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e European citizens see the high-end sector as an ambassador
of European values such as quality, excellence and creativity

e European citizens see the high-end industry as a strategic sector
for Europe's competitiveness, employment and growth
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e Update of a study conducted by TNS Sofres on behalf of ECCIA in 2009 on European
citizen’s perception of the high-end industry.

e Survey carried out in France, Germany, Italy, Spain and the United Kingdom.

e Telephone interviews conducted in each country.

e Survey represents perception of 5000 European citizens (1000 in each country).

 Representative sample of nationals aged 18+ :
- Quota method in France, Italy and the UK with stratification by region;
- Random method in Germany and Spain.

e European results have been calculated taking into account the weight of each
country’s population.

Contacts Carine MARCE Audrey TALON This document was written according to TNS Sofres Quality procedures
It was checked by Carine Marcé, Associate Director
TNS Sofres TNS +33.1.40.92.44.92  +33.1.40.92.46.48




The high-end sector as an ambassador
of European values

European

Cultural
Creative

Industries %® COMITE
s o tUI II INY COLBERT
Alliance




Furopean — yWhjch values do European citizens

Cultural . : g >
nd Creative associate with the high-end sector?’

Industries Results of the 2013 survey
Alhance .

Q1 Please indicate which words in the following list most effectively evoke your perception of the high-end goods
industry, its products and stores. 3 answers maximum

%

Qualty —
price I

Trust in brands _ 30

Craftsmanship _ 24

Excellence _ 23

Beauty I

Creativity I

Base : Whole Europe - n = 4835
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Q1 Please indicate which words in the following list most effectively evoke your perception of the high-end goods
industry, its products and stores*. 3 answers maximum

%
53

Quality 44
. 42

Craftsmanship?

Excellence I 23

Beauty

.. 18

Base : Whole Europe - n = 4835

M 2013 M 2009 Wording 2009 'Brands *Works of art

*In 2009, the question was : “Among the following, could you please tell me the words that best describe the idea that you have about the luxury goods industry, of its products and shops?”
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Q1 Please indicate which words in the following list most effectively evoke your perception of the high-end goods
industry, its products and stores*. 3 answers maximum

ltal

% EUROPEAN LEVEL France UK Germany Spain

w
=]

Trustinbrands! B o I B :: - s
Craftsmanship? | [N >4 Il B :: B | B  EE
Excellence B : | BN B B B By
Beauty B = B : B | EEE EBEE Bt
Creativity - 18 - 26 - 12 - 14 - 23 - 7

Base : Whole sample
B B 2013 Wording 2009 'Brands *Works of art

*In 2009, the question was : “Among the following, could you please tell me the words that best describe the idea that you have about the luxury goods industry, of its products and shops?”



The high-end sector as a strategic sector
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Q2 In your opinion does the high-end goods industry, its products and its stores play a very important, fairly
important, not very important or insignificant role in securing*...?

%
Total Important
The prestige and appeal of city centers s I
ttractivences of Burope tor tontiate 22 [ -
attractiveness of Europe for tourists
how and eréative profucsions n Earope, 2 [
how and creative professions in Europe.
Europe’s economic health and
of the world?
Competitiveness 2 [
The cultural influence of Europe in
the world stage? I
Base : Whole Europe - n = 4835
M Fairly important B Not very important Wording 2009 'Employmentin Europe ?The health and competitiveness of the European economy in a global context

to very important 3The cultural image of Europe within the world
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Q2 In your opinion does the high-end goods industry, its products and its stores play a very important, fairly
important, not very important or insignificant role in securing*...?

%
Total Important: 2013 / 2009
i ; e
The prestige and appeal of city centers ;Z
|

Economic development by increasing the

. . N, 7 7
attractiveness of Europe for tourists
The preservation of craftsmanship know- I — ;i:
how and creative professions in Europe.

. I 7 6
Employment and economic growth' | 69
Europe’s economic health and I 74
competitiveness with respect to the rest .7 69
of the world?
Competitiveness .. 74
The culturalinfluence of Europe in S 1
3
the world stage I 73
Base : Whole Europe - n=4835
M Fairly important to very important (2013) Wording 2009 'Employmentin Europe ?The health and competitiveness of the European economy in a global context

M Fairly important to very important (2009) 3The cultural image of Europe within the world

*In 2009, the question was : “According to you, the luxury industry, its products and shops play a role that is very important, somewhat important, not very important, or not al all important in...?”
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Q2 In your opinion does the high-end goods industry, its products and its stores play a very important, fairly
important, not very important or insignificant role in securing*...?

% EUROPEAN LEVEL France UK Germany Italy Spain

The prestige and appeal of 77 @23 77 2 74 26 74 26 78 22 82 18
Clty centers

Economic development

by increasing the attractiveness 77 23 80 20 73 27 70 30 82 18 79 21

of Europe for tourists

The preservation of

craftsmanship, 76 24 82 19 79 21 73 27 79 21l 68 32
know-how and creative

professions in Europe.

Employmentand economic 76 24 73 |27 85 15 27 23 77 23 70 30
growth!

Europe’s economic health

and competitiveness with 74 26 72 28 79 A | 72 28 75 25 70 30

respect to the rest of the world?

Competitiveness 74 26 68 32 76 24 74 26 77 23 74 26
The Cult.ural influence of 71 29 77 23 69 31 65 35 74 26 70 30
Europe in the world stage?

Base : Whole sample
B Total important Wording 2009 'Employmentin Europe ?The health and competitiveness of the European economy in a global context

M Total not important / Don’t know 3The cultural image of Europe within the world

*In 2009, the question was : “According to you, the luxury industry, its products and shops play a role that is very important, somewhat important, not very important, or not al all important in...?”
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Q2 In your opinion does the high-end goods industry, its products and its stores play a very important, fairly
important, not very important or insignificant role in securing*...?

% EUROPEAN LEVEL France UK Germany Italy Spain
The prestige and appeal of | NG_GE 77 I 79 I 74 I 74 I 78 I 52
city centers B 7 | I 7. B 7C I 72 BN s N 76
Economic development
byincreasjngtheattractiveness _ 77 _ 80 _ 73 _ 70 _ 82 _ 79
of Europe for tourists
The preservation of I 7 | N 2 BN 70 N 73 N 79 2 68
craftsmanship, B 71 I 74 I 74 I 71 I 79 . 52
know-how and creative
professions in Europe.
Employment and economic | TN 77 B 73 I S5 I 77 I 77 I 70
growth! N 69 N o1 I 73 N 638 I 32 E o1
ey | — 74 | E— 72 7 72 75— 70
respect to the rest of the world? BN 69 BN o4 B 69 . 70 I 81 I 56
Competitiveness I 74 B 68 I 76 I 74 I 77 I 74
The culturalinfluenceof | puuuu 71 | HEEEEN 77 HEEEE 9 BEEEE ¢ BEEEE 7/ EEEE 70
Buropeintheworld stage’ | pUSSSSEN 73 | HENEEEE 75 2 EEEEEN 71 NN 3 IS BN 70
M Fairly important to very important (2013) Wording 2009 'Employmentin Europe ?The health and competitiveness of the European economy in a global context
M Fairly important to very important (2009) 3The cultural image of Europe within the world

*In 2009, the question was : “According to you, the luxury industry, its products and shops play a role that is very important, somewhat important, not very important, or not al all important in...?”
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