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Socio-demographic pr ofile
of luxury-goods buyers

* Population aged 20 to 69, agreeing completely/on the whole with the following statements: 
 “I mainly buy exclusive brands” and/or “I like to buy in exclusive/upper -range clothing shops”    
Index:  Population aged 20 to 69 = 100    
Source: Communication Networks 11.1 Tr end    l_34e
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Luxury-goods
buyers*
(5.59 m.)

Structure in % Index

Men
Women
 Age
20 to 29
30 to 39
40 to 49
50 to 69
 Current/former job
Freelance/self-employed
Executive manager/senior civil servant
Other employee/civil servant
Blue-collar Total
 Net personal income
Up to EUR 2,000
EUR 2,000 to 3,000
EUR 3,000 and above

High level of inter est in particular topics
among buyers of luxury goods (in %)

* Population aged 20 to 69, agreeing completely/on the whole with the following statements: 
 “I mainly buy exclusive brands” and/or “I like to buy in exclusive/upper -range clothing shops”     
Source: Communication Networks 11.1 Tr end l_33e
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Fashion

Trends and lifestyle

Wristwatches

40.7

Cosmetics, perfumes,
fragrances

Real jewellery (gold,
diamonds, platinum etc.)

35.6

7.3

10.1

Extremely/very inter ested:

37.6

22.7

23.8

Luxury-goods buyers*: factors in pur chase
of wristwatches by willingness to spend (in %)

* Population aged 20 to 69, agreeing completely/on the whole with the following statements: 
 “I mainly buy exclusive brands”
Source: Communication Networks 11.1 Tr end l_35e

3.58

0.95

1.43

1.21

0.78

2.48

0.87

1.02

0.74

2.18

11

Particularly favourable price

Well-known brand

Exclusive brand

Craftsmanship

Design/appearance

Suitability for sports wear

Mechanical watch

Face and indicators

Potential
in m.

33

Up to EUR 100 EUR 500 to 2,500EUR 100 to 500
EUR 2,500 and above Am not buying a wristwatch/no r esponse

Luxury-brand buyers
aged 20-69

Recommendation by sales
advisor or friends
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Premium target group 
in luxury market

Luxury suppliers on the trade and manufacturing 
side need their communication to reach those 
target groups which are interested in luxury 
goods. According to results in Communication 
Networks 11.1 Trend, there are around 5.6 million 
luxury purchasers in Germany, who either like to 
buy exclusive brands, or who patronise exclusi­
ve shops. Compared with the overall adult popu­
lation, they have an above-average interest in 
such subjects as fashion, trends, cosmetics, 
watches and jewellery. The socio-demographic 
structure indicates that professionally successful 
people with a high net personal income are most 
likely to be consumers of premium products. 
Moreover a closer affinity with luxury can be seen 
among younger age groups. The gender ratio is 
almost equal. For a long time women were the 
main target group for fashion and accessories, 
but men have been gradually catching up. Certain 
luxury products, however, are still designed  
either for women or for men, e.g. watches and 
jewellery.

People who buy luxury watches offer particular 
potential. Most watch buyers simply want to 
purchase a functional watch at a reasonable 
price as a utility product or fashion accessory. By 
comparison, buyers of luxury watches, who would 
spend more than EUR 500 or EUR 2,500 on a 
watch, are true enthusiasts. They want crafts­
manship in manufacture, are interested in the 
mechanism, and are looking for particular brands. 
These criteria are therefore the determinants of 
potential in the market for luxury watches. 

High-quality magazines 
influence luxury buyers

Buyers of luxury products are selective in the 
media they use. They show a disproportionate 
affinity with print media. The internet, with a 
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Categories of magazines
read by luxury-goods buyers (value as index)

* Population aged 20 to 69, agreeing completely/on the whole with the following statements: 
 “I mainly buy exclusive brands” and/or  “I like to buy in exclusive/upper-range clothing shops”
Index: Population aged 20 to 69 = 100
Source: Communication Networks 11.1 Trend l_37e
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Information magazines (3)
News and current-affairs magazines (6)
Listings magazines (13)
Weekly women’s magazines (5)
Fortnightly women’s magazines (4)
Monthly women’s magazines (13)
Parenting magazines (5)
Music/young people’s magazines (6)
Home and garden magazines (10)
Food magazines (4)
Lifestyle, city, erotic magazines (10)
Motoring press (9)
Sports magazines (3)
Science, technology, the arts (6)

Business press (8)
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Luxury-goods
buyers*
(5.59 m.)

Structure in % Affinity index

102

109

136
CE/computer magazines (8)

Media receptivity
among luxury-goods buyers (in %)

* Population aged 20 to 69, agreeing completely/on the whole with the following statements:
 “I mainly buy exclusive brands” and/or “I like to buy in exclusive/upper-range clothing shops”
Source: Communication Networks 11.1 Trend i_36e
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35.8

29.4
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22.321.4

High affinity
for advertisments

High affinity
for online products

High affinity
for TV

High affinity
for print

Population aged 20-69 (49.90 m.) Luxury-goods buyers* (5.59 m.)

