend
to use social media platforms to communicate work-related matters and seek to extend their business
relationships into personal ones.
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El{thEElF OTHER CIRCLES

What does Guanxi look like?

In the Chinese Guanxi, an
important concept is the “circle”. The
circle forms a "boundary” for your
various needs (professional, personal,
political) and can include many
different levels of proximity to you as
an individual. These circles show how
Chinese people draw a clearer line
between “insiders” and “outsiders”.

Firstly, there are concentric
circles revealing different levels of
social distance.

As described by sociologist Fei
Xiaotong and Professor Ming-Jer
Chen, Guanxi can be visualised like
the concentric ripples from a pebble
hitting water, from the center
(self] to those falling further to the
center. The closer the circle is to
the center, the closer their Guanxi
is. There are three major layers in
Guanxi: Jiaren (family members
with blood relationship, or have
high level of trust], Shuren (insiders
with frequent interaction or shared
experience, e.g. classmates,
colleagues, villagers), and Shengren
(outsiders with little mutual trust).

Secondly, there are various small
but interlocking circles overlapping

and defining influence.
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The special characteristics of
Chinese Guanxi
1. Guanxi circles are overlapping:

Guanxi can be established based on
blood relationships, personal affection or
even shared goals, experiences or interests.
However, in most circumstances, it is based
on complex combinations of these factors. For
example, family businesses form a “circle”
where those involved have multiple roles and

identities in one's Guanxi network.

2. Guanxi is dynamic:

The distance of Guanxi constantly
changes due to changes of people’s life and
business/career stages. In various Guanxi
networks, people may travel from one circle
to another. An individual may start by being “a
total outsider™, transition to "a true insider”,
and even become “a family member”. The size
of Guanxi circles can also change over time.
Some circles may expand over time, while
others shrink by getting more exclusive. Such

movement makes Guanxi networks dynamic.

3. Guanxi means resources, assets, status
and power:

Guanxi also delivers reachable or accessible
social networks across different fields. In China,
soial networks represent social resources
which can turn into valuable assets, and reflect

people’s social status and social power.

4. Guanxi can be extended, maintained
and enhanced:

Driven by social needs, Guanxi can be
extended, which indicates the possibility
of social recognition on a larger scale, and
access to more social resources which in
turn build advantage and privilege. Guanxi
can be maintained and enhanced through

shared experience, shared goals, marriage

13 «
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and daily contact.

Nowadays, mobile Internet and
social networks in China perfectly
support and enhance these attributes
of Guanxi. Gifting is also widely used to

extend, maintain, and enhance Guanxi.

5. Guanxi can be exchanged:

Guanxi exists as a social resource
and assets in Chinese culture,
hence is in nature exchangeable,
or even transactional. For example,
“introducing from acquaintance” is
seen as a very common and effective

practice to enhance Guanxi networks.

6. Renging-oriented society and
"giving back" culture in Guanxi

In Renging-oriented society,
although people exchange objects,
this is considered a current gift
in exchange for a future favor. For
example, if someone gives another a
box of apples, what the ‘giftee’ “owes"
is not a box of apples, but “Renging”.
“Renging” in China means much more
than “favor” it is an obligation the
‘giftee’ must return. "Renqing” needs
to be returned over time, such as
inviting the ‘gifter' to homemade food
in this example. With the exchange of
Renging, such gifting and returning
favors culture forms an endless circle,
where Guanxi can be extended and
strengthened.

The "giving back” culture in
China is different from the reciprocity
principles in Western society. The
principle of reciprocity in the West
values equal exchange for short term
benefits. But "giving back” Renging in

China has some unique differences:
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(D The benefits on both sides are not necessarily equal
@ "Giving back" is usually delayed, which represents the longer-term
nature of Guanxi
@ No clear time boundary. “Giving back “can take a lifetime like "being a
teacher once, being a father for a lifetime " and also longer - it's common
to say "Return the Renging in the next life”.
(4) Unclear time, objects and quantity

Renging allows people from different social circles to form a
collective system. Even in a business context, having Renging in Guanxi
makes business cooperation and relationships different from other

cultures.

7. Guanxi values "Mianzi"

To Chinese people, "Mianzi”, literally meaning “face”, is more than
a general image. It is also a sense of social respect and recognition, even
dignity and prestige in social contexts. As a result, Chinese people value
"Mianzi" within Guanxi culture. Especially for HNWIs, whether or not gifts can
represent "Mianzi” is one of the major considerations when choosing gift.

These special characteristics of Guanxi determine peoples’ needs
and expectations of gifting exchanges in China. That is, sending, receiving
and returning gifts to stabilize and enhance Guanxi and Renging.

This explains why Chinese people are still so reliant on gifting

culture, as well as how it permeates every level of life and society.

What does Guanxi culture mean to brands?

Brands can consider different meanings and implications when it
comes to Guanxi culture:

@ Guanxi between/within Business organizations:

Companies can smartly learn from the Guanxi culture to establish
long-term bonding and engagement between and within organizations
(2 Guanxi between brands and consumers:

Brands can enhance their meaning through Chinese Guanxi Culture:
I Have a targeted strategy to consider different roles that different
“circles” and individuals play in a Guanxi network
I Be "dynamic”: understand consumers' changing needs of Guanxi in
different stages and provide suitable offerings
I Assist consumers’ needs of maintaining "Mianzi" and have further
growth in their Guanxi
I Add more meanings into communications and offerings to uplift the
Renging in Guanxi
I Boost consumers' Guanxi networks, for example using Red Envelopes

and group purchase/activities to trigger interactions in Guanxi
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Chinese people celebrate
all kinds of festivals throughout
the year. As a result, many
brands constantly launch topical
marketing campaigns and package
their products and services with
gifting concepts. The wide range of
products and purchasing channels
also bring more options and
convenience to consumers.

These marketing activities
perfectly meet consumers’
gifting needs and can trigger
higher involvement with brands.
Therefore, people's willingness to
gift branded goods grows year by
year, especially HNWIs.
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2.1 IMPORTANCE OF
GIFTING AND WHY
According to the survey, 92%
of the HNWIs pointed out that
gifting plays an important part in
their live. Over the past year, each
of them have spent an average of
261,000RMB on gifting. Compared
with the last three years, 53% of
HNWIs have gifted others more

1 AT 10,000 RMB -
|

1-357T 10,000-30,000 RMB
]

3-5757T 30,000-50,000 RMB
I

5-8%7T 50,000-80,000 RMB
|
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|

10-1557T 100,000- 150,000 RMB
|
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The Importance of Gifting
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34%

X
©

FEEE HREE —REE

often, and 56% have spent more . Very Important Not
important so much
money on it.
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Top 3 221X & EFiX & BHJE Top 3 Always& Often& Occasionally

BT XER ——— Enhance connection or relationship —
BRETHESR Follow festival tradition

#HPXER ——— Maintain Guanxi circles

RZEi) ————— Express filial piety

FIA#'® ——— Send blessings

BIETBESS Boost festive atmosphere

EBIMEER, EABK — Build or expand Guanxi circles

EALEEEINEAL Return gifts
FRE ——— Express gratitude
FRBEIXL Express love or care
HFARALT Out of courtesy
BARIT Ask for a favor
ERRmMIEE ——— Asareward
Hi&ERE ——— Create surprises
g1z ———— Create memories
R E ———— Express apology

BEIBIAX, BSHIZE — Mirror others’ gifting behavior

96%
95%
| 93%
| 92%
9
88%
87%
87%
86%

5%
| 6%

NN N[00
S Nk 2
| S =

3%
59%
46%

BE—FAIBILEESE
(AR® : 7T)

Annual Per Capita Expenditure
in P1Y (RMB)

1,000—
5,000 H&F~

O Assets of 10- ¥147,000
50 million RMB

5,000 BLAE
B
Assets of 50 ¥434,000
million RMB or
more
s
Males ¥283,000
Q it ¥229,000
Females
—ERikh
Tier 1 Cities ¥294,000
=701
Q Tier 2 Cities ¥242,000
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ABER

FRIABEIT EZ—FALELL
Rt FERBE
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96% 9 “1BFHRER KR IBd 1L
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DEMOGRAPHIC DIFFERENCES

Annual per capita
expenditure on gifting varies
according to the demographic:

I Those with more than 50
million RMB assets spent almost
three times as much as those
with 10-50 million RMB;

I Males spent 54,000 RMB more
on gifting than females did;

I The people who live in Tier 1
cities spent 52,000 RMB more on
gifting than the people who live in
Tier 2 cities did.

There are various gifting
motivations for HWNIs. 96% of the
respondents aimed to “enhance
connection or relationship”. 92%
of the respondents sent gifts to
"express filial piety”, and 95%
of the respondents did so for

following festival traditions.
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HNWIs' gifting motivations can
be divided into two types, emotion
driven and purpose driven.

To HNWIs, both emotional
motivations and purpose-driven
motivations are important. These
motivations vary by ‘giftees’ and
occasions.

Emotional motivations are
common for close relationships
in Guanxi. For example, "express
filial piety, love and care” are very
high for parents, "express love
and care” and “create surprises
and memories” are very high for
romance gifting. Purpose-driven
motivations happen often for non-
close relationships.

Brands need to consider
gifting motivations under different
circumstances and apply precise
marketing and targeting strategies

to address them.
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SREABTIEER VERBATIM
&= Emotion-driven:
‘REANERE, FTLUSRIREEL
. TERBRE—TARIE, E2EIE
B2, ERRELD, WHERLY
FHOT, (RBIREFC. ”
"Chinese people value Guanxi and
enjoy sending gifts, whether it is for
friendship, or for romance, or to show
caring to parents. You feel happy
making others happy.”
‘DEEETEIAR, KFERIC,
BAGIREIAROMELY, B
BEICKETA, XE—MH5IAE
IEAIREE, REED. 7
"Busy lifestyles make it difficult for
people to spend time selecting gifts. No
matter what | receive, the feeling of being

remembered is really warm and sweet.”

E 8914 Purpose-driven:

“BIER, TEAE=ER, BE5
NEBICRORSR, SEESSA. 1L
WAMXET LAk AR, tEaJLiE
KEREf,

“The old saying goes, 'you don't

visit someone unfamiliar without a
reason’. So when you need a favor in
this scenario, you'd better bring some

gifts with you. Gifts can also enhance

and expand your Guanxi network."

EEABEELIBET | Sourse: 2017 China HNWI Gifting Survey
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Times Gifted in P1Y

2.2 WHO AND WHAT
WHO

“Family” are the most common
‘giftees’, with 98% of HNWIs sending
them gifts. "Business” (81%) is the
second common category, while
relatively few gifts are sent to their
“friends” (57%). More specifically,
“parents”, "lovers or spouses”, and
“important business relationships”
are the most common recipients.

Regarding the frequency of
gifting, each of the HNWIs sent
others gifts an average of 34.4 times
last year, 2-3 times per month. On
average, they have sent gifts more
than 4 times for each particular
purpose. In conclusion, HNWIs send
gifts to various 'giftees’ with high

frequency.

R

Parents . 6.5
HOYNEA ] 79% 6.2
Lovers or spouses .
BcS

Themselves 67% 4.0
FU

Children 48% 6.0
HREHMIKE. MK

Other senior family members, teachers 31% 4.1
PRECLELZS

Siblings 19% 4.6
HAbSERRNE

Other relatives, junior family members 18% 4.5
BB

Important business relationships 78% 10.5
— Ak

Normal business relationships 30% 11.3
FERE. RZ

Close friends, classmates 53% 5.7
HERE. RZ 15% )

Normal friends, classmates
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family members of ‘giftee” in P1Y

1 Times of gifting

in P1Y

Total spending
for gifting in
P1Y (RMB: ten

thousand)

It can be seen from the Guanxi map that
the effort HNWIs' put into different ‘giftees’
generally hinges on the importance of or
their affinity with them within their Guanxi
network. The more important the ‘giftee’ is,

the more effort the ‘gifter’ puts into the gift.

Market opportunity
Sending romantic gifts is popular

79% HNWIs have sent gifts to their
boyfriend, girlfriend or spouse in P1Y. In terms
of frequency, men and women tend to be equal,
on average 6.32 and 6.2 times respectively.

For brands, it is appropriate to identify
marketing opportunities reaching both
males and females. Targeted concepts
or messages for different genders and

occasions are recommended.

"Gifting to ME™ is also popular
In addition, 67% HNWIs have given

themselves gifts last year, for 4 times on
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ABEESR Group Difference

Send More Gifts Compared to P3Y

IBFLREELS K =52 IBFLSTEZRE S X =62

Spend More on Gifting Compared to P3Y

—

Tier 1 41% 18%% Index 79 43% 1E#) Index 77
= @ s index 113 @ 12 ndex 114
35 S RLUT $5% Index 110 $5% Index 111
35 yrs. and below ‘ - . =

36-45% 56% 35%Index 108 57% #5%Index 102
36-45 yrs.

45510 43% $5%1 Index 83 51% 8% Index 91

45 yrs. above

BREABIEIEER VERBATIM

‘SHESMMSIRISES, KE
EWEEEY, ISR,
FRIERAHE, BREC—T; &
AIESRIRHR, ZRBES—TF. "
"Compared to buying myself
something, gifting myself feels way
better to me. It can be a reward when

I'm happy, or a comfort when I'm sad.”

EREABIEIEER VERBATIM

‘BIMEEANENLEFE, EESH
HEE, \BREESE L, 7
"For a young man like me, in the early
yet critical stage of my career, | need
to expand my Guanxi network to help

me gain success.”

