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The concept of luxury goods is still highly subjective. Itis
usually obvious where a product is luxury and equally
obvious where it isn’t, but there is a grey area that is more
subjective.

This report looks at the following areas:

BUY THIS
What are the prospects for luxury online? REPORT NOW

How can luxury brands leverage digital innovation?

The changing face of luxury

Has luxury gone ex-growth? VISIT:
store.mintel.com

“Luxury” goods are undoubtedly priced high, though that is often justified by a very high level of
craftsmanship. They must have an element of exclusivity and be out of the reach of most mass market
buyers certainly in terms of regular purchasing. However, defining the market can be difficult because CALL
perception of luxury can be highly subjective. EMEA
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Brazil

0800 095 9094

Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Brand Sales and Market Shares
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Burberry Group

What we think

China and Japan

Connecting with its customers on a global scale

Digital commerce

Must-have fashion items

Capitalising on the opportunities in travel retail
Multi-pronged assault on the lucrative beauty category
Enhanced in-store experience

Company background

Company performance
Figure 97: Burberry Group Plc: Group financial performance, 2010/11-2014/15

Figure 98: Burberry Group Plc: Directly-operated stores data, 2010/11-2014/15

E-commerce
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Christian Dior Couture

What we think

Expansion and renovation
Continuing the shift in focus to Asia
E-commerce could be expanded
Fusion sneakers prove popular
Company background

Company performance

Figure 99: Christian Dior Couture: Group financial performance, 2010-15

E-commerce

Coach

What we think

Expanded lifestyle product offering

Next-generation store concept delivering positive results

New marketing push highlights brand’s change of customer focus
Targeting sales of $600m in China

Company background

Company performance
Figure 100: Coach Inc.: Group financial performance, 2009/10-2014/15

Figure 101: Coach Inc.: Net sales, by region, 2011/12-2014/15
Figure 102: Coach Inc.: Sales breakdown, by product, 2011/12-2013/14
Figure 103: Coach Inc.: Operated store data, 2011/12-2013/14

E-commerce

Estée Lauder Companies

What we think

Targeting the Millenials generation
Acquisitions boost growth

China is vital

Online

Company background

Company performance
Figure 104: Estée Lauder Companies: Group financial performance, 2009/10-2014/15

Figure 105: Estée Lauder Companies: Group financial performance, by region, 2009/10-2013/14
Figure 106: Estée Lauder Companies: Group financial performance, by product area, 2009/10-2013/14
Figure 107: Estée Lauder Companies: Net sales, by distribution channel, 2009/10-2013/14

E-commerce

Giorgio Armani

What we think
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Broad luxury offer
Extending the brand
Celebrating 40 years
Company background
Company performance

Figure 108: Giorgio Armani: Group financial performance, 2010-14

E-commerce

Hermeés

What we think

Growth in Asia remains strong

Leather Goods and Saddlery lead growth
Online approach

LVMH issue resolved

Company background

Company performance
Figure 109: Hermes: Financial performance, 2010-14

Figure 110: Hermeés: Sales by product category, 2013-14

E-commerce

Kering

What we think
Where next?
Company background

Company performance
Figure 111: Kering: Financial Performance 2010-14

Figure 112: Kering Luxury: Breakdown of revenue by product category and by region, 2010-14

Gucci
Figure 113: Gucci: Breakdown of revenue by product category and by region, 2010-14

Bottega Veneta
Figure 114: Bottega Veneta: Breakdown of revenue by product category and by region, 2010-14

Yves Saint Laurent
Figure 115: Yves Saint Laurent: Breakdown of revenue by product category and by region, 2010-14

Outlets
Figure 116: Kering Luxury: Directly operated stores, 2013-14

E-commerce

L’Oréal Luxe

What we think
Strongest growth segment for L'Oréal

Good performance from recent acquisitions
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Group digital transformation gathers pace
Company background

Company performance
Figure 117: L’Oréal Group: Net revenues by division, 2010-14

Figure 118: L'Oréal Luxe: Financial performance, 2010-2014
Figure 119: L’Oréal Luxe: Sales by region and product area, 2011-2014

