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Introduction

One of the most apparent 

changes in the last two years has 

been the rapid digitalization of 

consumption worldwide. 

Nowhere is this more evident 

than in China.

A pertinent example of this is the 

rise of luxury e-commerce, and 

the best metric to illustrate it is 

the number of luxury brands’ 

official stores on TMall. As shown 

in Figure 1, the migration of 

brands onto the platform has 

been significant and swift, with 

nearly 200 luxury brands currently 

on TMall with flagship stores. 

Due to this growing presence of 

luxury brands online, and the data 

generated, we are now presented 

with the opportunity to 

understanding luxury category, its 

consumers, and the strategies 

behind the brands to an even 

greater extent. 

Figure 1: Luxury brands TMall flagship stores 2019-2021
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2 units sold for 
RMB 416,000

Introduction

While the opportunities for brands in 

Chinese e-commerce are abundant, 

there is still a tension between the 

conventional views of the role it plays 

for brands, especially in the premium 

segment. Many believe that e-

commerce platforms are more of a 

means for selling discounted items, 

past seasons inventory or entry level 

portfolio products. We propose that 

this is not always the case. The market 

is showing signs that the opportunity 

to sell full priced, high-end portfolio 

items is on the ascendance, with an 

increasing number of shoppers 

turning towards digital channels to 

purchase full priced luxury goods at 

significantly high price points.

It is within this context, that we can 

use the large quantities of data 

generated on these platforms and 

apply advanced analytics to extract 

insights, which in turn can be turned 

into a competitive edge to drive 

business growth.

340 

Vacheron Constantin 
Overseas

Units sold of products with 
price points between RMB 

50,000 and 500,000 in June
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Approach

At Re-Hub we monitor luxury brands across the Chinese digital ecosystem to 

generate actionable insights for decision-makers, combining our domain expertise 

in luxury and our AI-powered analytics platform.
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With this report, we aim at providing greater visibility on which products and 

brands are performing well in each price segment, and to understand the drivers 

behind certain products’ success. This combination of both quantitative and 

qualitative approach gives us a holistic view on the real-world applications and 

results of luxury merchandising strategies in the digital realm in China today.

In this report we analyzed the luxury handbag 

category on TMall. We focused our analysis on 

TMall due to the penetration of brand official 

stores, signifying its relative maturity compared 

to other platforms. This ensures that the 

products and prices listed are aligned with the 

brand merchandising strategy.

Next, we analyzed merchandising assortment 

across handbags for all the major luxury brands 

from the period from June 1st to June 30th. We 

broke down the category into different price 

segments to have a deeper analysis at the top 

selling products and brands for each segment.

Finally, we applied Natural Language 

Processing algorithms to selected products in 

order to analyze product reviews and extract 

topics and consumer sentiment (at both a 

product and aggregated brand level).
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Approach

The price range of luxury handbags is wide, ranging from 3,000 RMB, all the 

way up to more than 20,000 RMB. We analyzed price breaks at 3,000 RMB 

intervals up until 15,000 RMB. These breaks represent different segments 

within the category, with 3,000 to 5,999 RMB representing the entry level of 

luxury, and with increasing price points representing higher end luxury bags 

coming into play. Finally, at the 15,000+ RMB break we find the top end luxury 

brands.
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Source: Re-Hub proprietary data analysis
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Toni Visetos

Brand 
Sentiment

85

MCM Tony Visetos mini shoper bag is 
the second most popular product in 
this price segment, only after Coach 
Hadley 21. A deeper sentiment analysis 
show that consumers who have 
purchased the product value the style, 
color offering and versatility to combine 
it with different outfits. However, the 
bag is held back by the smell (some 
mentioning that the smell can last for 
over a month) and overall material feel.

Product
Sentiment

(Above average)

• Smell

combination87

• Style

• Color
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• Material
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mini shopper

Premium

At the Premium price segment, 
brands like Michael Kors, Coach 
and MCM take a commanding 
share with 37 of the top 50 
products sold. This price 
segment has expectedly the 
largest volume of units sold, and 
it is a key driver behind the 
commercial success of these 
three brands.

3,000 to 5,999 RMB
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7

5

Top 3 brands 
(number of products in Top 50)

Source: Re-Hub proprietary data analysis

(Below average)



Entry-level luxury 6,000 to 8,999 RMB

Entry-level Luxury segment is 
highly competitive as it combines 
high-end products from premium 
brands and entry-level products of 
luxury brands. Gucci is the 
absolute leader in this price 
segment with 19 products in the 
top 50. Additionally, we see MCM 
and Coach with 5 products each in 
the top 50, still showing strength 
with the most premium products in 
their portfolio. 