> 22

BSERE . tWikEsLisae, U
‘AT 2B, EERETERERRIE N
MIF B

mhE R LSRN EE RS —OIEF
R, FRIRICFRSHEAR “CEC
L7 RITK, KRFHB(IS mAERIE

BERY, mhEr] USRIk
BlEEZEHEIS, BRWXL. f11
‘“BAT, MBSHNEN", ‘@1,

LECEMERE Fo

ABER
ZabEH1+E

M E=FE, Tie2EREILR
AR L, M—SmmHEL, —
LRSI FEARERRIL T E IR
WAVSE . XA T — Sl iz AlE L
R E5E, EEOTE /N,

RS FIELERIR
WBERUTERHEANFLTES
HY, FISE=F8L, MIEBILREF]
RBELEESEK, THEISZLUTE
FRAANE, THRMONDNFERNRT R
EMESRENERAIRHRE, migsil
HAREEEEEN .

average.This is more common among
females (74%, index 110). "Gifting to
me” fits in with the popular concepts
like “little but certain happiness”, “a
sense of ceremony”, and “love and
papmer myself”. Rather than simply
buying something, making it a "gift to
me” brings greater joy and satisfaction.
Brands can leverage this
mentality of consumers, especially
for busy HNWIs, to enhance their
emotional connection with the brand.
Meanwhile, brands can create
more marketing opportunities to drive
consumers' purchase. For instance,
launch campaings like "Be your own
valentine on Valentine's Day”, “Love

yourself more on Women's Day".

Group differences
The rising potential of the Tier 2
markets

Compared to P3Y, HNWIs in Tier
2 show more increase in both gifting
frequency and spending than those
in Tier 1. This reflects their growing
needs and involvement in the gifting
market, showcasing that the potential

of Tier 2 markets is worth attention.

More eagerness amongst ambitious
young and middle-aged HNWIs

In the growing or booming stage of
their business and career, 45 yrs. below
HNWIs show more increase in gifting
frequency and spending compared to
P3Y, those below 35 yrs even more so.

It is vital to capture the younger
group's gifting needs and preferences, for
short-term sales uplift as well as driving

the long-term growth of the brand.

L
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mﬁﬂ;% Research LSS Gifting Category
FE—FEI R
Gifting Categories in P1Y
ME#L1EHE
= F
Ma¥ WMERNRETSSS o fBiBE# Tobacco, alcohol, tea ‘
N e i N . . 0t Tea 79%
HEABREDMLRIEE. I5—F e .
B iy =] o 78 Wine 57%
BN NS =254 - E& Domestic liquor 55%
VA o A
Iehh, ELRIBIEE. A, E#® Domestic tobacco 48%
KEHMXLENEERPIADLRSZ, & ¥R Foreign tobacco 48%
B9 79%. 74% F165% o
MEX Cash ‘
¥~ Shopping card vouchers 73%
WHAT 218, P& Red envelops, cash 72%
Cash, tobacco, alcohol, tea, and SRMEMT=S Financial products 15%
healthcare products are the most
. . {#EE~m Healthcare products
commonly chosen gifting options - .
amona HNWls. Over th ¢ &gz NRE P Traditional health supplements and TCM 72%
. er the pastyear,
gh 90% of th Pasty M REER Modern healthcare products 59%
more than o of the HNWIs have fRRRIR & &= Healthcare equipments and products 56%
gifted these items. {&#4& Health checkup 35%
Apparel, luggage and bags,
. BRIGFEE A Ll db
personal care, and jewelery are also ppare’, fuggage and bags ‘
ot 0,
popular, accounting for 79%, 74% and e Apparel 52%
459 fivel #8 Luggage and bags 51%
respectively.
° P Y Bt Accessories 50%
8 Footwear 34%
&& Food .
8t Seafood 51%
TRIMS 8 Food such as vegetables, fruit, oil, rice 40%
%8 Snacks 36%
R&@5FLHI& Drinks and dairy products 37%
BLRTFEE, a0BEHE Dried seafood, such as scallops 32%
@ ANAIFE Personal care .
#PBk&R Skincare products 50%
Perf 9
BB, WBFFEE 7k Perfume 50%
AR [ are figdm. #ik Cosmetics 44%
£ T3, A MPYUER, aNZEA{L Equipment such as beauty equipment 33%
BRI dn 1 &E. &, B Aromatherapy, spices, candles 16%
Cash, tobacco, alcohol,
tea, and healthcare REWW Jewelry .
products are the most SRBE Gold and silver jewelry 40%
cep: FFRBEZE Watch 39%
commonly chosen gifting v Taenes °
¢i HNWI F52EA Emerald jade 26%
options amon
P 9 s XITA¥} Antique or special materials 19%
m » BT —RBEES 2B ILREE Next page to continue the gifting category part?
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I E—FEISHPLE Gifting Categories in P1Y

e {38 50k55 Experiential items

SPA. %% Spa beauty 39%
hFFE R =& Travel products 38%
722 Tickets 33%
BEEMEX Sports-related 31%
o BFEE Electronics ‘
FH. FiREK Mobile phones, tablets 49%
oK. &=H Laptop and desktop computers 17%
EREAERIZE Smart wearable devices 16%
EhE8 7S5 Other electronic products 13%
@ HihR% Other items .
875, 18¥ Flowers, plants 43%
ABXXE Guanxi networks 23%
EEIFIF4E S Sporting and outdoor goods 21%
JEHEE2Et A Non-digital toys 10%
Q XZAR Artand culture .
T2, & Handicrafts and decorations 35%
BEAA Painting and calligraphy tools 8%
Pix=E Calligraphy 8%
HEEER Books and albums 5%
@ RERE Home appliances .
/NgES Small appliances 18%
KZKE Large appliances 12%
FKERL Home furnishings 9%
@ B2A& Mum and baby products '
2)L35#% Infant formula 7%
HihZpa, 180k R 22EMA MR Other pregnancy and childcare products 7%
X% Nappies 6%
@ B=RAH= Moveable and immoveable property .
5% Cars 8%
B Property 1%
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Both opportunities and challenges come
from diversification of gifts

HNWIs show great variety and flexibility
in gift choices. From daily groceries to cultural
handicrafts, from traditional tobacco, tea, and

alchohol to modern handbags, bouquets, from

MREHE—BREEEHAR, BEXHE BB EABIE physical goods to experiential items, even a

Nim, BEEESIRES, BEM AR BUtIE FEIH Guanxi referral is in their list.

W, BEAILARI =, tBalllZiRS AR, EHEERR T This indicates both opportunities and

EEXALZ AR RAIEERIS 7. HNWIs show challenges for brands. Not only do they need to
S REEMS, XEEEVIE, Yadkkk, BL great variety and be a favorable category, they also need to win

EHRmMEREILEEEINTE, *EEREm flexibility in against other brands within the category.

KL RIS . gift choices

LY XRikFAE RN

BUHME, S#EAREAYREANIEE
£, BRAHTHEESBEERE. 5T
2, 35 ZUTFERARERESALIAILLE]
FAITRIEANES

SRR S, IXtEIREE, HARUNRE
THENMADEHA, MIiZ 2R EFEAR
ROE . ERERORHARIERT, FTLUSIRYS
MISERKIE, FARKHIHHAES .

eG4l MmN b £ S AITE R R 18
EHplmmzE, M. WER. B

~m, EEXRMS, ERAR, FEA,

AR, MRENER. WBILAMS, B

BESE. gk,

iaa

&1 Bl wB. ERe&dzil, B
BERTHESEE .. SRR, BLAFR
RIS X ZRAzE. BALAmESMBENET
2z,

BRERABIN, EFER, “BFIE" X
E=E, TeRTH, £XEAE, BSREPH
AERKR, PEB.

NIRRT FEMERMNSS, W “HFES
q8", KB THRERERBR=RE, U
5 B 20 B AKR 520 Tt RIRE .

BEEIENE, Bl t, ERNSEEH
FEEEER ‘A8 MAHBIIEE, B

D

Commonalities in gift category choices

In general, HNWIs also show consistency
and similarity in the selection of gifting
categories. It is worth noting that younger
HNWIs are also highly involved in the traditional
cateogries.

Brands need to pay attention to a wide range

of consumers when targeting gifting occasions.

The continuing dominance of traditional
gifting categories

The traditional gifting categories, such as
red envelopes, tobacco, alcohol, tea, healthcare
products, are useful, suitable for all, and can be
re-gifted, thus will not be wasted. ‘Gifters’ also
see them as convenient and safe choices.

Red Envelopes

Red envelopes are must-have gifts
for Chinese New Year, wedding, full month
celebration, and senior birthday celebration
etc. There is no amount limit for giving red
envelopes. ‘Gifters' can decide based on the
occasion and how close the ‘giftee’ is.

Apart from traditional red envelopes,
digital red envelopes are also wildly popular.
Whether it is to celebrate festivals or just
regular gifting, everyone love to send out and
compete for digital red envelopes.

Red envelopes with small amounts are

25 4
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TIERA. BFS. AR, BIEXREFER,
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TEMNEEER. I, SFEARTERERE
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2B~ ig

SHFEARANBRTREEGERKE,
KA BBREET.

BRE®EER. ERTRN, 8FD. F
. BT EAMRRENSESERIRE
o KB E, P INRIMHAEZRIE, —
LA ESRESESREMA R ER.

XanhEME, BLETFLanmRAImEL
ALATROBE A IRE ;. #FimEn@s
ERmEINEERUMBNMMISEEEN=
HiRE, 2ESERENLE,. 5—HH, m
R RTLIE BE 5L a0 S kAR B
REmD, G190 FRBEFAERIHTIE
i, SESELmHTASHERSFS.

ABER
FRMBIFFRIE #EABFEILRIE

RIBEER, RETEHREPEEEM
==

BEUEZIXSIREE (185 120), @
¥ (3880119 ) FNfaEd (1540106 );
| TEEZEFREE (F85121), MY
g2 (mIZRT] ) (3830 121) MFNFiR (38
#110);
I BBUTFERABEZEREHE TRITH
i, BIERM (38450130), PR (BH
120), &K (18#118), B (15%50118),
SPAZER (188144 ), imsh+ ($83139) &,
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used to boost the atmosphere, such as “group red envelopes”, while those
with large amounts are used to celebrate festivals, birthdays, and show love
and care. For instance, on May 20th, sending your partner a red envelope
worth 520 RMB is worthy of sharing in WeChat moments.

It is worth noting that in the business context, various e-commerce
platforms are using “red envelopes” to stimulate consumption, forwarding in
social platforms, at the same time to bring in joy, fun and loyalty in usage. For
example, Meituan invites users to “steal” for coupons in the red envelopes,

and Starbucks use social network to promote coffee gift coupons.

Tobacco, Alcohol, Tea

Tobacco, alcohol, and tea are all considered good choices for families
and business friends regardless of the social distance and gifting occasion.In
addition, HNWIs have very similar brand choices of tobacco, alcohol, such as

Chunghwa Cigarette and Maotai Alcohol.

Healthcare Products

Healthcare products are more suitable for seniors in both family and
business networks.

Apart from daily visits and traditional festivals, ‘gifters’ will send health
products as gifts on Mothers' Day, Fathers' Day, Chung Yeung Festival,
birthday and when visiting the sick. In terms of product types, TCM is
more popular, while some young consumers will choose western health
supplements as well.

Brands in the traditional gift categories should find a way to break out with
new concepts and formats; while those in emerging categories can win over
consumers by providing differentiated advantage from the traditional categories.
On the other hand, brands can consider expanding the market by leveraging the
concept of traditional gifting categories, such as using digital red envelopes in

marketing, or cooperating with brands in traditional gifting categories.

Group difference

Different genders and age groups show some difference in gift
preferences which need to be considered in brands targeting strategies.
I Men tend to gift more jewelry (index 120), flowers (index 119) and
handbags (index 106).
I Women tend to gift more watches (index 121), personal care devices (such
as razors] (index 121) and mobile tablets (index 110).
I Young people under 35 yrs. gift more diverse fashionable products such
as accessories (index 130), skin care (index 120), perfume (index 118),
cosmetics (index 118), SPA beauty (index 144) Sports card (index 139] etc.
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o FH Festival ‘
2.3 *Lﬁé&%[ﬁ@% FEESTSH Traditional Chinese Festivals 97%
Biing &1 Chinese New Year 92%

‘TH® Ee2EAERZEE FFkT5 Mid-Autumn Festival 83%
LS, TEEFENHRESRTD i#%4F¥5 Dragon Boat Festival 34%
H—E85 2% WAL “B3” % Chinese Valentine's Day 27%
WAL, 83% 7E “HhRkE” MEidAl. JtET5 Lantern Festival 19%

R Ry =L R P=PN=E =7 Chung Yeung Festival 14%
LI BItIRES, 98I 87% 1 7875 / EFRT5H Western/International Festivals and Holidays 73%
64%. BAT (28 14 8) Valentine's Day 47%

. « oy 8315 Mother's Day 40%
BRASERTESY, "BEEN W 5 Father's Day 25%
EBILELHE (62% )o S Christmas e
kB TS5 Thanksgiving 18%
JLET Children's Day 15%
2.3 WHEN AND HOW {32 %5 Women's Day 146%
WHEN #fT5 Teacher's Day 10%

HNWIs always send gifts H&BAT (3 B 14 H) White Valentine's Day 7%
during festival periods, especially S5 Shopping Holiday 8%
in China’s two foremost traditional T4%5, #IX+— Shopping holidays such as double 11 8%
festivals, Chinese New Year and
the Mid-Autumn Festival. Last 4RA5%&A Birthdays and anniversaries .
year, 92% and 83% of them sent [ Birthdays 87%
gifts during Chinese New year and £2;8H Anniversaries 64%
Mid-Autumn Festival.

"Birthdays" and A% Daily .
“anniversaries” are also regularly B&E Daily visits 62%
marked by gifting, with 87% and 455 EEE (Rt 7o & 49 46%
64% of respondents respectively %\iﬁﬁ{ Speﬁ:ial seasons 45%
sent gifts on these occasions. T Moymg t.o 2 newhouse -~

RERA Visit patients 36%

In addition to festive BEE, 82T HE Impulse purchases 31%
occasions, "daily visits” is also
popular for gifting (62%). #% Social .

