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COMPARED WITH THE AMOUNT YOU USUALLY SPEND ON LUXURY GOODS DURING THE FOLLOWING

PERIODS, DO YOU WANT TO SPEND MORE, LESS, OR THE SAME?

Posed to all respondents.
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DO YOU OWN LUXURY GOODS?

Posed to all respondents.
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WHAT IS YOUR OPINION ON LUXURY GOODS?

Posed to all respondents.
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HAS YOUR OPINION ON LUXURY GOODS CHANGED RECENTLY?

Posed to all respondents.
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WHY HAS YOUR VIEW OF LUXURY GOODS

Posed to all respondents whose views of luxury goods has worsened.
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WHY HAS YOUR VIEW OF LUXURY GOODS

Posed to all respondents whose views of luxury goods has improved.
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WHICH OF THE FOLLOWING BEST DESCRIBES THE CITY YOU LIVE IN?

Posed to all respondents.
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