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Barclays: ChinaHasChangingAppetite for Luxury Goods
In a recent report, Barclays

noted "a lack of strong
acceleration"atHermès

andpositive feedback

for Burberry andMoncler.
BY DENNI HU

China’s luxurymarketis enteringa new
era– shifting from rapidexpansionto
fiercecompetition,with brandsnow vying
for marketshare rather thanchasing pure
growth accordingto arecentBarclays

report.
Based onarecent two-weekmarket

visit wherethe investmentbankmet
with around30 stakeholders,including

brands,luxury malls,retailers,investors
andsectorexpertsin HongKong, Beijing
and Shanghai,Barclays pointedto three

standouttrendsasthe Chinese luxury
consumercontinuesto mature.

“Amid the macro downturn and the

concernsaroundgovernmentcrackdowns,

showing off your social status through

luxurygoodshasbecomelessnecessary;

a diminishing marginal utility for repeated
consumerswho mightface asenseof
saturation,andagrowinginterestin other

segmentssuch aswellness or experiences,”
notedthereport, titled “On theRoadin
China:Early Signsof Big Changes?”

With negative retail performance

throughoutthe summer,Barclays expects
the numbersto improvein the third

quarter,albeit still negative at arounda 5

percentdecline. “Overall, we expectsales

of the Chinesecohort to bedown around

10percentin 2025,” Barclays said.

“On the whole, brandperformanceis still

very polarized,with somebrandsseeing
small growth whilst othersarestill down

more than 30 percent,” Barclaysadded.
While the Chinesecohort trailsbehind

the U.S. in termsof overallmarket

share, a volatile U.S. marketmeansthat

“maintaining the long-term growthof
the sectorin the future is thereforenot

guaranteed,”the report added.

“We maintainour neutralview onthe

luxurygoodssectorandnote that theability
tomaintainhistorical top-linegrowthof

around7 percentcould bemorechallenging

in the future,” Barclayssaidin the report.
Therise of local competitorscontinues

to shift perceptionaroundwhatcanbe
definedas a luxurygood.

“What alsomatters is the social value,

andright nowLabubuis seenasmore
fulfilling,” read aquotefrom a local

“More Chinese consumers believe that
the qualityof Chineseproductshascaught
upwith the West, so thehigh barrier to

entryof Europeanluxury brandsmay
be weakerthanthe marketexpects,”the

report added.“Close to 80percentof
LaopuGoldconsumersarereportedlyalso
consumersof key luxury brandssuchas
Cartier, Hermèsor Louis Vuitton.”

“While we do appreciatethe competitive
threat from domesticChinesebrandslike

LaopuGoldin the region,wenote that the

overlapprobably concernsthe entryprice
point of the jewelry maisons’ brands,”
notedBarclays.

With mutedfeedbackonHermès,
Barclays cautionsabout “a lack of strong
acceleration”andlowered growth
forecasts for 2026.

“We turn incrementally more cautious

on the nameasthe brandmay not beable
to reachdouble-digitgrowth in fiscal 2025
consideringthe ongoingtrends in China,”
Barclays said.

Louis Vuittonstoodoutduring aquiet
marketingperiod this summerwith its

larger-than-life “The Louis” retail project
andthelaunchof cosmetics,which could

translateinto salesmomentumfor therest
of the year.

“However,feedbackon otherkey [LVMH

Moët HennessyLouis Vuitton] divisions,

suchasSephoraor winesandspirits,
remainedmuted,” the report said.

At Kering, Gucci remains“very weak”
in China and traffic remains“very low in

stores,” according to Barclay’s surveyon
the ground.

“Beyond Gucci, we expectSaint
Laurentandother housesto continueto
struggle,andabsentsignsof anupcoming
inflection point, we remain comfortably

underweight,” Barclays wrote.
Overall feedbackfor Burberryand

Moncler remainedpositivein China.
“Fashionexpertswe meton our trip

seemedmore positiveon Burberry’snew
collections,andlandlordsalsopointedout
that improvingtrendswerehelpednotably
by better merchandising,with afocuson

accessories,notably scarves,”wrote Barclays.

“Moncler continues to be a popular brand
in China andshouldremainin positive
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this view duringour trip resultedfrom the
brand’sperceivedlowerlevel ofmarketing
pushat themoment,” thereportcontinued.

In thejewelry andwatchesbusiness,

Barclaysnotedsustainedgrowth momentum
at Van Cleef & Arpel first, followed by

Cartier, BulgariandTiffany & Co.

“Watchesremaintheweakestsegment,
in our view, with salesprobablystill down

by a strongdoubledigits,” the report said.

Shoppers walk

by aCoach

storein Beljing.
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