$&4L Weddings 58%

EFF3k Business openings 49%
Bt AT Ask for a favor 48%
4F. #B. BX Births, first month, first 100 days 40%
HZE. = Funerals 24%
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BRERFLTRZH, FE—
Frh, 3% sEBAREER
BRHEEIH. REAEBAD
(47%). BFT (40%). RFEH
(35% ) XEBBRHEIBHFESTH
ELrLY, HEOIEESTESRnN
F (34% ).

N84l RYIA S EINRETE

BReSED SIS, 13 S#E
ABE “BRITHE BN, X
LMERENBE (37%, 540119),
FE, WTFRE. TASEBEFRA
IR, =fLENREE, FITERIS
BRIARA, BRRIFALRERE
BHXE

NS, SHHEREARS, 8
SERF, mMEEICEART BT
WEERER, THEEEEREEL
IRV ER AT ERE, BRH
HEFE "HERRD . BN, &8
LUBE mb R mEEES L EER
ERIZIE, KINEEEBERMERY
gL

Western holidays increasingly
driving gifting

In addition to the traditional
oriental festivals, 73% of HNWIs
sent out gifts to celebrate
Western festivals over P1Y. Many
people send gifts on Valentine's
Day (47%), Mother's Day (40%),
Father's Day (35%), at a higher
rate than the traditional Dragon
Boat Festival (34%).

Gifting occasions getting more
casual

Nearly 1/3 of HNWIs made
“impulse gifts”, especially
popular among females (37%,
index 119). What's more,
sending gifts to parents, lovers
or spouses appears to be more
spontaneous. People often send
gifts to express their care and
love when they come across
suitable options.

Brands need to grasp
various marketing opportunities
throughout the year. When
planning different festivals or
themed marketing promotions,
brands also need to offer new
news to sustain popularity in the
gifting market. At the same time,
brands can also drive day-to-
day casual gifting occasions by

focusing on lifestyle.

sabewlhnag :9s1n0S 010yd ik H[El
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XFMEILEERIR Gifting Attitude
Top 2 EERE & EEREE Top 2 Strongly Agree & Somewhat Agree
BRTHMAS, GROEEE S
In addition to the gift itself, packaging is also important 0

AR TEFEFE 2 HIEL

I tend to choose 'safe’ gifts

A E R ARERAIRISI AR EE

| hope that others can perceive the value of the gift
FEMIEEL, RERTUHE

When selecting a gift | pursue change and new ideas
HREBXN S EAERKIEALY

| am very concerned about whether the "giftee’ likes my gift
gL REREAR R

Gifting should not seem to have an ulterior motive
FRUCRSCRROALY, BB

| choose practical gifts, and avoid flashy items
HATFEFESERREILY

| tend to choose high-end brands as gifts

I F—EBEERN

The gift does not have to be expensive
BROERYE, BREHARPLAEERE

As long as it delivers the care and goodwill, the gift itself is not so important
HEZELMFIAL R ABILASIETE

| enjoy the process of picking gifts and gifting others
HRAFEFERIMREEILY

I tend to choose foreign brands as gifts
AT EFEE O RIEAIY

| tend to choose imported goods as gifts

T ERFERIA S, MR

Gifting does not require a special occasion
AT ERER LRI ERIY

| tend to choose local brands as gifts

)

78%

66%

aéﬂ“!!“““

IB4LEFROE R HOW

ey

7 China HNWI Gifting Survey

FEABEIELART | Sourse: 201

7 FHhE

201

KR

iRk

IB1LRS, SHEARSEETE
MEEERE. ML, 79%HIA ‘%
LR ABERAEIS LM EBERE",
SittER, 66% ABE “BILR
REESABENM . tLiEELE,
80% RIA “fiE FiLEA B ERIFL
@, BB 78% HIA “IBRTM
R, IS, 87% WAINT “BRT
fLmAs, GEOREE". WXL
TEREEHILUEER, SH#EARXT
BB PHERMEE.

BARRFRLNES, i=EEr
fB mRhEFNTE=AT5MH .

FmL "ERMNIZE’
(87%) “L A" (85%) “1&
B (77%) UK “BEEE"

HNWIs always consider a range
of different aspects when they are
gifting. 79% of them agree that " |
hope that others can perceive the
value of the gift". At the same time,
66% of them agree that "gifting should
not seem to have an ulterior motive”.
For gift selection, though 80% of
the HNWIs “"tend to choose 'safe’
gifts”,78% of them "pursue change
and new ideas”. In addition, 87% of
them believe that "packaging is also
important”. It is obvious that HNWIs
focus a lot of attention on gifting.

When choosing a gift, buyers

always consider the product itself,

mﬁﬁﬁ Research

@

B FIL i,
= EEr=im.
daEFIME =X 5 E
When choosing a gift,
buyers always consider
the product itself,
brand and price

D
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(74% ) RREEEEEE.

mhE L, WNSEZEENR ‘8
MR ARE” (90% ). “F0E R~
(83%) #1 “mIERE/FEXTHAIF
%7 (80% )o

EINMELE, 28 “MEBFLARY
HISHIESZE (61% ) R&EZOHY
8,

Ltesh, MBI RIRER T,
73% HAFEBBIEER ‘W5
TRIEF .

brand and price.

In terms of the product, "good
quality and craftsmanship” (87%),

" practicality " (85%), "uniqueness”
(77%) and " attractive packaging”
(74%) are considered to be the most
important factors.

When it comes to brand,
important factors include "high
-end, to gain 'Mianzi" (90%), “well-
known brand” (83%) and "whether
brand fits with giftee’s self-image”
(80%) are the top 3 most important
factors.

With regards to the price,
whether the “price meet giftee's
expectations” (61%) is the main
consideration for ‘gifters’.

In addition, 73% of the
respondents pointed out that they
always take "giftee’s needs or
preferences” into consideration

when they are choosing a gift.

EAJEE S
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%L RATEEEE Consideration Factors when Choosing Gifts

o #m Product

'@

MEFITZ4F Good quality and craftsmanship 87%
SCAAME Practicality 85%
IEFE Uniqueness 77%
BEERESE Attractive packaging 746%
BEEIEY Meaningfulness 59%
BEIE Creative 58%
X1 T77H9 On trend 54%
=18 Place of origin 54%
TTHIRH TS ATTE Festival element 52%
Bk Latest edition 51%
EHIIRSKIERE Customised service or selection 48%
ZBASRT Classic, never go out of style 46%
FRERY Limited edition 44%
wAZH> Rare 34%
e k% Brand .
BR. AE High-end, to gain "Mianzi" 90%
& k2 Well-known brand 83%
RBIEEBFEXIHHIRR Whether brand fits with giftee's self-image 80%
REEEFEE SR Whether brand fits with gifter's self-image 59%
{E. A 5Kk#% Low-key, not excessive 59%
ZE4MRE |s a foreign brand 35%
22X+ R Is a local brand 33%
/AR Minority 1%
e 1€ Price ‘
NERFEBRLANEBFSESZE Price meets giftee's expectations 61%
M1&= High price 53%
ML Value for money 49%
BMEBEFREIRN Valuable but price is not obvious 38%
AM{R{EIG{E Value maintenance and growth 38%
BUEEMNE Has collection value 38%
AI{EREFELE Can be added to asset portfolio 24%
BIriN{Rs#E Has discount 22%
O =it other 76%
AT KLELF Giftee's needs or preferences 73%
RIEESHEFEM According to one’s own preferences 37%
fE A= Recommended by others 36%

=% 4=103
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Gift selection varies with the age of the respondents. With
luxury goods having displaced more basic items with regards to
gift selection, in recent years, gifting preferences have gradually
undergone changes.

With HNWIs paying more and more attention to managing their
health, they are increasingly willing to choose "healthcare products”
when selecting gifts. Almost 90% of the respondents pointed out
that they would like to choose this kind of gifts. A growing tendency
to select "fashionable” and "artistic and cultural” gifts is also
evident, with more than 60% of the respondents prefer to choose

this kind of item.

FREMAEILATBOMHREM Likelihood of Gifting in The Future

EENNMRE  More inclined 1A £ Unable to say AMAE  Less inclined

f2ERAY

10% | 1%

Artistic and cultural gifts
Fashionable gifts
Holiday edition gifts
Sports gifts
EHIR
Customised gifts

1A
Experiential gifts
SkEREERFHX
Gifts from different countries or regions
FRER
Limited edition gifts
PR PEXA
Chinese style gifts
FFHUER
Handmade gifts
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“AAPHRRS . BSASIEIRII,
ZORAIRHERE, ZEAIRHEAREEE
MEEAA, BAX, BEEFEN
fBit. ELEZAE, EHEXITTH
SOMUFELT . LPENEEES
HEZAVEER, EEAETEE,
EASE T X B, 7
"There are so many rules in gifting.
You need to pick the right time, and
bring the right gifts to the right
people. You also need to consider the

recipients’ needs and hobbies and if

they feel comfortable about the price.”

RS BRI AOIREE . R
AT —EREE, EEFGEN. IR
=RFEENA, REEIMESRET
U EIEAIOR, 7
"You'd better send gifts that people
love. Gifts do not necessarily need to
be expensive, but meaningful. | hope
the recipients, especially the close

ones, can feel my care and goodwill.”

“FRiSRRIFRLY”
"The BEST gift that | ever picked":
‘KELERREE, HEMEN_ LT
TbEEBBRANRE, RELENE
BEX, B8RER, HERFL.
"For my father’s birthday gift, | got
a special newspaper which was
published on the particular day when
he was born. It is very meaningful to

my father, and to me.”

‘BRENFADAEERO. B—
RBEI—MEEDITHEZAN, HE
REDOMIEEMBI TIF=MEDAT o
B REAEA RTINS, 18
ANNARERNIR . BAEDITZ2
REBETNFZ, ERWEILIGIES
=
"I made a lot of effort to select gifts
for my husband. Once | met an
artist who makes old style revolving
lanterns. | went to his studio every
evening to make a special lantern for
my husband. | drew places that we've
been to with us on it. My husband
was really surprised, especially
because such handicrafts are about

to disappear.”
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RZhESREAFBLG “H
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NEMERRARIIAR EEKIIE
EROULURI, SEEARFEELL
EE—LERNETE,
@ HR “KREHERIAM" : ETR0
BfiE), XFaOMts, IEXTRILLYD, X
LETFRIA
@ FERE, EARZ, BRIHRE
@ BmE, XEF : HREEND
W, MESBENLRE, FaEX
BERIM®
@ BREXNOE, WEECENS

ABER
Xt ‘EEIE, Bt ‘BEEE
YHE ‘2P MIERIA
MEEALADA0IIRE" (54%, $580120),
SHEAFIRILL (38%, B 77),
60% RISSIETSHEer LA ZERIEE S o
mIEFRUL T ENDIEESRE
B25R, (1R —iI ek
FEEN. STEME, WrATLURHE
EZEINAAE, BHENESHH

e o

FEGFEN T ERTH

3L RUTHFERAEMB T
EE CHTIRITH FafEALY
(63%, $E&117), fBA1EZEA =,

HNWIs' Rules of Gifting

Our qualitative and quantitative
research indicates the following
gifting rules for HNWIs in China.
@ "Right time, right place, and right
person”: choose the right time, set
the right occasion, pick the right
gift, and send to the right person
(2 Safe choice first, useful choice
second, then novelty
@ Send respectable gifts, keep the
motivation implicit: find a nice brand
and packaging, align with ‘giftees’
expectation of the gifts’ value
@ Show meaning and love/care, the

best is to touch the 'giftees’ heart

Group Difference

Females "enjoy the process”, while
males "take shortcuts" in gift
selection.

Females "enjoy the process of
selecting and sending gifts" (54%,
index 120), while males (38%, index
77) are more interested in efficiency.
60% of males find gift selection to
be a very time consuming task and
one taking a lot of effort.

Brands need to engage
females with more involvement
in gift selection, to deliver a more
satisfying experience along the way,
and guide males to make efficient

purchases.

“Fashionable" for the young
People under 35 yrs. like to
follow fashion trends and are more
willing to experiment as well as to
pick “fashionable (63%, index 117)"

products as gifts.
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5,000 GLA L& &R~ ARFEEM
LMKEINE, S5ERES "B
BRE" (52%, 1E4137), B ‘A
WEinE” (50%, 1530 132). 14,
NEERE “HEIwD” A~ m
e (41%, 1850121),

FEAL M HIT A/,
M EEEREBEEE LMW, 7
B, ERITRARNRE, £
EHRORER L BPTUE.

4

Wealthier HNWIs want value-
maintenance and rarity from gifts

HNWIs with more than 50
million assets pay attention to
the long-term value of their
gifts. They consider facts such
as "value growth/maintanance
over time" (52%, index 137), and
“collection value” (50%, index
132). In addition, they show more
preference towards “rare” gifts
(41%, index 121).

Brands need to understand
HNWIs' rules of gifting, and have
a differentiated strategy when
targeting different groups of

consumers.
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“RTBIRER, HARIEEE
BT ANIRE. ST IAEE,
T MRASHIRERE, WTEFNANE
SMBRORRA , LAMESE T HHRYELE)
HIREFKER . XEFEIRESAITRE
TR RESEREAY.

"| prepared four surprises for my
boyfriend's birthday. | made him a
ring, ordered a beautiful cake, invited
his friends from many places, and
bought him a sweater that is difficult
to find with a special fashion design. |

really enjoyed the process.”