27.9
29.7

Magazine positioning for luxury-goods buyers*

* Population aged 20 to 69, agreeing completely/on the whole with the following statements:
 “I mainly buy exclusive brands” and/or “I like to buy in exclusive/upper-range clothing shops”
Basis: Top 15 by CPM; affinity >101 (population aged 20-69); Selection of publications
  (MA-adjusted): news and current-affairs magazines, business press, lifestyle magazines
Format: 1/1 p. 4c with bleed (Ø prices 2008 gross)
Source: Communication Networks 11.1 Trend / Potential: 5.59 m. l_38e
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FOCUS ensures wide readership 
among premium target groups

News magazines not only offer high levels of 
affinity for communication with luxury-goods 
buyers, but high readership figures too. FOCUS 
is effective in this magazine segment because it 
has readers with money to spend, who are suc­
cessful in their jobs, and many of whom are at 
senior management level. This sophisticated 
target group is “in the prime of life” (aged 30 to 
59), and more than half have a net household 
income of EUR 2,500 or more. 
The modern news magazine is well established 
among many important sub-target groups and, 
along with high readership figures, offers econo­
my of planning, e.g. for purchasers of luxury fa­
shion or brand purchasers of shoes, accessories 
and fragrances. The combination of FOCUS with 
FOCUS MONEY, the business publication for 
which men have a high level of affinity, called the 
FOCUS-BlueChip-Kombi provide high readership 
figures at a low CPM. 

share of 28 percent, is likewise more popular 
among them than among the average adult popu­
lation aged 20 and over. Television, on the other 
hand, is less watched by luxury buyers. 30 percent 
of them are receptive to advertising; this is a 
slightly higher percentage than that for the aver­
age population. Buyers of luxury goods also look 
for high standards in the magazine market: they 
prefer high-quality, solid-content publications. 
Here too the demographic structure of this target 
group can be clearly seen. While women who buy 
luxury goods evince a high affinity with monthly 
women’s magazines, the men in this target group 
in particular seem to be turning increasingly to 
the business press and to lifestyle magazines − a 
trend which is also shown in the media mix used 
by the advertisers.
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Director International Marketing & Sales
Helena Anwander-Ramolla
Arabellastraße 23; D-81925 München
Phone	 (+49) 89 92 50-24 31
Fax	 (+49) 89 92 50-27 69
E-Mail	 helena.ramolla@burda.com

Asia (excl. Japan)
Stephen Hutton
Hutton Media Limited
Suite 2102
Fook Lee Commercial Centre
Town Place 33, Lockhart Road,
Wanchai; Hong Kong
Phone	 (+8 52) 25 28 91 35
Fax	 (+8 52) 25 28 92 81
E-Mail	 s_hutton@hml.com.hk

Belgium
Peter Landsheere
Publicitas
Airway Park D; Lozenberg 23
B-1932 Zaventem
Phone	 (+32) 2 6 39 84 32
Fax	 (+32) 2 6 39 84 44
E-Mail	 peter.landsheere@ 
	 publicitas.com

France/Luxembourg
Sabine Helmert
Burda Community Network GmbH
International Marketing & Sales
Phone	 (+49) 89 92 50-20 87
Fax	 (+49) 89 92 50-25 38
E-Mail	 sabine.helmert@burda.com

Greece/Cyprus
Christina Skiada
Permedia Athens S. A. 
4, Kastorias & Messinias Street
GR-15344 Gerakas
Phone	 (+30) 21 11 06 03 50
Fax	 (+30) 21 06 61 84 57
E-Mail	 info@permedia.gr

Great Britain
Meike Brunkhorst
factor-m
Unit 102, Canalot Studios,  
222 Kensal Road; 
GB-London W10 5BN
Phone	 (+44) 20 89 64 52 22
Fax	 (+44) 20 80 43 14 21
E-Mail	 meike@factor-m.co.uk

India
Vimal Anand
Global Media Network
M-138, Greater Kailash 
IN-New Dehli - 110048
Phone	 (+91) 11 41 63 80 77
Fax	 (+91) 11 29 21 09 93
E-Mail	 info@gmnindia.net

Italy
Robert Schoenmaker
Lagardère Global Advertising
Viale Sarca 235
I-20126 Milano
Phone	 (+39) 02 62 69 44 41
Fax	 (+39) 02 62 69 00 10
E-Mail	 rschoenmaker@l-g-a.it

Italy Tourism (South Tyrol)
Marina Funedda
Verlags- und Werbeagentur
Bianco Media Service
Gampenstrasse 97/n
I-39012 Meran
Phone	 (+39) 04 73 20 06 64
Fax	 (+39) 04 73 20 92 87
E-Mail	 office@touristikpromotion.com

