Luxury vs Necessity

Lessons from Lipstick, Candy & Disney
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White House calls AIG spa trip ‘despicable’

Executives went to resort days after government bailed company out

AlG Spa Trip Fuels Fury on Hill

Fressing Executives to Concede Mistakes, Lawmakers Blast Them About BEonuses

| After Bailout, AlG Execs Head to California Resort

Rescued by Taxpayers, $440,000 for Retreat Including "Pedicures, Manicures"

AlG blasted for $440K post-bailout junket
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Googl e Search for o0Spa Luxury
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Source: Wellness Summit, Oct. 2008
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Evolution of Luxury
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LIPSTICK, CANDY & DISNEY: What they have in common?
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Roots in Great Depression
Feel-Good Factor
oOAf fordabl ed I ndul gences
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oLI pstick I ndexo

Great Depression:
25%increase In sales
2003 Recession:
11% increase In sales

0OThe evidence shows
are squeezed, people simply substitute
| arge extravagances

Source: The Economist, Jan. 22, 2009
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oCandy companies are relatively
recession-proof. During the Great
Depression, candy companies
stayed in business. 0

Peter Liebold, chairman of Smithsonian Institution

Nestle 10.9 % Iincrease
Cadbury 30% Iincrease
Hershey 8.5% increase

Source: New York Times, March 24, 2009
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Disney

Tokyo Disneyland is forecasting
sales of a record US$4.2 billion,
Up 10%

Revenues up 8 % for the year, to
$11.5 billion

oOoHer e, recessi on S € €

Namie Katsunuma, Visitor, Tokyo Disneyland

Data from nzherald.co.nzDec 27th 2008 catch C) N

Marketing Communications



escapism

oOoPeople need an escape from the
reality of recession, so they
are fleeing to forms of
entertainment that represent
the biggest break from their
experiences: crime novels,

etceée. o
Newsweek, May 4, 2009
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T h e-gobdepbenhomenon

really does exi st
Mark Lawson, Cultural Commentator, BBC
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