‘BEERTECRRERMTA, FILL
B SBHIBRR , SiE BRI ET A,
"Sometimes | don’t really know what
my girlfriend likes. | ask her friends
for suggestions, or even directly ask

her what she wants.”
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Concerns When Gifting

@ ~emvEraEg
Unclear about giftee's needs or
preferences

50%  PRIEZEAIEES
Time and effort spent in
selecting gifts

49%  ELFTENXIS it S ENSIRA!
‘Giftees’ are hard to impress
48% ELUMEISARTE
Difficult to be different
43% AHBEMAZEEHLY
Don’t know what gift to choose
43%  HELUHEIFR
Difficult to be novel
% FEREWNHNERREE
Unclear about giftee’s dislikes
39% MELRIOEIOR
Difficult to express one’s
thoughts or feelings

33% AHLERH AR
Don’t know what brand to
choose

30% ELUKEIHESRIERY
Difficult to find a customised gift
29% ELUBEALRINGL
Difficult to decide on the price of
gifts
29%  FHREBET AR
Don’t know when to send gifts
28% ELUHEIRE
Difficult to create a surprise
25% HELUKEIZRNSRmERLY
Difficult to find rare gifts
23% HELRIIHEMLeR
Difficult to find satisfactory
packaging
3% RAEmH

No concerns

m iM% Insights
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3L
27% NS FEARERTRBILE
EE. Hf, S tORKN=75
B NERNEHNERRET
(57% )\ “PhikZEET2237 (50% ).
“HELAFT NS T3 s IE RS TS EN SRR Z)”

(49% )o
MBI EE, ZHEEREROR
kil WNESE “MELUHEF
" (48%, FEF112) 1 “MELAHK
HENEFEERILY (29%, BEH
116 ) M. SHWESE ikt
AJZ80” (60%, #5%1120) MEHL.

MEiLAYMESRIZE  Difficulty of Gifting

COMMON CONCERNS WHEN
GIFTING

27% of HNWIs encounter difficulties
when gifting. The top 3 most troublesome
aspects are “unclear about giftees’
needs or preferences " (57%), "time and
effort spent in selecting gifts " (50%) and
"'Giftees" are hard to impress” (49%)

In terms of gender, women are
willing to devote more time and effort to
choosing gifts. They are more concerned
about it being "difficult to be different”
(48%, index 112), and that it is "difficult
to find rare gifts " (29%, index 116).
However, men are more worried about
“time and effort spent in selecting gifts”
(0%, index 120).

EESS LLiRE 2 A LA B LU e FERME
Very Easy Neither easy Difficult Very
easy not difficult difficult

B 1 IS #EABEAERL
FEEZ. XEBIRE, MWIIRIIELL
HEBDER MEREEEES.
ERIAAIBRIRS 2 .

MR FEE A BN ALE (A IL
LBy OE, BRIEEAE0, fian
RUEMHAOEELT, BURBE
FRMEEFILIIILIER, BERE
ARNEIHAD . BENEESE.

Only 10% of HNWIs think that
gifting is easy to handle so when gifting,
they desire easier solutions.

Brands can consider providing more
detailed selection tips, more customized
gifting solutions based on detailed needs
like 'giftees” and occasions, to help
‘gifters’ to make easier selections and to

reassure on their choices.

(£ 550043
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Purchase journey
is not a funnel. It's
a continuous cycle

D

MEC Momentum

% MimEN

m iM% Insights

2.4 RFRIE

B = 17 8% 1 B & B9 MEC MOMEN-
TUM 2EAEBRIBRMERNSEIEE. ©
BAMBTRFIIEHTEN, REEHER
ERSERENTHIENSR, [RHEmEA
BHSHENSEEMNZ.

MEC MOMENTUM Z2EBF IR
EHRNE AL, BLWOEFEICHRE,
T 2EREE 30 S MNE&REE 65 Fm
EPRIRRITH

EZSHR, WIEIRBEEFABES
BRURHIR, ER—MFEMAERE
B, MANSRERSEZESMENHRIT
RERZ [BEMES .

Wk ER

EFKRBERMRONE, AMNRA
ERBFNZESRIRRINER, (BRI mAEE
ZLEARENIAD, TCERLERHE.
XELLVF—HRYBE BB R RIENRRES
EFE T BORAImARER RS o

AR IR RAOEL. X2W
LRFI PP EIRIER .

ERHER
SHBEBTHENMIZIRZE,

EEMER
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2.4 DECISION-MAKING
JOURNEY

MEC MOMENTUM is our proprietary
research and planning approach
allowing us to quantify how people make
purchase decisions and to identify the
changes in strategy & communication
you can deploy to grow your brand.

It uses groundbreaking research
into the psychology of choice, from over
300,000 respondents in 65 categories
around the world.

Today’s purchase journey is not a
funnel. It's a continuous cycle. So we're

always moving towards a purchase.

Passive Stage

In daily life, people form positive
and negative beliefs about brands - long
before they buy them.

The result is that nearly half of all
consumers already think they know
what they are going to buy.

We call this passive-stage bias -
and it is a powerful shortcut in purchase

decision-making.

Active Stage

When consumers have a specific
demand, they come to the active stage of
decision-making. At this point, we need
to explore people's key decision-making
behavior, important considerations,
effective media touchpoints, and brand
selection barriers.

While category is the most
influential factor in purchase journey
dynamics, gifting can impact the

purchase journey in interesting ways.

Passive stage of gift purchase
With frequent gifting needs, HNWIs

35 <«



BTN B} Passive Stage

62% BEREHNWABNERR
Pay attention to what others use
60% FHRSBERRANEEF
Pay attention to what others like
56% FRUIXEEINERA
From chat with relatives or
friends
50% IEESEAEZINAR
Window-shopping or in store
49% HRFE: FIABKEREA
From social platforms : what
others post
43% HEREENEIINERA
From brand official websites
36% FRIBEINS S
Advertising
35% HXRFE: NERHEEF
From social platforms : articles
or recommendations
33% HEARMEE
Salespeople’s recommendation
31% HXZFSE: REKSKRABSHES
HIZRF
From social platforms : brand
official account posts
3% FEREEN=R
From newspapers, magazines
30% HEERSIZELEEINERA
From search engine
27% TFUHEFAE: BIAFENERA
Sharing platforms: what others
post
27% SEZTEEBEEINERA
From entertainment shows
26% 1BIR. WIE EEFINERA
From online forums, Tieba
25% EHEmEEHEER
Promotion information in
shopping malls or from brands
24% BRE. BABNERA
What celebrities use
26% AR M. Y. BiE. B
ERINTE

From bus stations, subways,
airports, shopping malls,
roadsides and other outdoor
advertising

23% EYmug EEEIRF AR
E-commerce

23% EEMR. BREEINERA
From TV shows and movies

21% WUH=EFER: XEoEE
Sharing platforms: articles or
recommendations

16% BEEFEESRGEFNRA
From recommendations in live
streaming platforms

13% WL, =@ ERERRE

What online KOLs, fashion
bloggers use
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ED. FE, WFEEETREREN
EHFONE, REEERUSERIRGR
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always keep their eyes open to
collect inspiration for gifting in the
passive stage.

Brands can reach ‘gifters’ via
relevant channels in the passive
stage to enhance their image as
"safe” and "great” gift choices,
building up consumers' bias
towards the brand before they get
triggered by the gifting occasion.

Brands can also consider
using their CRM systems to
target HNWIs who are constantly
sourcing and finding appropriate
gifts, in order to inspire them in
gifting choices and improve their
gifting experiences, e.g. by sending

popular gift list, gifting clubs.

Active stage of gift purchase

In this stage, busy HNWIs
focus more on effective channels
to find out the needs and
preferences of ‘giftees’. 70% of
them would “observe or inquire
about what the ‘giftee’ may like",
and 49% would "directly enquire
what the ‘giftee’ wants”. They put
lots of effort into making sure that
their gifts will be accepted and
liked by the 'giftees’.

Brands need to help the

‘gifters’ make purchases efficiently.

They need to deliver clear
messages on their beneifts and
advantages against other choices,
and to provide reassurance for the
‘gifters’. Also, they need to prepare
for possible questions or concerns
raised by the ‘gifter’ during
purchase, and offer appropriate

solutions like gift receipts.
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TeERNERENMER, F—%
WAL, —SREREHSEEZM
REREES, B2, N
WL, MNERDSE, FEESR
B51Esl,

HWFESE=AL, CEREDMER

5,000 G LA EB&R = ALEALY
EELEEEMES, RBREBED
# “FHEMBESTRANEE (5
113 ), Eitt, EREMRMAR
it FEEE.

MFREFEBRTAL, RAEXFERD
il oyt 2

X$F 1,000-5,000 HEFHIABE,
ITERENFIER N R, EESHER
HRFEBERAMIIRA, s LF)n
SYEENELEE. WmEmsS, X
PP EREREIE K .

mhEFE T FELARRERE,
TE M RATEREIN RFAI R BR D B A
ERAEER, NmBdEMARE
MAB R RIS HEARALE
SRR

D

RS IEHETE L A9
RS EFHER
Brands should
put effort into
both passive and
active stages

D

% i

Tier 2 markets look for more
guidance

Compared to Tier 1, consumers
in Tier 2 access more channels to
look for gifting information in both
passive and active stages. In other
words, brands need to provide
more guidance and inspirations in
how to choose gifts throughout the

purchase journey.

For wealthier HNWIs, passive
stage is critical

HNWIs with more than 50
million assets are more confident
and experienced in gift selection.
They spend a lot of time and effort
“paying attention to different
people’'s preferences in day-to-day
life" (index 113). Therefore, it is very
important to reach and influence

them in the passive stage.

For middle-level HNWIs, brands
should put effort into both
passive and active stages

HNWIs with 10-50 million
assets are more active in accessing
social networking platforms to
see things other people share, and
looking for articles or referrals
on the sharing platform in both
passive and active stages. For
brands, these two stages are
equally critical.

Brands need to understand
how the category purchase journey
changes when gifting, and define
the roles of communication in
passive and active stages, to drive
business benefits from the highly

competitive gifting market.

7+ | EREEE
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FEMER Active Stage

70% MRSFTRSHEEF
Observe or inquire about what
others like
59% EEZUMARBNEA
Pay attention to what others use
49% EEONBREGA
Enquire what others like
42% HXRFSR: BIAWRKA
From social platforms: what others post
39% \iEER
Ask relatives or friends
38% EEME
Go shop in stores
38% BERATREEN~S
Pay attention to products in
magazines and newspapers
35% FHEN
Visit brand official websites
346% HEHEEAR
Ask salespeople
30% BEEINSE
Pay attention to advertising
28% igEslE
Search engine
23% #HXFAE:
RIS RATIEENERR
From social platforms: brand
official account posts
23% BEFTRREEHEER
Promotion information in shopping
malls or from brands
21% FIHETA: HABNRE
Sharing platforms: what others post
21%  TE¥mL
E-commerce
20% EBERSETESEUNGE
From entertainment shows
18% #XFA: XEHE
From social platforms: articles or
recommendations
15% itz B
From online forums, Tieba
14% HBE. BABNFA
What celebrities use
146% FUPZEFE: NEEE
Sharing platforms: articles or
recommendations
14% BEAX. %, 5. B5. &
WEFINE
Pay attention to advertising from

bus stations, subways, airports,
shopping malls, roadsides etc.

14% BEERToERIHENRRA
Pay attention to recommendations
in live streaming platforms

1% BEBENE. BYEEINERRA
Pay attention to TV shows and
movies

8% W4, HEEERNERA

What online KOLs, fashion
bloggers use
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BE—FERZHLRMERE
Gift-buying Channels Used in P1Y

EM - S£{FE Domestic - offline
ERREESEE. TiE

0,
Domestic brand stores, counters 76%
ERBEEE. WO 68%
Domestic department stores, shopping centres
BRER. RERE 58%
Through friends, internal channels
ERERE. EFE 46%
Domestic boutiques, buyers' shops
ERKXEER. #Bh 40%
Domestic hypermarkets, supermarkets
ER/NEESEE 9%
Small domestic shops
9 1B4h — SEBIE  Overseas - offline ‘
BHoBSNEE: BEEE. BP0, [EERE. B
Oversea purchased by myself: department stores, shopping 56%
centres, brand stores, counters
BAERIEIMEE 32%
Oversea purchased by friends and relatives °
BCEIMNESE: BRRESEER. S, I 15 31%
Purchased by myself from outlets, discount stores, factory shops °
TINRBAZIMEE 39
Through purchase agent °
e M_EME Online .
ESNETEE 36%
Oversea e-commerce platforms °
ERBEHmEs 339,
Domestic e-commerce platforms °
EREETEs 31%
Cross-border e-commerce platforms °
REEN: ERRE 26%
Brand's official website: domestic delivery °
mEERN: BINERR. s 26%

Brand's official website: overseas direct mail, transshipment

EEN 75 nsions

M.
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SHEEAFENSHREWEZALY,
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IBSERIEB £, 97% W= SBEANEE
BEREERNL TLHEBLILE. &
b, ‘“mEEEZRE. T (76%).
‘BEEE. BYHL” (68%)
‘BRER" (58%) NERXS. F
RS, 74% HIABNRINESLI AL a3,
Heh, BE—¥HAE ‘BCRING
X7 WEH. ERNEBSLImAIA
A9 69%.

With regards to domestic
purchasing channels, 97% of
HNWIs have brought gifts in brick-
and-mortar shops. Among them,
" domestic brand stores, counters
" (76%), " domestic department
stores, shopping centres " (68%) and
" through friends " (58%) are the
most common purchasing channels.
74% of HNWIs have purchased gifts
overseas, with more than half of
them having personal experience of
shopping overseas. 69% of HNWIls

have shopped for gifts online.

HNWIs buy gifts from various channels, from domestic to
overseas, from online to offline. Younger groups (below 35 yrs.] use

more channels than mature groups, online included (84%, index

Brands need to understand the roles of different purchase
channels, so as to leverage their influence in marketing. In the
active stage, brands need to engage with consumers by creating

effiient and pleasant shopping experiences across all channels.