Japan
Jiro Semba
Intergroup Communications Ltd.
1-4-16-102 Zaimokuza 
J-Kamakura 248-0013
Phone	 (+81) 4 67 25 27 63
Fax	 (+81) 4 67 25 28 37
E-Mail	 jiro.semba@bz01.plala.or.jp

Netherlands
Peter Landsheere
Publicitas
PO Box 509 (St. Janstraat 20) 
NL-1250 AM Laren
Phone	 (+31) 35 5 39 51 11
Fax	 (+31) 35 5 31 05 72
E-Mail	 peter.landsheere@ 
	 publicitas.com

Austria
Helmut Weginger
Anzeigenrepräsentanz
Max Schrems-Gasse 5/3/9
A-2345 Brunn am Gebirge
Phone	 (+43) 22 36 32 00 68
Fax	 (+43) 22 36 32 00 72
E-Mail	 office@weginger-media.at

Switzerland
Sabine Helmert
Burda Community Network GmbH
International Marketing & Sales
Phone	 (+49) 89 92 50-20 87
Fax	 (+49) 89 92 50-25 38
E-Mail	 sabine.helmert@burda.com

Scandinavia
Robert Langenberger
BCR Media
Linnég. 3
S-11447 Stockholm
Phone	 (+46) 76 2 35 95 97
Fax	 (+46) 84 11 70 15
E-Mail	 rl@bcrmedia.com

Spain/Portugal
Alfredo Umlauff
SUA Comunicación y Medios S. L.
Jaén, 2 1°G
E-28020 Madrid
Phone	 (+34) 9 15 35 80 02
Fax	 (+34) 9 15 35 80 19
E-Mail	 aumlauff@suacom.com

USA/Canada
Joseph Priolo
Publicitas North America
330 Seventh Avenue, 5th Floor
USA-New York, NY 10001
Phone	 (+1) 212 330 07 24
Fax	 (+1) 212 599 82 98
E-Mail	 joseph.priolo@publicitas.com

Publisher
FOCUS Magazin Verlag GmbH
PO Box 81 03 07; D-81903 Munich
Arabellastraße 23; D-81925 Munich

Advertising Director
Ingo Müller	
Phone	 (+49) 89 92 50-24 39
Fax	 (+49) 89 92 50-24 94
E-Mail	 ingo.mueller@focus.de 

Advertising Sales Manager
Michael Mergenthal
Phone	 (+49) 89 92 50-20 76
Fax	 (+49) 89 92 50-24 94
E-Mail	 michael.mergenthal@focus.de 

Burda Community Network GmbH
Arabellastraße 23; D-81925 Munich

Customer Service
Marlene Gunesch	
Phone	 (+49) 89 92 50-29 51
Fax	 (+49) 89 92 50-25 81
E-Mail	 marlene.gunesch@burda.com

Production Management
Astrid Wallasch
Phone	 (+49) 7 81 84-26 29
Fax	 (+49) 7 81 84-27 96
E-Mail	 astrid.wallasch@burda.com

4c plus – Ad Specials
Wolfgang Dufner
Phone	 (+49) 7 81 84-20 23
Fax	 (+49) 7 81 84-30 68
E-Mail	 wolfgang.dufner@burda.com

Promotions
Stefan Fehm
BCN – Creative Solutions
Phone	 (+49) 89 92 50-24 28
Fax	 (+49) 89 92 50-24 19
E-Mail	 stefan.fehm@burda.com

Sales Region Hamburg/Berlin
Kattrepel 10; D-20095 Hamburg
Phone	 (+49) 40 27 85 65-0
Fax	 (+49) 40 27 85 65-23
E-Mail	 manfred.arlt@burda.com
	 holger.ferkinghoff@burda.com

Sales Region Düsseldorf
Hildebrandtstr. 4d; D-40215 Düsseldorf
Phone	 (+49) 211 9 34 15-0
Fax	 (+49) 211 9 34 15-22
E-Mail	 helmut.mende@burda.com
	 michael.birk@burda.com

Sales Region Frankfurt
Wiesenau 36; D-60323 Frankfurt/Main
Phone	 (+49) 69 17 00 80-0
Fax	 (+49) 69 17 24 89
E-Mail	 guido.nadler@burda.com
	 christian.wulf@burda.com

Sales Region Stuttgart
Albstraße 14; D-70597 Stuttgart
Phone	 (+49) 711 24 89 85-0
Fax	 (+49) 711 24 89 85-25
E-Mail	 thomas.bily@burda.com

Sales Region Munich
Arabellastraße 23; D-81925 Munich
Phone	 (+49) 89 92 00 94-0
Fax	 (+49) 89 92 00 94-99
E-Mail	 diana.wolke@burda.com
	 carsten.paul@burda.com

National

International
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