E-commerce

LVMH — Moét Hennessy-Louis Vuitton

What we think
Slowdown in China
Figure 120: LVMH — Share of sales by region, 2009-14
Where next?
Company background

Company performance
Figure 121: LVMH: Group financial performance, 2010-14

Figure 122: LVMH: Distribution of revenues, by region, 2010-14
Figure 123: LVMH: Distribution of segment revenues, by region, 2010-14
Figure 124: LVMH, Outlet portfolio, 2013-14

E-commerce

Prada Group

What we think
Where next?
Company background

Company performance
Figure 125: Prada: Group financial performance, 2010/11-2014/15

Figure 126: Prada: Group net revenue breakdown, by channel, 2010/11-2014/15
Figure 127: Prada: Group net revenue breakdown, by channel, 2010/11-2014/15
Figure 128: Prada: Group net revenue breakdown, by product line, 2012/13-2014/15
Figure 129: Prada: Directly operated stores, 2013/14-2014/15

E-commerce

Ralph Lauren Corporation

What we think

Global brand restructuring plan to drive profitability
New uber-luxe store concept aimed at VIP customers
Targeting $1bn in online sales

Tapping into wearable technology

Innovative fragrance shopping experience

International expansion opportunities identified in Asia and Brazil
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Company background

Company performance
Figure 130: Ralph Lauren Corporation: Group financial performance, 2010/11-2014/15

Figure 131: Ralph Lauren Corporation: Revenue contributions, by segment, 2010/11-2014/15
Figure 132: Ralph Lauren Corporation: Turnover, by region, 2010/11-2014/15

E-commerce

Richemont

What we think
Company background

Company performance
Figure 133: Richemont: Group financial performance, 2011/12-2014/15

Figure 134: Richemont: Revenues by region, 2011/12-2014/15
Figure 135: Richemont: Revenues by category, 2010/11-2014/15
Figure 136: Richemont: Revenues by Maison, 2011/12-2014/15

E-commerce

Shiseido

What we think
Ready to rebound?
Investing in R&D
The China issue
Figure 137: Shiseido — Share of sales by region, 2011-15
Company background

Company performance
Figure 138: Shiseido: Group financial performance, 2010/11-2014/15

Figure 139: Shiseido: Sales split, domestic vs overseas, 2010/11-2014/15
Figure 140: Shiseido revenues, by region, 2010/11-2014/15

E-commerce

Swatch Group — Luxury

What we think

E-commerce still a missing link

Dispute with Tiffany & Co still not resolved
Company background

Company performance
Figure 141: Swatch: Group financial performance, 2010-14

Figure 142: Swatch Group: Estimated revenues from the luxury brands only, 2010-14
Figure 143: Swatch Group: Watches and jewellery segment performance, 2010-14
Figure 144: Swatch Group: Net sales, by region, 2010-14

E-commerce
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Tiffany & Co.

What we think

New couture jewellery collection aimed at the ultra-wealthy
Re-establishing itself in the luxury watch market

Targeting the self-gifting financially independent female consumer
Same-sex campaign broadens appeal of its engagement rings
European store expansion on back of sales growth in the region
Authentic shopping experience

Company background

Company performance
Figure 145: Tiffany & Co.: Group financial performance, 2010/11-2014/15

Figure 146: Tiffany & Co: Sales growth, by region, 2014/15
Figure 147: Tiffany & Co.: Outlet data, 2010/11-2014/15

E-commerce

Tod’s Group

What we think

Reinventing the brand

New creative chiefs spearhead clothing and accessories line

Hogan spin off rumours casts doubt over the brand’s long term global appeal
Roger Viviers licensing deal up for renewal

Company background

Company performance
Figure 148: Tod’s Group: Financial performance, 2010-14

Figure 149: Tod’s Group: Sales, by region, 2014

Figure 150: Tod’s Group: Sales, by region, 2013-14
Figure 151: Tod’s Group: Sales, by product type, 2014
Figure 152: Tod’s Group: Sales by product type, 2013-14
Figure 153: Tod’s Group: Sales by brand, 2014

Figure 154: Tod’s Group: Sales, by brand, 2013-14

E-commerce
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