GG Marmont

The iconic Gucci Marmont Supermini is 
the top selling product in the entry-
level luxury segment. Sentiment 
analysis shows consumers appreciation 
about the ease of combining this 
handbag with different outfits and for 
various occasions, and its standout yet 
subdued style. The analysis shows 
lower sentiment towards quality, and 
specifically on the metal fittings. 

supermini
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Source: Re-Hub proprietary data analysis
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Gucci also dominates the 
Mainstream Luxury segment with 
16 products in the top 50 sold 
handbags, including 7 of the top 
10 spots. Mulberry is in second 
with 9 products. We see other 
iconic brands playing a relevant 
role: Bally (5), Burberry (4), Saint-
Laurent (3) and Balenciaga (3), all 
signaling this segment as the 
entry point for the higher end 
luxury handbags.

The driver of success for the Neo 
Vintage according to our sentiment 
analysis is its understated style, with a 
size that is both practical (can fit lots 
of items) but not too bulky. However, 
our analysis shows some negative 
mentions from some consumers 
regarding the craftmanship in the logo 
on the front. 

GG supreme
Neo Vintage
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Mainstream luxury 9,000 to 11,999 RMB
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Aspirational luxury 12,000 to 14,999 RMB

At Aspirational Luxury segment 
the top 50 products sold are 
more evenly distributed. While 
Gucci still has 10 products in the 
top 50, Bally (10) takes joint first 
place, with its iconic luxury 
backpacks as its unique selling 
point. Other Kering brands like 
Balenciaga and Saint-Laurent are 
not far behind with 9 and 6 
products, respectively.

Top 3 brands 
(number of products in Top 50)

The Mini Pouch is the fourth top selling 
bag in the Aspirational Luxury 
segment. Aspects like style, material, 
and overall quality of the bag as strong 
drivers of positive sentiment. However, 
our analysis shows a slightly lower 
sentiment on size as a hurdle to use 
this handbag daily.

Mini Pouch
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High-end luxury

Our analysis shows that high-end 
luxury segment is a strong driver 
for handbag sales on TMall: the top 
50 products in this range generated 
more than twice the sales than of 
the previous segment. Kering
brands clearly dominate this 
segment, with Saint-Laurent (16), 
Gucci (15) and Balenciaga (9) taking 
the top 3 spots.

The iconic Saint-Laurent Manhattan is 
ranked fifth in the High-end luxury price 
segment. Our analysis shows a perfect 
sentiment score from consumers who 
recognize the style as iconic, and highly 
value functional elements such as strap 
and size suitability for multiple uses.

Manhattan

over 15,000 RMB

16

15

9

Source: Re-Hub proprietary data analysis
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Key Takeaways

While e-commerce might be unable to 

deliver the same type of experience that a 

physical store can bring, our analysis shows 

that e-commerce can drive significant sales, 

even at higher price segments. 

Over the past 18 months, online sales 

channels have been strengthening their 

impact on the luxury market, and brands 

that miss out on the opportunity may face 

challenges by early entrants with a 

consolidated position. 

Our analysis shows that Gucci owns a 

relatively unchallenged market position in 

the luxury handbag segment in TMall, with 

a commanding lead in 3 out of the 5 the 

price segments, and an estimated average 

monthly sales of over RMB 50 million. This 

leading position seems improbable to be 

challenged in the short term unless iconic 

brands like Louis Vuitton, Dior or Chanel 

decide to open flagships stores on TMall.
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1. Full priced, high-value luxury products 

are sold in significant volumes on e-

commerce channels in China, and we 

foresee that this will only continue to 

grow in magnitude. Our analysis 

showed that High-end luxury price 

segment (over 15,000 RMB) have nearly 

the same number of products sold than 

Aspirational (12,000 to 14,999 RMB) 

and Mainstream (9,000 to 11,999 RMB) 

combined.

2. The luxury handbag category is  

complex, with different price segments 

showing distinctive behaviors with 

different degrees of brand 

fragmentation. Brands opt for different 

merchandising strategies to serve 

multiple audiences, and to address 

different drivers of purchase depending 

on the price segment. 

3. As luxury brands online presence 

increases, so does data availability.  

Data-driven insights can be a powerful 

tool for brands to gain a competitive 

edge in merchandising, consumer, and 

product strategy.

Key Takeaways
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