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Luxury brand market opportunity and strategy

Case study
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BA assisted a Mid-East based private equity firm create a luxury
market investment strategy

Client background

m  The client, a GCC based private equity fund, manages long-term, capital-intensive investments that deliver strong financial returns and tangible
social benefits

B [tis seeking further investments in the luxury market by either developing a luxury brand that could span over a range of products and luxuries, or
by strategic partnerships and acquisitions

Key highlights

BA identified key countries and defined the main segments to be studied for each country for luxury products & services

BA captured the market size, growth rates, market dynamics, drivers, trends and presence of major brands in each segment for each country
Secondary research and primary interviews were used to get detailed insights into the luxury market

Analysis of key findings in the focus segments and recommendations for the way ahead were provided to the client
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What are the main drivers What are some of the

of these luxury segments profitable segments for the
in each of the geographies client and how can it

and what are the expected leverage it’s existing
future trends? investments in luxury?

What is the market opportunity
globally for each of the luxury
segments with respect to market size,
growth and trends?
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BA analyzed the global trends and growth in the luxury market in
developed and emerging economies

What is the market opportunity
globally for each of the luxury
segments with respect to market size,
growth and trends?

Among the 7 countries, Country G is the largest ma
large growth potential Is seen emerging economies Ilke Country |
and Country E

Market sizing & estimation, past and
present growth for each country and
segment was carried out.
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Segment-wise market size by geography'™ - 2011
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understanding of possible future global
trends and their drivers.

bOStONANALYTICS



Main trends for each market segment were identified at a country level
with analysis of purchase behavior driving growth

What are the main drivers
of these luxury segments
in each of the geographies

and what are the expected
future trends?
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Country analysis by growth, key drivers and
trends was conducted. Key purchase behavior,
demographic influencers and regulatory
environment information was captured.
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Attractive market segments were identified for investment using a
prioritization criteria

Value chains - examples

BA provided detailed analysis of distribution
and margin analysis for key luxury products in
countries of brand origin.
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What are some of the
profitable segments for the
client and how can it
leverage it’s existing
investments in luxury?

Emerging countries — Key luxury segments analysi
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Lucrative segments were identified on the basis of
expected growth, trends, distribution channels and
market fragmentation. Recommendations, on the basis
of these findings and the client’s capabilities, were made.
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Boston Analytics (A division of Pythhos Technology (P) Ltd.)

Boston New York Gurgaon

396 Washington Street, 15 Schuyler Hills Road 18th Floor, Tower-B,
Suite 351, Loudonville NY 12211 DLF Building No. 5
Wellesley, MA 02481 United States DLF Cyber City, Phase-llI
United States Gurgaon— 122002

Haryana, India

Disclaimer: No part of this presentation may be reproduced, stored in a retrieval system, or transmitted in any
form or by any means—electronic, mechanical, photocopying, recording, or otherwise without the permission
of Boston Analytics.

All materials in this presentation have been sourced from Boston Analytics’ databases. For detailed sourcing
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