(£ 50t

Edy 210

YRS

i

Aaaing Buiyig IMNH BUIYD £10Z :9SIN0S | HIEATLE



BEE

Xt LB
HIME4L1TAR
CHAPTER 3
GIFTING
BEHAVIOR
FOR CORE
GROUPS

®

FEXHSREXN
Efas, #EA
TR EBRIEY
Filial piety culture
and gratitude culture
are inseparable
in a way that they
both express the
importance attached
to parents

D
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SHEARRIELIT AR AR,
ERETSD, HAPEHYBALATZO
NSRBI RIT R T AES
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® —feEdl ke

3.1 X8
REXHEHRE ‘#8”, IEE
Ao

‘FENW ERTE (501046
F-R771F), BHTEBGHUKRT
SERERAT. MEBEXHSREX
WERH 7, WRATHIRXBIER.

BFEANFEEESMIGER
S, BEERHOTAH (WED.
Rk ). BLSMATHE (4EH.
RFEH. 8FT ). EENOND
(gIFER L. KRFW ), FIEEE
. BEFX, AIARZIZROE
MKW BT, FREHAMENS
THBLAMEEES (RXFEHEH
143, BEFETEE 130 ).

BREEHIF LD E PR RBRX
AR, WfES % . P
. WARERS.

The gifting needs and behavior
of HNWIs vary according to
different types of 'giftee’

In this chapter, we will analyze

ERJEE =

HURUN REPORT

our core target in five groups to

uncover their gifting consideration.
There are five core ‘giftee’

groups:

@ Parents

(2 Lovers or spouses

@ Close friends, classmates

@ Important business relationship

(® Normal business relationship

3.1 GIFTING FOR PARENTS

Chinese culture values “filial
piety”.

The concept of "filial piety”
traces back to the Western Zhou
Dynasty (1046 —771 B.C.0. It has
been a part of Chinese basic moral
norms since then. Filial piety
culture and gratitude culture are
inseparable in a way that they both
express the importance attached
to parents.

HNWIs choose gifts for
parents across various occasions,
including traditional festivals
(such as Chinese New Year and
the Mid-Autumn Day), memorable
festivals (such as Birthday,
Fathers' Day and Mothers' Day],
specific seasons (such as new tea
and fruit harvest seasons), daily
visiting and spontaneous gifting.
Comparatively, Young HNWIs show
higher index towards Western
festivals (Index 143 for Fathers'
Day and Index 130 for Mothers’
Day).

These gifts for parents are
mostly in the health-conscious
category, such as traditional tonic,
Chinese herbal medicines, tea,

and health care products etc.
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A TEEIREE, EIE“ER".
RFET. BFTT HEE—HILY,
RIAZ ISR

SHEAERN RE" EWILY
Bf, LU “RRERZE flmhE, BER
BEALmE “ERLINRE TS
MM, SEEEEE 60% ; HIR
2 ‘UNRER NEBH. S5A.
BFH. “BRRENTR, WRE
. BAE. /R, mE”, At
19481 50% .

"Chinese New Year" and "Mid-
Autumn Festival” are the two most
important festive occasions in the
traditional Chinese calendar. HNWIs
usually gift their parents at these
times of a year to express care and
filial piety. The latter concept is
viewed as particularly important
among the Chinese, who send
gifts to their parents on birthdays,
Father's Day and Mother's Day as
tokens of gratitude and respect.

HNWIs mainly go for "healthcare
products” when selecting gifts for
their parents. "Traditional health
supplements and TCM " and "tea”
are the most widely chosen items,
accounting for more than 60%. These
are followed by "modern healthcare
products, such as protein powder,
calcium supplements and cod liver
oil" and "health equipments and
products, such as massage chairs,

foot tubs, blood pressure monitors
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FEWI1HE Main Occasions for Gifting

#&15 Chinese New Year

%

89%
F#kT5 Mid-Autumn Festival

33T Mother's Day

40%
3T Father's Day

H&E:zEiR Daily visits

w415 Dragon Boat Festival

|
|

4H Birthdays

|
|

i
I

|

FEERTTS Special seasons
26%
47)33k Return from a trip
£2;&H Anniversaries
20%
BEE, BEITHIX Impulse purchases
16%
JeET Lantern Festival

EfAT5 Chung Yeung Festival

RZT5 Thanksgiving

FEMIL R Main Gift Categories

15 NRBE P Traditional health supplements and TCM 65% @
0t Tea s2% @
MR RESR Modern healthcare products 55% @
fRREIRE &M Health equipments and products 52% @
#8¢ Seafood 1% (@
218, P& Red envelopes, cash 446% @
RIS Food 39% (@)
¥+ Shopping card vouchers 38% @
E52#& Drinks and dairy products 33% @
¢k Health checkup 3% (@)
E& Domestic Liquors 30% @
Z& Snacks 28% @
BT 5 Dried seafood 25% @
IR~ Travel products 24% @
BR%= Apparel 22% @
EF=# Domestic tobacco 18% @
875, 18% Flowers, plants 17% @
S Wine 16% (*)
8t Footwear 12% @
Eeifh Accessories 1% @
#PBk& Skincare products 1% @
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MREHIE, IANMETRRE
2, EBOROE, KBAETILR
BRERFLRIROMNER. AL
BHEILMIBESLERE ‘AT’
M “REAFERHEF, AEEILD
A9 “mERFITIZ”,

and blood glucose meters”, which
account for more than 50%.

Letting one's parents feel
loved and cared for is the main
motivation for giving them gifts,
with the value of the item not that
important. When choosing gifts for
them, "practicality”, "giftees’ needs
or preferences”, and "good quality
and craftsmanship” are the primary

considerations.
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Main Factors for Consideration when Gifting

SCAME Practicality

7KL EZLF Giftee's needs or preferences

l

60%
REFIILIZY Good quality and craftsmanship

!

B &2 Well-known brand

!

MEANELE Value for money

L

BR. K@ High-end, to gain "Mianzi"

L

A A5k Low-key, not excessive

I

T HARET Bt Festival element

!

F=its Place of origin

!

B35S Attractive packaging

:

KN = ot

M REDS -

BT REEZBILHEZI,
MR FERERREETRT, B
AIHREEHBEYLBIIXE, ik
EREMRIEILITH.

ERY, mhEmEEDDYE. 3
B FRANEE EARIIRS LB
FMAORIR, BUIANERNEEAISED
AR m. ERORIREM T
%, BUMITRNS#EABRENRL
BRIXESKE.

MEFERALARERSSESE Price meets giftee's expectations

RIEEBRHEXI SRR Whether brand fits with giftee's self-image

Implications for brands:

Brands should not only focus
on existing big gifting occasions, but
also on day-to-day life. Brands can
inspire and remind consumers of
their care for parents, and trigger
gifting behavior in daily life through
messaging.

Meanwhile, brands need to
address care for parents through
market communication, brand values,
products, and packing. For instance,
brands may develop more customized
products for parents or elders, and
more thoughtful health tips, to help

HNWIs express their caring and

gratitude to parents in their busy lives.

@

TR EEREEEE
PH, BEEZEFAE
Z£iFHtg =
Brands should
not only focus on
existing big gifting
occasions, but also
on day-to-day life

D
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TREABNY
g, AIE AT 2 BAKEE
EERFIZE T/\_‘Z@M%EEEY_ BLERENX
The wide choice maEEL (ER. £58. BA
range represents B Y%,
‘gifters’ pursuit BEANNIIF, BXTEIER
of freshness 2%, XEMEMBIIFHEEINE T
and delight REK, HERFEEENL L EHE
HERE.
Q B EE EBIEEROR, LA
BEMHMAESLEEN, NS

ZIBREE, KIXIXITSRIEWMA D
BBNE, SHBEILEEMmET
u:%f:, BPINEEERES B EX M m
» BITMBIARIZ, thfiIRYmE
?zF,BIEF‘, F1gR 10, ML

HER 7 7o
M mAERER

BT AR EEILEERIRSS
HUBERCOENL, mEFERH
FEERKBEERN, URIMERER

BYRABR . #&. FRNeE.
REREBTHEE HRIEREE
NFEX, BESHARNGS, =2t
FAEIRERLADIEE., HEERE
HWRINEE, RAOEFELEENMAD
FREIEEZHIRE.
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3.2 GIFTING FOR
ROMANCE

HNWIs tend to gift to lovers
or spouses in memorable
occasions such as birthdays and
anniversaries.

Gifts for lovers cover a wide
range of categories. The wide
choice range represents 'gifters’
pursuit of freshness and delight,
trying to create surprises for their
loved ones.

HNWIs have a comprehensive
list of consideration factors.

They especially value novelty and
special meanings in gifting in order
to show their love and also bring a
freshness to their relationship.

Interestingly, male ‘gifters’
tend to take shortcuts such as
directly choosing what females
tend to like or as suggested by
others. They choose across more
gifting categories than females,
with an average of 10, while female

choose on average of 7.

Implications for brands:

As ‘gifters’ value special
meaning and memorable moments
for romance gifting, brands can
look at incorporating special or
personalized meanings to satisfy
these needs.

At the same time, brands
can help bring freshness to
consumers’ romance relationship,
meaning that they can provide
creative or unique gifting choices
on various occasions, particularly
more involving in lifestyle to create

more surprises in ordinary life.
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#
Z,

wm;ﬁ Research FEMBILmEE Main Gift Categories
R Bt i
Total Male Female
R, ‘28R R BATE BRim#EE Apparel, luggage and bags
EeEREANRE “TARERB” Bl A Apperal 52 53 52
. X ) 8 Luggage and bags 51 61 35
®BEIN="175, WIEFELZ ELifi Accessories 49 51 45
Foot 36
IBEORBRETZ, TSRS TRRT i m— % %
—mRERER. RE. K. R=EF A2 Personal care
=\ ph] DA supeye \EEEmy PRk Skincare products 40 54 17
BEXMLRAHEL, seisOER1L e 8 52 18
MY EES, Im . #24% Cosmetics 29 44 6
. MP{YEE Equipments 29 29 28
A U ” 1
SHEARRES AN FE. &t Bk Aromatherapy, spices, candles 1" 15 4
RERBRE “RE" 1 “Ee” £l -
5 B 00, ¢ AL BESIN Jewelery
fa, EEEBIg 50% ; EfblEiXtbin EZBE Watches 37 32 43
ZRAE “Beim, WEIM. BE. K SRHK=E Gold and silver jewelry 31 46 8
/‘—1‘—” “ ” “ » “ ggE%EE Emera[d Jade 16 22 7
FRRZ=SE". “tPER@m™. “BXK °F
EhE R ‘B 2=, GURES 2™~ m Healthcare products
&S %R FZ9H4 Traditional health supplementsand TCM 32 35 28
MARRREERY Jﬂ: AL MR ERER Modern healthcare products 20 22 16
fRREIR & &M Health equipments and products 17 20 11
&#& Health check 1 12 9
"Birthdays”, "anniversaries”, HFH Electronics
and "Valentine's Day" are the FH. FiREBEX Mobile phones, tablets 32 27 39
. EicAEBhK,. &34 Laptop and desktop computers 9 7 10
three most common occasions for BEEATFHIZE Smart wearable devices 9 10 8
HNWIs to give gifts to “lovers and
give s {#3850RsS Experiential items
spouses”. Gifts are used on these SPA. 22 Spa beauty 2% 39 7
special moments to express love, JEaNHEX Sports-related 24 24 23
IRk R & Travel products 22 27 13
or to create a sense of romance, 2= Tickets 21 27 12
celebration and surprises, by We% Cash
expressing the particular feeling 1335 Shopping card vouchers 20 24 15
o ¢
the glfter wishes to convey. 4216, & Red envelopes, cash 19 25 9
The most common gift &’& Food
given by HNWIs to their "lovers FH Snacks 14 16 12
or spouses” are "apparel” and iE% Tobacco, alcohol, tea
“ " . B Wine 1 1 25
luggage and bags”, which %0t Tea " 4 22
account for more than 50%. E## Domestic tobacco 9 2 19
o E7=& Domestic liquor 9 2 19
Other popular gifts include SR Foreign tobacco 6 1 13
"accessories such as scarves
' @ =R A= Moveable and immoveable property
belts and sunglasses™, "skincare 5% Cars 7 10 3
roducts”, "perfume”, "watches”,
P P ) m Hftt Other
and "footwear”, with around 40% W75, 189 Flowers, plants 33 47 N
having chosen these kinds of gifts EENFIF4ME & Sporting and outdoor goods 0 13
before.
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Factors often taken into
consideration when choosing gifts
for “lovers or spouses” include
“giftee’s needs or preferences”
and "whether brand fits with
giftee's self-image”; at the same
time, HNWIs are placing greater
emphasis on quality and taste in
their own lifestyles, and therefore
“high-end, to gain ‘Mianzi™, "well-
known brand”, and "good quality
and craftsmanship” are among

their requirements.

@

&l “TAXEE” B
HHLYE, EEEZH
2 “WHEHERHELF
Factors often taken into
consideration when
choosing gifts for "lovers or
spouses” include "giftee’s
needs or preferences”

D
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HNWiIs gift close
friends and
classmates mainly
in purpose-driven
scenarios
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HTFHRFTK, SHEARFEE
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3.3 GIFTING FOR CLOSE
FRIENDS, CLASSMATES

HNWIs gift close friends
and classmates across many
occasions; mainly purpose-driven
scenarios such as wedding, giving
birth, business opening, and
housewarming etc.

Facing a wide network
with different “circles” which
are generating various gifting
occasions, HNWIs do not have
enough time and energy to put
their heart and soul into every gift.
Therefore, they tend to choose
safe gifts which are suitable
and useful for all. A perceived
“suitable” gift would make the
process more efficient, and a
“useful” gift can still enhance

their relationship.

Implications for brands:
Outside of common gifting
occasions, brands can target their

communication around these
occasions, such as weddings,
newborns, business openings,
and housewarming etc., to satisfy
gifting needs relative to the
occasion.

Meanwhile, brands should
help HNWIs to select gifts more
efficiently and enhance ‘gifters’
confidence by communicating the
guarantee of "suitable and useful

for all”.

