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The European voice of luxury

ECCIA’s executive team

Almudena Arpon de Mendivil, Circulo Fortuny
Elisabeth Ponsolle des Portes, Comité Colbert

Armando Branchini, Fondazione Altagamma and president of

ECCIA (2011-2012)
Clemens Pflanz, Meisterkreis
Julia Carrick, Walpole British Luxury

Paloma Castro Martinez, LVMH
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luxury sectors, such as wines and spirits, hotels, automobiles, and yachts.

Source: Altagamma.

A dynamic industry

Strong growth, resilient to crisis

Global personal luxury goods market in retail value'

CAGR?, 2004-2010
8.5%

140
+10%

3540
20-25 +3%

30-36

2004

170

45-50

30-35

Fashion

Watches and jewellery

Leather goods and accessories

Perfume and cosmetics
Tableware

| Othersectors

2010

1. The luxury goods market estimate includes fashion, watches and jewellery, leather goods and accessories, perfume and cosmetics, and tableware. It does not include the other

2. CAGR Is an abbreviation for compound annual growth rate,
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A European industry

Among the top 25 worldwide luxury brands,

18 are from the European Union

Louis Vuitton
Chanel

Ralph Lauren
Cartier

Coach

Rolex
Tiffany&Co
Gucci

Christian Dior
Hugo Boss
Hermes _
Giorgio Armani
Omega

+ Jemlmlll Jefewl d e LU Al el

Lancome
Burberry
Clinique
Bulgari
Prada

Estée Lauder
Zegna
Guerlain
Dolce&Gabbana
Ferragamo
Clarins

YSL Beauté

European players account for 75 % of this market

==l el e] | Jefeed
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A source of highly skilled and sustainable
employment in Europe

Globally, the luxury goods industry generates up to 1,000,000 jobs —
directly and indirectly — in Europe

European luxury brands

Distributors, franchisees, resellers Tqurism
(multibrand stores, department Retail tourism

Brand employees
i stores, etc.)

All functions

Fashion press

Production Magazine editing

Suppliers and subcontractors
Promotions industry

Organization of events linked to

L. luxury sector
Communication

Advertising agencies Culture

Luxury brand sponsorship of cultural events
/restoration of monuments

Education
Luxury/design schools and craft schools

Design and architecture
Luxury store design and execution

Various others
Make-up artists, hair dressers, models, etc.

Sources: Press articles; company reports, analysis from the Comité Colbert.

Source : BCG/Comité Colbert Study, 2008
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An Export champion

Europe is the world export leader of high quality products
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Source : L. Fontagné in Comité Colbert Annual Report, 2011
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A specific knowledge ecology as a driver for innovation
Index
- The European voice of The luxury industry is the only place in which different innovation logics converge:
luxury - science-driven innovation;
- A dynamic industry - innovation originating from purely artistic creativity;
- A European industry - innovation originating from the development of traditional know-how.

- A source of highly
skilled and sustainable
employment in Europe

- An Export Champion

- A creative and
innovative industry

- A competitive industry

- A driver of the regional
economy and SMEs

- An economic impact on
other industries /
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Creative people

- Luxury, the European
soft power

- What Europeans think?

- Major challenges

Source : D. Foray in Comité Colbert Annual Report, 2010
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A creative and innovative industry

Viktor & Rolf (93)
Droog Design (93) -
Jimmy Choo (96)
Alexander McQueen (92) N
Stella McCartney (01) zab>
Jo Malone (94)

Martin Margiela (88)
Dries Van Noten (86) I
Dirk Bikkembergs (86)
Ann Demeulemeester (85)

Franck Muller (91)
Richard Mille (01)
Bell & Ross (93) ofa
De Grisogono (00)
Francois Paul Journe (94)

Diane de Selliers (92)
Lorenz Baumer (92)
Frédéric Malle (00) l

Pierre Hardy (99)
Pierre Hermé (96)

Chie Mihara (01)
Agatha Ruiz de la Prada |& )
(81)

Source : BCG/Comité Colbert Study, 2008

Many new comers

Vertu (98)
Ilvana Helsinki (98)

Lars Wallin (90)
Ann-Sofie Back (99)
Acne Jeans (97)

S'NOB (02)
Bruuns Bazaar (95)

Chronoswiss (83)
Anette Petermann
Claudia Skoda (82)

Artel (94)
Helena Fejkova (90)

Alessandro Dell' Acqua (96)
Moschino (83)
DSquared (94)

Dolce & Gabbana (85)
Ermanno Scervino (99)
Marni (94)
Giuseppe Zanotti (94)

Christoforos Kotentos (96)
Sofia Kokosalaki (99)

v b

vV 0 v
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A creative and innovative industry

Luxury industry is a driver for the education of creative people

= Netherlands

» The Sandberg Institute
(Amsterdam)

» Arnhem Academy

» Design Academy
(Eindhoven)

Sweden
* HDK (Gothenburg)
» Beckmans School of Design

Finland

» South Carelia Polytechnic

(Lappeenranta)

niversity of Art and Design (Helsinki)
Denmark

» Royal Academy of Fine art (Copenhagen)

Belgium

« La Cambre (Bruxelles)

* L'Académie Royale
des Beaux Arts
d'Anvers

%England

» St-Martins College (London)
* Royal College of Art (London)
» London College of Fashion

DFrance

* ISIPCA (Versailles)