45 4



% RN

EAJEE S

HURUN REPORT

& =1 Giving gifts among “close friends
EEMALTA I 5 Research gifs among”
Main Occasions for Gifting and classmates” is considered as both

a way of expressing one's true feelings
& 0 and a means of communication. HNWIs
Chinese New Year . i heir fri l
B, give gifts to their friends and classmates
Weddings ‘“NiRfik. @F ZEEELIL on a range of occasions including
=H IV " v ond "weddinge®
Birthdays ¥, 2UBNEREL, 298, XEN Chinese New Year” and "weddings”, as
Eﬁﬁ’;ts BRT—., SREARIS “SHERR. well as "birthdays", "daily visits”, and
i B%” WALFALERST T, BT "business openings”
Business openings PR et R o .
47 #E. BX ET7 0 ‘B mmMERNGE HNWIs view “red envelopes and cash
- Rl N . o
Births, full month, first 100 days ZHh, BB ‘BT, ‘BEER M as comparatively suitable gifts for "close
FIEHIE )
Moving to a new house ‘“CEFK £, friends and classmates”. They distribute
qj*‘)(_‘ﬁ- 310/ “Q m ” AN =\ . .
Mid-Autumn Festival 416, iz’ WRERT= them on various common occasions,
AR BARSE “Fhfik. B%F B making them the most widely chosen form
Ask for a favour
HE. T EMEIZES, FHIttERERRE of gift; other comparatively popular choices
Funerals BOHL5R ; EfbindEiRb 294 RIx include tea, domestic liquor and perfume.
q p
;ﬂ(’_\‘tséﬁ)\ Y = » “ ” H H H
Visit patients B B ‘BFER R ‘EaK. The most important considerations
aﬁjﬂ?iﬁmm a trip SREAETA ‘FERR. @ for HNWIs, when choosing gifts for "close
RIS 27 P atLL ‘e REkE=E friends and classmates” are "giftee's needs
Special seasons
{,Ep/ﬁ\E' YO ‘REESHANAINESR or preferences”and "whether the brand
= IL‘;\. . o
Anniversaries AE, HRXFZER “BER K fits with giftee’s self-image”, followed by
ZiD 11% P wn oz dege AT A s e ,
Christmas H. ‘“RERFITZE” f1 ‘A" & high-end, to gain ‘Mianzi™, “good quality
E e and craftsmanship”, and “practicality”.
EEME4Laa3¢ Main Gift Categories EML RN EEEEER
Main Consideration Factors when Choosing Gifts
aa. fe Bctfe
Red envelopes, cash Accessories
0t =8 61% SIHBITRIELT Giftee's needs or preferences
Tea Snacks 51% REEEFEWHEIMR Whether brand fits with giftee's self-image
E= i pistic3 : .
Domestic liquor Seafood 51% #H#X. @ High-end, to gain "Mianzi
&K MP{YER 46% mERFIZHF Good quality and craftsmanship
Perfume Equipments —
/¥;@ 18% 15%;%74‘5:%432’5*3 40% SEF3ME Practicality
Wine Traditional health supplements and TCM 39% 4125 Well-known brand
PR NS . - -
Skincare products Guanxi networks 38% HAEFE Attractive packaging
28% Neai I TZm. &ihm ) 34% BHEBRFAECHIE Whether brand fits with gifter's self-image
Domestic tobacco Handicrafts and decorations
w75, &Y |];;-¥§ 34% HTRITHY On trend
Flowers, plants Tickets 32% MEFHEWALARIERSEIEEZE Price meets giftee's expectations
Wi, #ie MRRER o X
Cosmetics Modern healthcare products 26% PEMELR Value for price
T35 IBEHER 24% 3R Uniqueness
Shopping card vouchers Sports-related
SR . SPA. =& 23% ER#iF Latest edition
Foreign tobacco Spa beauty 23% 750U Creative
PRI FHL. FARER . e ;
Drinks and dairy products Mobile phones, tablets 23% THiREETHITR Festival element
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involves the most
consideration factors

D

e

Le, -
LTy

G wmEn

B Insights

3.4 EEmEILIk
SHEARTEZAIR A
SICESERIRRIEL, HM
ERERBRSZ .. ELAIFBEOH
g, NIRERELH, TEREER
AL E. B, ELAER
B, FEEREHESMEMERIL
¥
I BEAE (AIUNER. BEREE),
X [EIRSEEIE
| BEERIRALE, NEALESH
15, BEEEMmRE
| BERENHEE, XE
EN)ES

B

MNmERER

EhEHEE B BELBERISHEE
FLETHL, RELERHNERMILRE. [
Y% e FEARFERANEESM,
FEARMENZERIR A SRR 5K7 .
RBRECIENNERE / REAVIEE
RIRIATES FIEFLEIEERYE D . AT
NEEEBEMRE, LIESEILE
i .

EAJEE S

HURUN REPORT

3.4 GIFTING FOR
IMPORTANT BUSINESS
RELATIONSHIPS

HNWIs try to grasp
any opportunity to establish
important business relationships
through gifting. Therefore the
most consideration factors
are mentioned. 'Gifters' are
extremely concerned about
inappropriate gifting, but eagerly
looking for outstanding gifts,
especially considering most of
the business gifting occasions
are commonly used by all. As a
result, ‘gifters’ make effort to
meet various requirements:
I Represent "Mianzi” (reflecting
the sense of value, with fine
package), but low profile
I A safe choice, but with
creative concept/design,
uniqueness, and novelty
I Satisfy 'giftees’ needs and

convey special meaning

Implications for brands:
Brands need to meet
‘gifters’ various gifting
opportunities through out the
year, providing suitable themes
and choices for different
occasions. Brands should also
satisfy HNWIs' complicated
selection requirements allowing
them to represent a sense
of value without seeming
excessive, to provide novelty
with confidence to choose, and
to reveal special meaning, to
help gifters stand out from the

crowd.
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Main Occasions for Gifting
EH i o 85%
Chinese New Year

== I SRR PPRREPPRPPPPRRPPPRRS  63%
Mid-Autumn Festival

BB @cverrrrrireeneenan o 56%
Daily visits

1§{@,A§1}‘|~t @ ettt e 529%
Ask for a favour

HEESFFK @ cvenvenrnnenennenennn o 45%
Business openings

ﬁiﬂj‘-‘ﬁ @cceccctntttantatnnanae * 38%
Special seasons

HER], @ coeoeoronononmnenenenannn o 34%
Wedding

HH @i o 31%
Birthday

= 3= =1  SPTPTPP o 29%
Births, first month, first 100

days

AL @ covvvvreernnneeiinnn o 27%
Moving to a new house

BRATUASK @ vvvvenvennennannennn o 26%
Return from a trip

FREBFEA @ccvcrerrnrceieiiiinnen e 23%
Visit patients

URAFTS @ccecernnneatieeiinn . 19%
Dragon Boat Festival

(SN -SRI . 16%
Funerals

RIS @cvveerrrrineneanaanns o 14%
Christmas

BT @ceeeiiieiiiaien o 12%
Thanksgiving

FENE81L A3 Main Gift Categories
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‘BT EEREANES ‘BE
A" IBFLE A EBRIIA S
PETDBAANENRER, TEH%
BAIB N, EITIRREHEHPRER, T
ABEAEE 85% ; IRt HEES
TH PRRT, IEEARHBIIINAL
ERE “BEENT “EEFKT M
B AT BT IBEALMAIA R
BOESR ; H9ME e, W
AR L. KRFWSE. KFERH
T XIS KL E B TED
xR, IHMALERRZEIOEMXR.

BERENERENILREERAE
B ; EBEIREPEAI AR
EREGHI=FF, TEABRSIAERNRIB
RRPEINEENTNER; B4
‘CRBIBERPLEN, MAS. R
R, 83 &=, B2F thkz

It is comparatively common for
HNWIs to send gifts to "important
business relationships” at Chinese
New Year, not only to celebrate the
festive season but also to maintain
Guanxi circles, with around 85% of
respondents doing so. The traditional
Chinese Mid-Autumn Festival is the
next most common occasion, with over
60%. Occasions such as "daily visits”,
“business openings” and “asking
for a favor” all accounted for around
50%. Gifting on special seasons leave
‘giftees’ pleasantly surprised and
impressed, giving them a sense of the
gifter's care and attention.

Simple and convenient gifts are
most commonly chosen. Tobacco,
alcohol, and tea are viewed as
indispensable in Chinese culture, and
they play a central role in social and
emotional exchanges. "Traditional
health supplements and TCM" are
also fairly popular, with over half of

the respondents having sent them as

[0 RS S OO .
Shopping card vouchers

§u+ @ ceerettettttttettetactsentananas °

Tea

5¥;@ @ e etieeeeiet ettt ° 0%
Wine

JE, TNE @ ccevrernereniianiennn, . @
Red envelopes, cash

(EGEHANDERRZERE @ cevveenveennennn . @
Traditional health

supplements and TCM

EFEE @ cereereeii °
Domestic liquor

0 I TR T .
Foreign tobacco

EIFTME @ vvvvrrrererenenenrirnennnns .
Domestic tobacco

I“Z"ﬁ:\ %’f’l‘ﬁﬁ: @oeccrcrscsscscrascncnesd °
Handicrafts and

decorations

VGHE @ eeereineeieiieee, .
Seafood

RIS, @ cvvvrvrmrmrmnrnenenenennn .
Modern healthcare products

FIK @ .
Perfume

FHL TARERE @ cvvvvevvmnermnnernns .
Mobile phones, tablets

BETE. KA @ vovrvrmrmrnrnenenenennn .

Flowers, plants

Sports-related

(EERIGETITER @ verrerreneeneeneenss .
Health equipments and products

Luggage and bags
BOIE @ceeeeenrenreniniiinienaenne, .

Accessories

Gold and silver jewelry

HBAER @ ccrrerree i . @
Skincare products

ANPYYZE @enevnrnerneieieieiaian . @
Equipments

PN - TR . @
Guanxi networks

SPA. ZEZS @ crreinriiiniiiiiiainaa, . @
Spa beauty

ETNFFIGNGE, @ cvrvrvrverenenenenens . @
Sporting and outdoor goods

[JEEK @eveiiiiiiii i . @
Tickets

FGIATEE @enevnrnrnennaniiniinainnn, . @
Dried seafood

§§§EEE @ creenetntenteneenteneanann ° @
Emerald jade

STHTAEL @ cvernernennennnenneennes . @
Antique or special materials

T T @evevnerrernennnannnns . @
Cosmetics
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Main Consideration Factors When Choosing Gifts

sz - —-——————
BEA - -
EAa - =—-—————————-——- —
EHAa - =—-————

BiYR. t5E High-end, to gain "Mianzi" e
MERFITZ4F Good quality and craftsmanship e
MWMFEKLERF Giftee's needs or preferences
&M Well-known brand e

MIEREHENHIFE Whether brand fits with giftee's self-image  e———— [EEMI — e
BEHEZE Atttactive packaging e A — --eeeeeeee————
WM Uniqueness o 46% B
REEEHEECHIE Whether brand fits with gifter's self-image o——— [l — —_-"—

NEFEBALARESSIEZE Price meets giftee's expectations o—— KA ————————

SCRME Practicality
=i Place of origin

FJMEIG(E Value maintenance and growth
BUWEIMNE Has collection value

A, A5k#% Low-key, not excessive
R2EYMRARE |s a foreign brand e

BEEZEY Meaningfulness o
FREAY Limited edition

BEIE Creative e

Bk Latest edition e

HTRRTH Ontrend o
TR THTE Festival element o

EFIIRSE%ERE Customised service or selection

wEZH%EL> Rare o

LIRS Classic, never go out of style

BMEEBERLIFM Valuable but price is not obvious

fib A= Recommended by others o

HEMELS Value for money o

piP —  ——
p AV —  EEEE—
p AV —  EEE—
AV —
24% IS 2
24% IS 2
24% I 2
23% I 2
23% I o
23% B o
23% I o
23% I o
22% I 2
AV —  EEaaa—
AV —  EEEaa—
21% B 2
p AP —  —

mﬁﬁﬁ Research

XM, RIS R AIEIFLmlBIERY
NS Rl

SEEAREN “EERIL
7 P R B E A &
g, ISEBHORHE “BRIX.
FE". “@EFNIZ". “WHRIFER
REH. ‘MEZmhE" . “REFEX
BRESR" M “BEEE" SRR

flamo

gifts before.

When choosing gifts for
"important business relationship”,
HNWIs place more importance
on the brand and the product
itself, and will consider to what
extent the gifts meet the criteria
of "high-end, to gain ‘Mianzi'",
"good quality and craftsmanship”,
"giftee’s needs or preferences”,
"well-known brand”, "fitting with
giftee’s self-image”, "atttactive

packaging”, and so on.

@

BREAHEY “EEH
MLk BEEEHL HIRTELEE
EEmEH~mds

When choosing gifts
for important business
partners,

HNWIs place more
importance on the brand
and the product itself

D
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3.5 GIFTING FOR NORMAL
BUSINESS RELATIONSHIPS
When considering normal

business relationships, HNWIs'
gifting occasions are mainly purpose-
driven such as wedding, giving

birth, and visiting the sick as well

as mainstream festivals (such as
Chinese New Year and Mid-Autumn
Festival).

Due to the large amount of
target 'giftees’, HNWIs cannot invest
enough energy into each gifting
choice. Hence, they prefer the safe

choice that suitable for all.

Implications for brands:

Brands need to consider key
occasions especially purpose-driven
senarios, communicate the “suitable
for all” message to assure the safe
choice and to help ‘gifters’ make

efficient decision.

WEH?% Research

‘BT BESHEARSE —
fREg k" BILEREERNDS,
HEIP X AR ERIARE T B 2 RN
BAVE N, EIFEARFALE 83% ;
HRBEHREERTH ‘7,
Vs =YN:=oTing w) A8

SREARFE —AREMAEET
IEEAFLDELER B, HkFERE
MilmmzEs : ‘BB, T
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“Chinese New Year" is also the most common occasion among
HNWIs for sending gifts to "normal business relationships”, with gift-
giving raising festive spirits as well as helping to maintain Guanxi circles.
83% of respondents send gifts at this time of year, with the traditional
Chinese Mid-Autumn Festival the next most popular occasion with
around 70%.

HNWIs tend to choose more conventional gifts for “normal business
relationships”, including "domestic liquor”, “tea”, and "domestic
tobacco”, which were chosen by more than half of repondents.

Selecting gifts for "normal business relationships” tends to
encompass a wider range of considerations and factors, including
"giftee’s needs or preferences”, "high-end, to gain ‘Mianzi'”, "attractive

packaging”, "well-known brand”, "whether brand fits with giftee's
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FEWI1ES Main Occasions For Giftin
2T Chinese New YEar e.ceeeeeeeriiiiiiiiiiiiiiiiiiiiiieiiiei s .
LR “EFTET, ARSI kT Mid-Autumn Festival e eeeevieeeriiiiii .
ﬁ 50% i BAEIT Ask forafavour e..eeeeeeiiiiiiiiiiiiiii .
N « Pl S AL Weddings e ceeeeeiiiii [
e “—RRE K EE” Hel . 9 . .
. - ZFFK BUSINESS OPENINGS @ cenennentinintiitiiii i - AIA
YRIERERLRSE, EXIHR o i
- AEED Daily VISItS @« cueeuetutini i .
ERZIEZER : ‘X SjES53~ . . )
FEREWARS : "WLHH 47 #B. ®X Births, first month, first 100 days e-.cceeeevieiniiiiniiiin .
st » « AN » « St
=T TBER. FET. T8 FRIBS A VISIt PAtIENES @ reeerrnnereneeiiariie et .
X NS CREEEY BEE BIrthdays  eeeeerrosseeeeseeseeessseeeseesseeesseeeeeseeeeeseeeeen .
EXNHEER”. ‘REMNIEF. B, 2E Funerals  ecooviiiiiiiiiiiiii .
“MEINEVES” RO O“SCHMET £, FHTHE Moving to a New house @ eceieiviiiiiiiiiiii .
L=eloge] Spec]a[ SECASONS  @cvreovreennsennseanaeenaeesssonssesnssenseenssansenns o [KITA
. . . MRTIAsE Return from atrip  eeoeeeeeeiiiiiiiii O 18%
self-image”, "good quality and .
] ﬁ“‘fFﬁ"j" Dragon Boat Festival P °
craftsmanship”, "value for .
BB Thanksgwmg B et eeeieeea e a ittt o EEEA
money”, “practicality”, and so on.
FEMBI M3  Main Gift Categories
Er=& Domestic liquor e &K Perfume o
&t Tea o EFEANRETZHM Traditional health supplements and TCM «— XA
W¥53% Shopping card vouchers e TR Snacks e
Er® Domestic tobacco e MPUEE Equipments e
4. W& Red envelopes, cash o Bt Seafood e
#E Wines o I1E% Tickets o
Eoifi Accessories e BEIMEX Sports-related o
X@SF%)m Drinks and dairy products e EEhFIF4MEE  Sporting and outdoor goods e KT
BLRER Modern healthcare products e i, B Cosmetics o
#PEkE Skincare products e BRFE Dried seafood o 1%
875, 189 Flowers, plants e ABKXZE Guanxi networks e
IZm. ¥*iffm Handicrafts and decorations e—————— |FITA &, &8 18R Aromatherapy, spices, candles «———T}A
#IMA Foreign tobacco e SPA, & Spabeauty o

kil RETAYEEEEEE Main Consideration Factors When Choosing Gifts

64% NIHMTKHEF Giftee's needs or preferences

1% ZHTFRTH Ontrend

59% BRR. AE High-end, to gain "Mianzi"

35% T HMETHTTE Festival element

55% @%4EE Attractive packaging

33% MSHFEBALARERFSESE Price meets giftee's expectations

50% HMZ@hE Well-known brand

31% &#X Latest edition

50% RIERBFEIHIAER Whether brand fits with giftee's self-image

29% M#5E Uniqueness

49% RRFIZH Good quality and craftsmanship

24% #EAEAE Classic, never go out of style

47% MR Value for money

22% BBEEZEN Meaningfulness

46% TR Practicality

22% 1%, FkiH Low-key, not excessive

41% REEBFEBECHKSR Whether brand fits with gifter's self-image

20% TIR{EIE(E Value maintenance and growth
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Luxury products, perceived to
have a high-end image, high-quality,
sophisticated design, and unique
brand values, are popular among
HNWIs in China.

HNWIs see luxury products
as safe choices for gifting because
luxury products are able to represent
“Mianzi”, craft and quality guaranteed,
classic and iconic, long-term value,
and are fashionable.

Although luxury products meet
the general requirements for a safe
choice in gifting, they are sometimes
considered "me-too” and lacking in
effort and therefore meaning. Luxury
brands need to think further about
their ability to create more excitement

and desire in luxury gifting.

Opportunities and challenges from
the diversification of high-end gifts

As the luxury market in China
has grown, many brands have tried
to upgrade to attract a higher-end
consumer, through repositioning
brand vision, developing high-end
sub-brands, or extending product
lines, etc.

However, there are two
considerations for brands considering
this approach:

(D Brands should firstly win the
category war. Brands in traditional
luxury categories need to address
rising competition from emerging
categories. Brands in emerging
categories will need a distinct
positioning to successfully compete.
(2 Brands need to be prepared
facing threats from regular and new

competitors.
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dEx—FhiEEEEm

e ALY NEIE A BELL Y

Have You Chosen Luxury Products
as Gifts in P1Y?

4

HNWIs are more involved in the
luxury gifting market than they
think

The luxury products recognized
by consumers are still more related
to traditional luxury categories.
Many don't yet consider emerging
high-end products “luxury
products”, for example technology,
despite comparable price points.

We can learn from comparing
the data in "gift" and "luxury gift"
category list, apparel, bags, jewelry
and other traditional luxury goods
are considered for gifting and
luxury gifting, but the data in the
electronics category is very different,
decreasing from 61 % to 27% when

considering luxury gifting.

EEERIRE

4L SR ELLL B

To What Proportion That You
Gifted Luxury Products to Others?

& iGN

EAJEE S
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Rt Category Examples

LR SimtLERE
Gift in general Luxury gift

% No
23%

20% RLLF 20% & below

21%-50%

|

51%-80%

|

81%-100%

—FTTY

#3{# Average 5./0

1A WA

Apparel, bag

KEEMm
Jewelry

BBFEE
Digital,
electronics

BEEREN, AIE—FF,
B 77% NE#ENRFERTBERS ‘B
Bm" ELDIBELSA .

ERXLEEIX ‘Efm EHIA
h, FESEmELRESELL
IREIHY 53.5%, FIEFL BT
3157w, EsTiRE ‘BEm &
FLEB ARSI 9 T,

The survey found that over
the past year, 77% of the HNWIs
sent 'giftees’ luxury items. Among
those who did, such items were
given on 53.5% of the occasions
that they gifted others. With annual
per capita expenditure of 310,000
RMB and above on gifts, HNWIs
who gifted luxury items spent
significantly more than the 90,000
RMB average of those who did not.
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A bit more than before
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EHIE “2017 EE L mamhE R
FiR B, FESHHERENER
mAVBEERIELME LT, tEF
[B8E 20%, [EIF) 2013 FKF. It
IRARKEI, NS #EARFSE
E=FIELL, & ‘Efm REEMR
1B, Heh “LLARIZTRZT BIA
BEOLLIAR) 18%. EFk, BYT
EECmmER, PEEER
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EBmilmBLYR

BREANEERTR, B A
BiB” EBRALEISIA 76% ; B
K2 “EERAEE", BEAIELE
B67% ; 1X “RE" EERAELH
R 42%

BIEEEZRIEPILDEOEILIIR Luxury Gifting 'Giftees'

"Hurun Best of the Best
Awards 2017" found that appetite
for luxury among Chinese luxury
consumers has bounced back 20%,
returning to its 2013 level.

The results showed that
compared with the last three
years, 60% of HNWIs sent luxury
items as gifts more frequently, with
18% doing so considerably more
than before. In recent years, the
Chinese luxury goods market has
remained robust in comparison
to the downturn experienced

worldwide.

WHO

76% of the HNWIs gifted
luxury goods to their “lovers
or spouses”. 67% sent luxury
items to "important business
relationships”, while 42% did so to

their parents.

AASKEE LOVers Or Spouses  «««oeseeereesesees

EER Lk Important business relationships

RQBF PArents  ceeereeerereennerneenieeaiiaaaans
BT Themselves ««eoeeeerrerremeennnenanennns

FLZ Children cececeeeeermrmiiiiiniiiii,

¥iERB&. @% Close friends, classmates

—p&rs £k Normal business relationships

REHEfKZE, I Other senior family members, teachers — «-cvoeereeeieeriiniiiene w
Rgﬁ',gﬁy}k S|b[|ngs ...............................
HthFEm &/ Other relatives, junior family members — -coveeeeveeeeieniiieiiinn, m

L@k, @ Normal friends, classmates

=% 4=103
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Normal business relationships
o EEEkEF
. Important business relationships
FIRMER. B2 e, g

Close friends,
classmates

| A

F Children e

. o ssiAn Siblings
- [ | 5% |
o REHfKIE, ik

Other senior family members, teachers

Luxury gifts are mainly for important
‘giftees’, especially lovers or spouses, as
well as important business relationships,
or other important occasions.

Because of Chinese filial piety
culture, gifting to parents is more about
showing you “care” rather than delivering
“value”. However, our qualitative
study shows that HNWIs sometimes
“unintentionally” choose luxury gifts for
their parents considering quality and
craft, that is, they actually buy more
luxury gifts than they thought.

In addition, it is worth noting that as
the HNWIs follow the trend of self-gifting,
luxury products are in line with their
desire to "reward and love themselves”,
becoming their favorite gift choices.

On one hand, brands should
continue to drive luxury gifting needs
for lovers, important business partners,
parents, and themselves. On the other
hand, brands should communicate their
brand image and their broad applicability

to expand ‘giftee’ pool.

® RfF Parents

o TAGES

Lovers or spouses

BFER NE

................... o Other relatives,

junior family members

EREABIEIEHFR VERBATIM
i£Z A To lover:

BERARNE, RISFIRIHESZEN. 1t
BTt ERIXEESR, B, &
22509, R S, X0 ‘6 JAERw.
“"Brand and design matter a lot when
choosing gifts for my wife. She likes buying
luxury pieces, like bags and watches. She
jokes that ‘bags cure everything"."
iERSAk Ok To business partner:

‘BEREEEHRE, BIAE, 1185
e, RELLEk R RO EL. 7
“The value of gifts can be easily
recognized through luxury brands. They
are also safe choices, delivering respect
and appreciation to business partner.”
£ To parents:

‘BERBINES BT ERITE, t
SEMIFHRENA . EERERES
EbiESR, TEREBRRT, Mt
ZH, 7
“I like buying healthy products for my
parents or whatever they need in everyday
life. But I also buy luxury gifts considering
those of high quality and classic design.”
£BE2 To myself:

‘BeTHIFRFRRSES ., RURE
REFI, REFRFERESR, PR
ENxER/EES.

“I choose nice gifts for myself. | quite like
Chanel for its exquisite design that brings

elegance to my life.”
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EZmiLmPZE Category for Luxury Gifts

¥Hifiz Tobacco, alcohol, tea

49% Sim¥E Fine wine
48% =imFM Fine tea
39% =if¥@ Fine overseas tobacco
38% ®=ikEFE Fine domestic liquor
34% SiREFA Fine domestic tobacco
. BRiG#EE Apparel, luggage and bag
50% m=infEE Fine luggage and bags
37% =irkEeiH Fine accessories
35% ®=inAREE Fine apparel
27% =inE#H Fine footwear
‘ ANAIFE Personal care
45% BRI WEK Fine perfumes
40% =imiPEkSR Fine skincare products
32% iR, A% Fine cosmetics
23% =inMPYLES High-end equipments
1% BikmaxE. 8. 8B Fine aromatherapy, spices, candles
. f2R™=m Healthy products
53% mEinlERIZ MBI Traditional health supplements and TCM
20% EiRfEEIRERITMm Healthcare equipment and products
7% SiREIEIMARE High-end or overseas health check
. H=EEm Jewelry
37% ®inFREEE High-end watches
29% BiHEREE Fine jewelry
16% =i3EREA Fine emerald jade
9% =iHXHTA¥ Fine antique or special materials
. 43858855 Experiential items
27% EinlREER~ & High-end travel products
21% ®=imEEEX High-end sports-related
26% =i SPA. 5 High-end spa beauty
15% mSimiJZ2E High-end tickets
. BFEE3 Digital and electronics
16% BinmEHNFISFIRERM High-end and customized mobile phones, tablets
8% miIKNEHIEEEIFEIZE High-end or customized smart wearable devices
6% EinIEHRFICABI. A=A High-end or customized laptops & desktop computers
4% EitSimmEs R FEEEFm Other high-end or customized electronic products
. XEER Art pieces
18% BwIZMm. #iH& Fine handicrafts and decorations
6% ZRBEFE Calligraphy by famous calligraphers
4% SiHBEAA Fine painting and calligraphy tools
2% EBRIBEBEEM Books and albums by famous authors or limited edition
‘ Hftt Other
13% ZHEEEE. B89 Expensive flowers, plants
8% =imizEIFIFYMIR High-end Sporting and outdoor goods
2% =inIEEIEATTAE High-end Non-digital toys
‘ RERHB Home appliances and home products
6% =im/NREE High-end small appliances
3% EiIHRERL High-end home furnishings
2% %A% High-end large appliances

mﬁﬁa"ﬁ Research

EEmAlmitF
BEEEmmEL ‘SHEE

Z7. “RRImREE”. AR AR

BrEm” RN, SHH5A:

78%-. 65%. 59% M 57%.