+ Institut frangais de la mode M
(Paris) y

+ Ecole Boulle (Paris) y

« Ecole Duperré (Paris) s

+ Ecole de la Chambre Syndicale
de la Haute Couture (Paris)

Germany
» Goethe Institut (Berlin)
» Esmod Berlin

DCzech Republic

» SPSO Prostejov (Prague)

« Istituto Marangoni (Milano)
 L'Accademia della moda (Napoli)
 Polimoda (Firenze)

» Domus Academy (Milan)

+ |IED (Milan, Rome, Turin, Venice)

» Accademia di Costume e Moda (Rome)

Spain )

« Istituto Europeo de Design Switzerland

« Fashion school (Madrid) + Université de Genéve

» Marbella Design Academy » Dipléme "Création de luxe et

métiers d'art”" (Genéve)
» Ecole d'horlogerie de
Soleure

Source : BCG/Comité Colbert Study, 2008
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A competitive industry

Many international players have successfully entered the European market

B. Kamins Chemist (skin care) IB

Coach (fashion and leather goods design)
M.A.C (cosmetics)

Creme de La Mer (luxury skin care) E

Rick Owens (fashion designer)

Thom Browne (fashion design)
Tommy Hilfiger (fashion design) Sweet Broderie

(Tunisian haute
couture)
Natura Brazil (natural
cosmetics)

Source : BCG/Comité Colbert Study, 2008

Herborist (cosmetics)
White Collar (fashion design)
Yue Sai (makeup brand)
Shanghai Tang (fashion) : Mivak
ssey Miyake
(fashion design)@
Gitanjali (diamonds and

luxury jewellery)
Bombay Dyeing (textile)
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A driver of the regional economy and SMEs

Lombardy

550 companies 1,000 companies
7500 employees | A Tl £ | 19,000 employees

{ TINTALINITA

POLLINI 250 companies
g

4,500 employees

L > Marche

s

1,500 companies G?o w& :
Fotgiols 2,200 companies
18,000 employees ' ? =< 28,000 employees
PRADAL | 20T e
GG e ST

500 companies
9,000 employees

Campania

530 companies
7,100 employees

Sources: Press arlicles; Azsodazdone Mazonale Cal zaturifici ltaliani.

Source : BCG/Comité Colbert Study, 2008
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A driver of the regional economy and SMEs

f Lange Uhren GmbH
g  ANGE & SG;,_\%

380 employees P GLasnorTe bsa

O Giashiite Original
/ Q&dyf’&xz@,

240 employees ORIGINAL

Vs ChronoSwiss @
, 40 emplovees CHRONOSWISS
/- p y Fagination des M, ik

|
igairlsruhe
" }

i £
g (Pforzheim

Gutthman & .
Wittenauer '-,\

p s ‘~ . _._\,._..._‘H.....
Henkel & Gross Karl Scheufele GmbH. Victor Mayer §
80 employees 270 employees 70 employees FABERGE
ﬁrom” VICTOR MAYER @

Source : BCG/Comité Colbert Study, 2008
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A driver of the regional economy and SMEs

Key luxury manufacturers and subcontractorsin France

= sorLwape MORMANDIE RIS fznsmﬂe Y Leovarn LOUIS VUITTON

()UC‘B((’JJ’ : FLII[}R{ Al FaBia

.S')’/VEFTEX

CARRE € ROYA| g

GEORGES
DESRUES

ITRTRELE

G ien

ATELIERSDE
MAY

BERNARDAUD-

s s g ' ...'- ’ E
Ay . - .,

L ) maLbes PaaRdE B dnen ,_%’W {rfé!;ww’

e TARNERIES ROUY PARIS ©

In France, the luxury industry employs mor than 200,000
people in more than 40,000 companies

Source : BCG/Comité Colbert Study, 2008
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An economic impact on other industries / activities

Positive spillover effects

“Beyond its direct contribution to employment and competitiveness in the regions and
countries in which it develops, the luxury industry plays a pivotal role in the expansion
of a knowledge-based economy thanks to the different types of “positive externalities”™
generated by its activity ”

v' Acapacity to trigger innovations (knowledge spillovers)

“Numerous examples tend to show that a multitude of innovations whose origin is
apparent in a particular component of the luxury industry are adapted, transposed and
reused in other industries”

v' A capacity to generate quality effects for society as a whole (market
spillovers)

“These market spillovers are particularly due to the democratisation of quality: the
luxury industry generates quality gains, which are then democratised thanks to mass
consumption products, which incorporate these quality effects into their design”

v" Ontourism
According to a 2011 Global Blue Study, “over 100,000 passengers from China arrive in
Europe each week. The top destinations in Europe for Chinese are France, Italy,
Switzerland, Greece, the UK, Spain and Germany. Some groups travel solely to France
and Italy for the purpose of shopping”

“Chinese tourists allot around 70 per cent of their travel expenditures to shopping”
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What Europeans think?

What is the contribution of the luxury industry to Europe?

B “Important” subtotal Total

B “Insignificant” subtotal
E Noopinion

The prestige and appeal of city
centres

The cultural influence of Europe
on the world stage

The preservation of
creative professions

Employment in Europe

Europe's economic health and
competitiveness with respect to
the rest of the world

11 !II

Germany France United ) Italy Spain

Kingdom 1 5
b ST Y. T

= =

Source : TNS Sofres Survey, 2009
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, ening Marke
~A creative and Intellectual cultural and creative p ? _
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