XEmENEZEmBE, EBEU

£7 5000 LA ERIABESHAABRE ;
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R SALmAIMEX EET 4

I BERE: SiFE (49%). S

ZMt (48% ). SimiFIE (39% ) HEE

HI=.

I IRIGHEE : SHERLL50% AL

Hra%—, HXE=inEim, WEM.

RHE.

I MAPE : SiREOREK. BimiF

FremISB AL EROSEEER

| BEF&R : SRAER LGRS

FLA B3% RIS A E Emtlm

Bm%E—=.,

WHAT

"Fine tobacco, alcohol and
tea”, "apparel, luggage, and bag”,
“personal care products”, and
"healthcare products” are the four
most commonly gifted luxury items,
accounting for 78%, 65%, 59%, and
57% respectively.

These gifts are particularly
popular among males with assets
in excess of 50 million RMB and
above. In addition, HNWIs based in
first-tier cities are more likely to
gift "experiential items” than their
second-tier counterparts.

I Tobacco, alcohol, tea: "fine wine”

=% 4=103
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Reason for Choosing Luxury
Items As Gifts
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EFEFERENILDEE
The Concerns When Choosing
Luxury Products As Gifts

TOP2 3E% & tEERERE
TOP2 Strongly and somewhat agree

TOP2 3F% & tERERE
TOP2 Strongly and somewhat agree
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Presentable and gain "Mianzi"
mERIZERE

High-quality workmanship guaranteed
INARBRER
Believe the ‘giftee will like it

iMaEs, AIOE

[+ ] © o0 0 ~0
bg ‘: o~ o N
N BN M H B

BOR RS

Too high profile
REAHIE, REHE
Many people choose it,
hard to be unique

High price, reflects one's sincerity 48% RSN
LLRIREE, ABBHE Not practical/useful
Comparatively "safe” el -
MO sz o AE.%LESZK.EJ
Comparatively classic High cost
A iR E gD, BOBXIEHRRE
Have brand connotation and history L ,
o1 B e Worry to give ‘giftees
A &S ;
Fits giftee's identity and status psychological burden
[ IYA IRERE 45% JEETRY PR N=3/N
Value maintenance and growth o ) o
AT Afraid ‘giftees’ do not like it
A 7
Fits gifter's identity and status BHSLRIAS
g:ﬁﬁﬁi%%er‘s ete Worry the gift is too tacky
High-tech Concern on sensitivity and risks
71% e BT b o % REEINy oINS S
Comparatively fashionable, ILTL' ijjl‘j_ujjmﬁﬁj )
ahead of the tend Giftee’ may regard it as a fake one
SEmELER

BFEEARAN, BEEEREES LK
hm", EBm ‘mRIZERE", THEFK
AR, N ESRRRIARRSTEREA
Ao BN, BNMENEEREILEBRIETHIR
EW, B “GHECHOE . EBmiERL
Y ‘R, FARZHE. ‘WREHR. “BmE
REMBEE" UK “BaNBmishkibi” &
FRESSICE WE = OIS NG

EEmBLmE

B, “Bfm” ERENtE—ERM
8. BFEARRRMNED “EEm" (FAL
Y ‘HBSE", BtheE ‘REAME, &
ZHET BRG. o, TBEEEREL “mA
B, BONBEERMRR “FMELA” MBS,
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EEFEm=
Z7F “wtE”
Gifting luxury
items appears
“more presentable”
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(49%), “fine tea” (48%), and "fine overseas
tobacco” (39%) are the three most popular
gifts.

I Apparel, luggage and bag: "Fine
luggage and bags” accounted for more than
50% in the first place, followed by “fine
accessories, such as scarves, belts”, etc.

I Personal care items: "fine perfumes and
skincare products” were chosen more than
40% of the time on average.

I Healthcare products: fine traditional
health supplements and TCM were chosen
by more than 53% of respondents, making
these the most popular choices of luxury

gifts among all other items.

REASONS TO CHOOSE LUXURY GIFTS
HNWIs believe that gifting luxury
items appear “presentable and gain
‘Mianzi'", and that they have "high-
quality workmanship guaranteed”, with
older respondents more likely to believe
this than younger ones. At the same
time, while gifting luxury items are more
likely to win the giftee's heart, they are
also perceived as able to express the
gifter's sincerity. Such gifts are believed
to be a "safe choice”. Factors such as
"comparatively classic”, "have brand
connotation and history”, and "fit giftee's
identity and status” are emphasized by

more than 80% of the respondents.

CONCERNS FOR CHOOSING LUXURY GIFTING
HNWIs also have certain concerns
about gifting luxury items, including that
doing so may come across as "too high
profile”. Also, since lots of people choose
similar items, it is hard to be unique. Other
worries concern luxury items having a
"high cost”, and that 'giftees’ may view

them as "not practical/useful”.
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—L&iEkTh Tier 1
‘BERREBEERERITE, @
REAMR, s H. mE, &5
P EBhEEE—ERIRIE, (FRTLIE
tERBEENX. ”
“Luxury brands usually have good
design and quality and are able to
represent personal identity. Plus,
every brand has its own story, making

the gift meaningful in some ways.”

T2 Tier 2

‘BERUREE, BEEEVR,
BUARNENSE, KT BT
BHNE. 7
“Luxury gifts are respectable choices

for those who can recognize them.”

@

W—EHHEEES
RmhENE, W%
I8 R RS
Brands should provide
more brand values to
Tier 1 consumers, and
apply market education
in Tier 2 to seize
potential for the future
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“HHhitRECmilnEER
A ANANBRER, ‘NhMES,
FIOLE", BREIET BEELYE
FANESRIRE, BB LERIERN . MM
—HIRHNEEETIZEmilmES N
B, BF “AmEREnE" (18
#116), ‘eI (1525115 ).
MNTIXEHATEEE, mEHEELE
mARMME LMEZIRN . TS TEM
HERE, LR THmAEH
HE, BAERFKAISE.

4.5 N A8
=inilmbinliNa AR
BEfIENZ, 23% e 2E
ABRESE—FhREESIECR
L. 2AEFBEESD, BibiIRY
IBALFBRMBIREKSS, B9, fibf)
REGENEALIRNE (#5230 130), ek
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Luxury brands showcasing
their premium image and
superior quality, perfectly
meet HNWIs" many gifting
requirements across occasions
and make luxury products
extremely safe choices.
However, these same benefits
bring concerns that luxury gifts
showcase more “price and
value” and less meaning.

Brands should endow more
meaning into luxury gifting and
help consumers to express their
special care and goodwill for

‘giftees’.

Tier 1 cities see more value in
luxury gifts

HNWIs in Tier 2 cities choose
luxury gifts mainly because "my
‘giftee’ loves it”, "high value
represents my goodwill”, which
demonstrate their consideration
of "Mianzi” and their search for
safe choices.

Comparatively, HNWIs in
Tier 1 cities see more value in
luxury gifts, including "brand
nature and history” (index 116)
and “classic design” (index 115).

Brands should provide more
value to discerning consumers
(especially in Tier 1 cities). For
other cities, brands should
apply market education to seize

potential for the future.
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4.5 OPPORTUNITY TARGET

Opportunity target observed in luxury gifting
It is noteworthy that 23% of the HNWIs claimed that they did not send

luxury gifts in P1Y even though they have high spending power. On one
hand, their gifting needs and awareness are not as strong as the luxury gift
‘gifters’. On the other hand, they do see more difficulty in gifting, such as
“gifting is difficult” (index 130]), “It is difficult to determine the price level of
the gift” (index 141), "do not know what type of gift to select” (index 128),
etc. What's more, they show stronger concerns around luxury gifts, such as
“too high profile” (index 141), "not practical/useful” (index 123), etc.

Brands should not ignore the potential of these lower involvement
HNWIs and consider them as mid-long term targets. Brand can help them
by providing more guidance and reassurance, to uplift their chance of

entering the luxury gifting market.
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Best Brand for Gifting Tobacco and Liquor

RSERAEBERE Best Premium Imported Spirits Brand
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The Johnny Walker Dewar’s Ballantine Courvoisier
Macallan Blue Label
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BEbkHNBELEILRE 2017 Best Brand for Gifting by Men §él\. ﬁfﬂ’& 75#15 iﬁd‘l‘l%§“ ﬁn#ﬁiﬁ
Maotai Wauliangye Shuijingfang  Luzhou Laojiu ~ Gujinggong
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Burberry Bulgari Wauliangye Hermes Gucci
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Chunghwa Panda Furongwang  Huanghelou Yuxi
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Best Brand for Jewelry and Watch
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Chanel Jaeger-LeCoultre
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Best Brand for Best Fashion Label and Accessories
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Burberry
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Versace
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Louis Vuitton

B5bkAY B EiF Best Accessory for Men
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Giorgio Armani  Shanghai Tang
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Montblanc Dior Valentino Prada Gucci
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Givenchy Dunhill
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MEC is committed to growth.
Growth for our people, our clients
and our industry. MEC pushes
the boundaries of what's possible
in order to thrive in ~ Ad Ops ~
Analytics ~ Brand Partnerships ~
Content Marketing ~ Data ~ Insight
~ Integrated Planning ~ Mobile
~ Multi-cultural ~ Performance
Marketing ~ Planning & Buying ~
Programmatic ~ Search ~ Social
~ Sport, Entertainment & Cause
Marketing. Our 5,500 highly talented
and motivated people work with
category leading advertisers in 127
offices in 90 countries and we are a

founding partner of GroupM.

BIROEMNTHRES .
www.mecglobal.com
#dontjustlivethrive

To find out more, visit us
at www.mecglobal.com
#dontjustlivethrive

KiEHEN MEC BERHIE
KS, RENSIITIEE,
Follow MEC Wechat account
for our insights and PoVs
on industry trends
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REPORT INC.
since 1999
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Established as a research unit in 1999, Hurun Report
Inc. has grown into a leading media group targeted
at China and India’s high net worth individuals. Its
flagship is the Hurun China Rich List and, since
2012, the Hurun Global Rich List. Headquartered
in Shanghai, Hurun Report has offices in Beijing,
Guangzhou, Chengdu, Sanya, London, Los Angeles,
Chicago and Cochin, Kerala in India.
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HHRERSRAEEZA, BEFE0XE]

Hurun International Elite School and
Hurun Art are Now Officially Launched
Under The Group of Hurun Report,
Welcome to Join Us
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For Further Information, See
www.hurun.net

Official Wechat Platform:
Hurun Report
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Hurun Research

Hurun Research ('Nobody
Knows China’s Rich Better’] has
grown to become the world’s
leading authority when it comes to
understanding the Chinese high net
worth individual. Recent reports
include partnering with some of
China’s most important financial
institutions, local government,
multinationals and luxury brands,
including Bank of China, Taikang
Life, Minsheng Bank, Minsheng
Financial Leasing, Industrial Bank
of China and the Changbaishan

government.

Hurun Conferences &
Training

Hurun Conferences and Training
hosts over 100 events across China
every year, led by its flagships in
Beijing and Shanghai every year.

Hurun Conferences and Training

brings Chinese entrepreneurs
aboard, to the US, London,

Singapore, Australia and India.

Hurun Media

Hurun Media (‘The Voice of
Chinese Entrepreneurship’) reaches
between one and two million
unique viewers a week through
its digital platform and a further
485,000 a month through its print
media. Digital media is made up of
7 WeChat social media accounts,
an online business talk show called
MaShangHu, distributed through
iQiyi, CBN and Ningxia Satellite, and
Hurun.net. Our flagship WeChat
account is Hurun Business, with
others including Hurun Education,
Hurun Art, Hurun Horse & Sports,
Hurun Health, Hurun Property and

Hurun English.

Hurun International

Hurun International. Hurun
Report Inc established its India
business in 2012, which today is
best-known for the Hurun India
Rich List, Hurun India Philanthropy
List and for hosting events with
some of India’s most respected

entrepreneurs.

Hurun Investments

Hurun Investments includes
a CNY 100m early-stage venture
capital fund, and strategic
investments in media, education,
classic cars, financial services and

luxury.
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The research results of the
<CHINA HNWI GIFTING WHITE
PAPER 2017>are from a joint
project between Hurun Report and
MEC.

The first white paper of its kind
to look into gifting behaviour and
demand among HNWIs, the report
presents specialised research into

HNWI circles in mainland China.
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Drawn from Hurun Report's
HNWI database, the sample
group was divided into categories
according to age, gender, city,
total family assets, giftees and
gifting occasions, with 507 wealthy
individuals from 14 tier 1 and
2 cities the length and breadth
of China filling in individual
guestionnaires , in addition to
research being conducted into their
gifting behavior. At the same time,
project teams based in Beijing,
Shanghai, Guangzhou and Xi‘an
conducted face-to-face interviews
with 16 HNWIs, in order to obtain
a more in-depth understanding
of the characteristics, demands
and behavior of this demographic.
In addition, the project teams
also delved into Hurun Report's
research reports, the coverage of
which extends back over a decade,
combining their findings with
the Hurun Research Institute's
more recent publications, which
include the Hurun Rich List, the
Hurun Wealth Report and other
white papers published over the
years. Using both historical data
and information available in the
public realm, a large volume of
desk research and statistical
analysis was undertaken to
effectively guarantee and improve
the accuracy of the conclusions
derived from the survey data,
in order to truly understand the
gifting behavior and demand of
China’s HNWIs and, in the process,
create both brand and media

value.
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Hurun Report Inc. and MEC
reserve all copyright-related rights
regarding the text, charts and
figures in the <CHINA HNWI GIFTING
WHITE PAPER 2017>, which are
protected by relevant Chinese laws
and regulations. No organizations
or individuals can include part or
all of this report in commercial
use without prior written permit
by Hurun Report Inc. and MEC. If
reprinting please indicate the source.

Data sources in this report
include a special survey and publicly
available information. The opinions
and conclusions in this report are
derived from objective observation
and analysis on aforesaid data.
Please contact Hurun Report Inc.
should any copyright infringement

issue arise.
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